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GIVES THE STRAP THAT. ‘‘QUALITY LOOK" — 


THIS NEW KIND OF LOOP CANNOT STRETCH, 
TWIST, LOOSEN OR BIND. AVAILABLE. 
NOW ONLY ON GENUINE KON-ITE STRAPS — 


~ ; < 





KON-ITE WATCH STRAPS 
SOLD ONLY THROUGH 
JEWELERS 


. SAUER & COMPANY 
KON-ITE BLDG., CINCINNATI 2, OHIO 
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Return of feminine elegance in 
fall and winter fashions brings 
new importance to jewelry such 
as these pieces by Van Cleef & 
Arpels featuring diamonds set in 
all-white metals. 
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SPEAKING OF THE JEWELRY TRADE 


» 


OLD may be selling, - officially, 

for $35 an ounce, but a gent in 
Fredericksburg, Va., pays double. 
Lest he receive several hundred ship- 
ments of sweeps in the next mail, 
however, we hasten to tell the full 
story: 

It seems that George H. King was 
walking, one day, along Colonial 
Beach, near Richmond, when he drop- 
ped a gold nugget which his great- 








great-grandfather had _ discovered 
back in 1814. 

Later, a young lady named Fran- 
ces Calvert found the nugget and took 
it to jeweler Harry Schwarzchild for 
assaying. 

The jeweler pronounced it “24 
karat raw gold,” all right, and paid 
the finder $5—the chunk of metal 
weighed 4/10 of an ounce. At just 
about the same moment the news- 
papers got wind of the discovery of 
gold on the beach and local hard- 
ware dealers were virtually cleaned 
out of picks, shovels and placer pans. 

Mr. King read about the Virginia- 
type Sutter’s Mill, realized he had 
lost his nugget, and put in an ap- 
pearance at Schwarzchild’s. Giving 
the finder $20, and the jeweler $5 
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(the purchase price), he took off 
quite satisfied. 

Simple arithmetic indicates: 4/10 
x $35 — $14. 

Paid out: $25. 

Net loss: $11. 


But sentiment is a wonderful thing. 
> © 
LWAYS WILLING to be of ser- 


vice to our readers, we fre- 
quently answer all sorts of unusual 
questions which arrive in the daily 
mail. That, after all, is our mission. 
But occasionally we receive queries 
which are too bloodthirsty for us to 
even consider, viz: 
“What firm makes necklaces from 
baby teeth?” and 
“How many sets of earrings for 
pierced ears are sold in the U. S.?” 
Inquiries of this sort upset our 
usually mild, prosaic existence, and 
we are forced to file them in our 
desk in a folder marked: “For a 
Strong-Stomached Successor.” 


© © 
F YOU FEEL that strawberry 


prices this summer have been quite 
reasonable, perhaps you can thank 
Weisfield & Goldberg, Bellingham, 
Wash., jewelers. If, on the other 
hand, you think strawberries have 
been expensive—read no _ further. 
Far be it from us to want to get a 
jeweler in trouble with his buddies. 

Whatcom County, Washington, is 
real strawberry country. And, since 


the crop matures quickly (usually 
between June 9th and 30th) pickers 
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in abundance are required at just the 
proper time. Usually they’re kids. 

This year, Weisfield & Goldberg 
sponsored a “strawberry picking” 
contest, offering nationally-advertised 
watches to the boy and girl who 
picked the greatest quantity of the 
succulent fruit. Announced primarily 
over the radio with some mention in 
the news columns of local papers, 
the contest was a huge success. The 
response from growers and children 
was excellent and Harry White, man- 
ager of W&G, intends to use the idea 
next year. 


o © 
'y OUVE HEARD, probably, of the 


classic example of force of 
habit: the light-house keeper who 
lived with a bell which tolled inces- 
santly day and night. When, one 
night, the bell went haywire and 
stopped ringing, the startled light- 
house keeper woke up and exclaimed 
“What was that?” 

Pretty much the same sort of thing 
seems to have happened in Elgin, IIL, 
recently. 

In addition to being a watchmak- 
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ing center, Elgin also boasts a pub- 
lishing concern. And every day, for 
years now, the publishing house’s 
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“IT SURE PAYS TO CONCENTRATE ON ALL 3 


—DIAMONDS, WATCHES —PARKER ‘5I'” 
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Concentrate On Your 


THE PARKER PEN COMPANY, JANESVILLE, WISCO 
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steam whistle has announced the time 
at regular periods with a piercing 
shriek. 

Recently, seven individuals com- 
plained about the whistle, stating that 
‘+ was unnecessary. After all, they 
reasoned, since the town’s leading 
product was watches it was safe to 
assume: that everyone who cared 
knew what time it was. Accordingly, 
the whistle’s performances were 
halted. 

A few hours after the whistle’s 
first failure to signal the time, how- 
ever, telephone calls began to flood 
the publishing firm. And within a 
few days no less than 796 requests 
were received that the whistle be put 
back into operation. 

In the face of such overwhelming 
odds, five of the original complain- 
ers withdrew their objections and the 
whistle is again heard at 7:30 a. m., 
noon, 12:50 p. m., 1:00 p. m. and 
4:30. No one knows the fate of the 
two adamant objectors—maybe they 
moved or threw their watches away. 


© © 
¢6¢2 3 UMAN FLIES” might take a 


few lessons from J. Joftes, 


Boston, Mass., jeweler, except that 
he says now he has definitely given 
up al fresco acrobatics. 

In the past, he has frequently 
found himself locked outside of his 
office after the door has blown shut 
and the lock snapped. Consequently, 
he would enter the adjoining office, 
go out through the window and crawl 
along a narrow ledge to his own win- 
dow—all of this happening on the 
ninth floor! 

Now, however, such scary jour- 
neys are no longer necessary. 

Instead, he keeps an extra key in 
the adjoining office. 


© © 
[F YOU EVER happen to attend 


the Gainesville, Texas, Communi- 
ty Circus, don’t try to crash the gate 
by presenting a phoney ducat. Be- 
cause the ticket taker will probably 
be wearing his loupe, spot the de- 
ception and yell “Hey Rube!” there- 
by having you thrown out. 

The ticket taker, you see, is A. 
Raymond Porter, a Gainesville jew- 
eler. And as far as we can tell with- 
out conducting extensive research, 
Mr. Porter is the only jeweler in the 







































































"When I stop in here later with my boy friend don't let him 
high pressure you into bringing out less expensive rings." 
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country connected with a circus in 
any way at all. 

Of course it isn’t an ordinary cir- 
cus. The whole thing started when 
the Chamber of Commerce organ- 
ized a burlesque circus in 1929. The 
folks who participated liked it so 
much (as did the circus-goers) that 
they decided to make it a regular 
thing, played straight. Now every 
summer the amateur cast presents 2 
professional-type show in 18 Texas 
and Oklahoma towns. 

Anybody know of a jeweler-acro- 
bat? We don’t mind having people 
=o us one better. 


© © 


LWAYS anxious to present our 
readers with “firsts,” we have 
one today which is really a dilly. 

Meet Mr. J. D. Valliere, of Mon- 
treal, Canada, the first Canadian 
jeweler to have an Ameche in his 
jalopy (or, to translate: a telephone 
in his automobile). 

The operator of three Montreal 
jewelry stores, Mr. Valliere has to do 
more than a bit of shuttling about 
from one to another. And, since 
things often come up while he’s en 
route, he thought it would be a good 
idea to take advantage of the Bell 
System’s latest gadget. 

If Mr. V. happens to be midway 
from one store to another and a 
crisis arises that must be settled im- 
mediately, it’s a simple thing for the 
affected manager to dial 110 and 
ask the operator for WJ-62429, the 
number assigned the boss’s car. In 
a matter of seconds, when the phone 
bell rings on his dashboard, Mr. 
Valliere can pull over to the curb, 
chat with and instruct his staff and, 
when everything is hunky-dory, hang 
up, shift into first and take off. 


© © 
E’VE HEARD, although we do 


not necessarily believe, a story 
about a jeweler who sold a lady an 
attractive piece of jewelry containing 
an odd-looking stone. “Very rare,” 
he murmured as he wrapped it up. 
It turned out that the stone was 
very rare, too—at least in jewelry 
circles. After taking a course in gem 
stones the jeweler got to thinking 
about the stone and asked the lady 
to sell it back. She did, quite will- 
ingly, and the jeweler discovered that 
he had sold her a gall-stone that had 
been cut, polished and traded off as 
a rare gem! 
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Much more effective than floor groupings or step stands 
are these easy-to-construct display placques which give 
better background to jewelry besides setting fall theme. 


A Window For [This Month 


. by VIRGINIA DIXON 
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With all the publicity being given to feminine fashions for fall 


and more emphasis on jewelry as a necessary style accent. a 


display of costume pieces is a must for jewelers’ fall promotion. 


OW often both in buying and selling, do we hear 

and use such phrases as “This is brand new— 
just came in!” or “Here is something really different!” 
and “Let me show you this unique piece!” This idea of 
newness and difference would not be used so generally 
as a sales clincher if it had not long since been proved 
extremely effective. (Only dealers in antiques attempt to 
promote the same kind of- merchandise season in and 
season out!) And yet in advertising and promoting this 
very same merchandise, the new, the different, the unique 
in presentation is more often avoided than made use of 
—even when new ideas are available. Jewelers particu- 
larly seem to feel that departure from customary methods 
in merchandising is dangerous and unnecessary. 

This fall, as usual, every store will have a sparkling 
new line of costume and precious jewelry—pin and ear- 
ring sets, bracelets, necklaces, compacts—all keyed to 
1947 fall fashions. And I regret to report that in far 








Plaque and leaves are 
cut from heavy card or 
compo board, padded and 
covered with fabrics in 
oppropriate autumn hues. 





too many cases, this new merchandise will be placed in 
the window just exactly as similar items were placed in 
the same windows last year and the year previous and 
the year previous to that—and in some cases the simi- 
larity will extend back over a good many more years! 
Some items will be shown in gift boxes . . . others on 
neat display pads .. . in orderly, but very uninteresting 
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MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Material Source 
Heavy cardboard or composition Stationer or Lumber Yard 
board 
14" x20" for plaque 
8" x 16" for leaves 
Fabric Department Store 
'/y yd. for plaque 
4, yd. for leaves 


Display Scrim—!/, yd. Any display supply house 





rows and groups. Some windows will show a few pieces 

. others will be jammed to the guards! But except 
for the substitution of new merchandise for old, there 
will in most cases, be very little change. 

To prove that new ideas do get attention, read about 
the fanciful display that one New York shop specializing 
in modern handmade jewelry is now using. The “back- 
ground” is a metal tank well filled with water; display 
plaques are flat irregularly shaped hunks of floating 
cork each bearing a piece of jewelry. A current of water 
pumped into the tank keeps the cork plaques moving 
gently about! A bit extreme, but this display does get 
attention and lots of it! 

Jewelry display no longer needs to be as preoccupied 
with dignity and formality as it once was! Whether you 
resort to water tanks or white mice depends on your 
type of store and your type of customer. You probably 
won't, but in any case you can and should make use of 
brilliant colors, new textures in fabrics and paper, new 
designs in plastics, imaginative arrangements of both 
merchandise and fixtures and all the other means of 
achieving freshness and distinction now available. 

The accompanying illustration is not so startlingly 
modern in design, materials or arrangement that it could 
not appear in the most conservative of shop windows. 
It does show more grace and variety than the row on 
row arrangements and it has more attention power than 
the stock room settings. The open plaque has a pleasing 
sraceful shape; the autumn leaf patterns are seasonal, 
and the stiff netting contrasts pleasantly with the soft 
dress fabrics used for covering leaves and plaque and 
adds interest to the grouping. 

The plaque and leaves may be cut from heavy card- 
board or composition board. They should be padded 
lightly with cotton batting and covered with fabric in 
autumn colors. The three leaves can be cut from the 
same pattern—varied by reversing one. Outlines for the. 
plaque and leaf designs are shown. 

Plaque is placed upright with two leaves resting on 
the lower inside edge and one leaf tacked to the ‘back- 
ground behind it. The net is cut in a scalloped oval and 
pulled through the opening of the plaque. It will be 
stiff enough to support small pieces of jewelry pinned to 

(Please turn to page 276) 
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Hear what the radio critics 
are saying about you! 
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1847 Rogers Bros. and International Sterling. 


Columbia’s comedy team of Ozzie and Harriet 
Nelson received the National Family Week cita- 
tion. ..for their fresh, convincing portrayal of 


family life. Their show has realism and humor. i 
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And so it goes... on and on and on. From every cranny of 



























































ReS9 : the country come the bouquets from critics who have no axe 
au act ? . Su to grind except to report on fine programs to listen to. 
., art® ' —_— , 
pitt? ome ron gue - And does the nation listen? Listen yourself: More than one- 
1 \ 9 Ww ° ° ° e e 
W nevet me ’ ro we “al third of all radios tuned in at that time are tuned in to “The 
© . \e ‘ ° 3° 
AaY nist sno ecom xy Haste" Adventures of Ozzie and Harriet”! 
: me: ™ 
chee not } eat * yike 1° Those ears mean customers for 1847 Rogers Bros. and In- 
me ~6* ternational Sterling. Which shows what a job radio does in sell- 
you ® ing silver. Yes... radio is one of the best silver salesmen going! 
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She International Silver Company 
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Buffam's, a Long Beach, Calif., 
department store, used this at- 
tractive display to feature table 
accessories for Thanksgiving. 


Flatware and hollowware were 
featured in this Thanksgiving 
window designed for L. Evans 
& Co., Santa Barbara, Calif. 


The last Thursday in 
November provides the 
jeweler with an ideal 
chance for promoting 
place settings and 


allied dinnerware. 





Thanksgiving Windows 





UST around the corner is one of the jeweler’s most 

important merchandising events from the standpoint 
of promotion of silverware and accessory dinnerware. 
Thanksgiving focusses all attention on the festive board, 
families gather, and every hostess wants her table to look 
as attractive as possible. It is the time when promotion- 
minded jewelers take their silver, dinnerware and glass- 
ware off their shelves and install it in their windows in 
attractive and interesting displays keyed to this holiday 
season. 

Illustrating how other stores played up the Thanks- 
giving theme in their windows last year are the two dis- 
plays shown here. L. Evans & Co., Santa Barbara, Calif., 
Jewelers, arranged a window floored with cherry-colored 
velvet on which were shown various patterns of flatware 
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Put Aeeent on Dinnerware 


by W. B. STODDARD 


and several items in hollowware in both sterling and 
plate. Cards bordered in red suggested: “That turkey 
deserves the best possible accessories for Thanksgiving,” 
and, “Thanksgiving is the great American feast day and 
deserves silver of the best quality.” 

This store combined their window display with a 
newspaper ad showing a roast turkey on a platter with 
the heading, “We are offering silverware and carving 
sets that will add to the beauty and service of the Thanks- 
giving table.” Tying inetheir Christmas promotion as 
an early starter, they asked in the same ad—“Have you 


made your Christmas selection of silver, watches and dia- 


(Please turn to page 276) 
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Location is one of the 
jeweler's best assets. An- 
derson's make the most 
of their corner with a 
well-lighted battery of 
windows and store name. 


Engineered For Strategic Merchandising 


| To maintain or inerease their share of the consumer dollar in view 
of increasing pressure from other lines, jewelers must be geared 


for present-day science of merchandising in their stores and methods. 


Complete departmentalization like the 
silver section shown here, makes for more 
efficient selling, Anderson's has found. 
ODERN jewelry merchandising has become a 
; scientific program and must possess the finest 
iis store appointments as well as the very best of merchandis- 
ing ideas. So believe the Anderson’s of Salt Lake City, 
Utah, who are today. preparing a chart for the years 
ahead along which to guide one of the West’s finest 
Aa. yy ag = os jewelry stores. 
fe ee Se NE Se More than a score of years experience in Salt Lake 
| ve i. Hi : City have gone into this “jewelry store of tomorrow” 
a id) <= ote opened this year at Second South and Main Street. And 
- ce tla with the ideas planned throughout these years by Charles 
nS Ym D. Anderson and his sons C. Donald, Kenneth B. and 
Robert L., has been charted a program of merchandising 
for what the Andersons know will be the toughest selling 
days ahead. 


The store is one of the most modern in the West. A 
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Planned for maximum efficiency, 
every feature of the store has 
a practical application. Each 
line of goods has its own dis- 
play space with each set up in 
relation to corresponding lines. 


by ERNEST W. FAIR | eee ee 


glance at the accompanying illustrations will show‘ the 
beautiful appointments in store exterior, interiors and 
window displays. Yet it possesses not a single feature 
that does not have a practical application and the whole 
store has been engineered to do a well-laid-out merchan- 
dising plan which the Andersons have charted for the 
future. 

As an example of the way that the store has been 
planned for maximum efficiency, the credit department on 
the main floor is connected by an electrically operated 
dumbwaiter with the receiving room and stock room in 
the basement where customers’ orders are filled, gift- 
wrapped, and returned for delivery to them without loss 
of time after the credit has been O.K.’d. 

The watch sales department, located on the main floor, 
has another dumbwaiter to the watch repair department 
on the lower floor, and all new watches as they are sold 
can be immediately inspected by the watchmakers in 
their downstairs department. 

Anderson’s does not believe that watch sales should 
be segregated from watch repair service. They point out 
that these two departments are inter-dependent on each 
other and that each can contribute to the success of the 
other, and together be operated to obtain maximum 
results. 

“Some jewelers have in the past found repair work 
only a headache,” Charles Anderson stated, “but we are 
making it decidedly profitable by placing people who 
are properly trained behind the counters to take in watch 
and jewelry repair work. More business is lost by the 
improper handling of the customer for repair work than 
in any other department of the jewelry business, so it 
behooves the jeweler to give his customers repair ser- 
vices they need and at the same time figure out a way 
for this business to result in profits for the store.” 

Another time-saving device which Anderson’s have 

(Please turn to page 276) 


Air-conditioned windows keep merchandise 
on display at its best for the passersby. 


Anderson believes the photographic field holds 
a great future for the retail jeweler but must 
be entered into wholeheartedly to be a success. 
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Left—-This advertisement, listing the 
schools which have used Thomas’ "Magic 
Attic’ for coke parties, devotes some 
space to presentation of merchandise. 














Tomorrows Customers 
Kock To This Store 


by DAVID MARKSTEIN 





The Thomas firm concentrates to 
a great extent on brides, as wit- 
ness this Sunday society page ad. 


Walter R. Thomas. Ine.. Atlanta, Ga.. uses its 


“‘Magie Attic’. complete with ‘Cokes’, to win 


friends among loeal high school girl graduates. 


HEN the senior class graduates of Atlanta’s 
Girls High School wanted to give a Coca-Cola 
party they turned, not to one of the Georgia capitol’s 
restaurants, but to one of the city’s largest jewelers. 

In the “Magic Attic” of the Walter R. Thomas, Inc., 
jewelry store at 28 Broad Street (see JC-K, April, 47 
issue, page 356), the graduates—who are, in themselves, 
an important market and who represent an even more 
important future buying power for the jewelry store— 
regaled themselves with Cokes, ate snacks, and gazed 





218 


wide-eyed at the Walter R. Thomas Gift Galleries dis- 
plays. Skilled shoppers—the company’s Gwyn Barry 
shopping staff—explained the fine points of jewelry, sil- 
verware, china, glass, antiques and other gifts to the girls. 
As each left the Magic Attic, she was presented with a 
piece of sterling silverware that she herself chose from 
the Gift Gallery displays, with the compliments of the 
store. 

That was on June 7, 1947. A week before, girls grad- 
uating from the Agnes Scott school and other seniors 
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from Decatur High’s graduating class had enjoyed a 
similar party in the Walter R. Thomas Magic Attic. On 
May 17 two Coca-Cola parties were held, for girls from 
the Washington Seminary and the North Avenue Presby- 
terian School’s graduating classes. On May 24 the North 
Fulton High School’s girl graduates had joined Druid 
Hills school girls in a coke and snack party in the jewelry 
store. On June 30 Russell High girls were entertained. 
On June 4 it was the turn of graduates from West Fulton 
High School. 

Why were these parties held? “The idea for them was 
Mr. Thomas’ own,” explains R. Crawford, manager of 
the store at 28 Broad Street in which the Magic Attic 
is located. (Walter R. Thomas, Inc., also has stores at 
104 Whitehall Street, S.W., and 2 Edgewood Ave., N.E., 
in Atlanta; and stores in Athens, Milledgeville and 
Sparta, Ga.) 

“It is Mr. Thomas’ belief that the younger generation 
graduating from high schools into the business and social 
world today holds the key to the future success of this 
nation—both financially and morally. He thinks (and, 
indeed, we all do) that it is an obligation of the present 
generation of retailers to teach them all we can about 
intelligent buying and what constitutes good values. 
Moreover, it is very good business to do so. 

“These girls are customers already in their capacity as 
graduates. Furthermore, they can influence the buying 
of older persons with heftier buying power. But most 
important, they are the customers of the future. It is to 
our advantage to cultivate them, of course. It is even 
more to our advantage to teach them how to buy and to 
teach them an appreciation of fine jewelry and gifts.” 

The Magic Attic is not simply “made available” to 
high school classes. Its availability is merchandised. 
Slanting the appeal to both graduating girls and women’s 
clubs are full-page advertisements such as one that ap- 
peared recently in the Atlanta Journal. It was headlined 


Another "coke" party given by 
the Thomas firm attracted this 
record crowd of Seniors from 
Agnes Scott High School. Such 
parties give the firm an oppor- 
tunity to display silverware, 
china, crystal and giftwares. 
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“Coca-Cola parties in the Magic Attic,” and pointed out 
that “We extend a cordial invitation to women’s groups 
and clubs to be our guest at the Magic Attic. Call JA. 
6497 and ask for Gwyn Barry. She will arrange a date 
for you. 

“We believe you will enjoy seeing the many exquisite 
things on display—fine gift pieces by Royal Doulton 
Gort, Charleton and others! Beautiful imported antiques 
—the loveliest crystal, china and silverware, too! And— 
our experts will be there to answer all your questions and 
to help you in choosing accessories to add charm and 

(Please turn to page 281) 


The girls from Atlanta's North 
Fulton High School enjoy a “coke" 
party in the Thomas “Magic Attic.’ 
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Brides A-Plenty 











AREFUL promotion of sterling flatware, china, and 
stemware is not a seasonal operation but a year- 
‘round business at H. Shmerling, jewelers, Augusta, Ga., 
a specialization which has grown so important that it 
has reshaped the entire appearance of the store. 

Mr. Shmerling, a veteran of 30 years of jewelry 
merchandising in this northern Georgia city, feels that 
jewelers who concentrate entirely on April, May, and 
June where bridal sales are concerned, are making a 
serious mistake. 

“I found out 18 years ago that while June brides are 
traditionally more numerous, there are always enough 
new marriages occurring in every month of the calendar 
to make bridal service definitely a year-’round field for 
the retail jeweler,” he observed. “Therefore, we have 
constantly maintained our efforts—in summer, fall and 
winter, as well as spring—to be known as the logical cen- 
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For a Year-Round Promotion 


Sight of this snowy-white 
table with its glistening 
settings, never fails to at- 
tract attention. Full - size 
table is set with complete 
luncheon, dinner and formal 
table settings every week. 


ter for prospective-bride selection of flatware, hollow- 
ware, dinnerware and crystal.” 

Actually, more than half of the 110-foot length of the 
Shmerling store is given over to the display of fine 
tableware. Like many other jewelers, Mr. Shmerling 
formerly displayed the three fundamental components 
of bridal selling in wall cases and in table settings in 
the center aisle of the store. A few years ago, how- 
ever, he decided that this method was unwieldy and 
could be bettered by “reversing the process” of table 
settings in the center aisle. Therefore, with Mrs. 
Shmerling, who operates the china and glassware de- 
partment, he experimented with various forms of dis- 
play and eventually, went to a fixture manufacturer to 
have him produce the components for the eye-catching 
setup he worked out. 

Built at a cost of $4,000, the china and glassware 
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Specially constructed, these 
mirror-lined display cases, 
oné on each side of the store, 
occupy over 30-feet of wall 
Each of the compart- 


space. 
ments contains a full table 
selection of a local bride. 


The aceent on silverware, dinnerware and glassware is a 12-month 


nS PA ne i 


proposition with H. Shmerling, Augusta, Ga., who has found this 


perpetual efiort to be a worthwhile and profitable arrangement. 


department is now incorporated into two mirror-lined 
alcoves, one on either side of the store, each of which 
occupies over 30 feet of wall space. First the walls of 
the store were paneled to the height of eight feet with 
pier-glass mirrors and, at waist level, 40 open compart- 
ments, likewise mirror-lined,. were constructed of limed 
oak, with cabinets beneath in which reserve stock is 
maintained. In each of these 40 units, the display space 
topping the cabinets measures 32 inches in width, 23 
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inches from front to back, and 18 inches high, permit- 
ting a complete place setting to be shown, including 
silver, glass and china. With the bright mirror back- 
ground, plenty of sparkling stemware and crystal and 
more than 500 selections of silver hollowware shown on 
a shelf above the open displays, the Shmerling china 
department has all the sparkle and glitter which can 
be expected of a modern, well-operated jewelry store. 
(Please turn to page 282) 


by ROBERT LATIMER 


These extended display cases which 
front the wallcases at Shmerling’s 
are used to show extra silver items. 























Good Repair Work 


Is Rx for Store Traffic 





66 E’RE like a country general store except we 
don’t have cigar boxes for cash registers,” 
said gray-haired Guy W. Settle, with a roguish twinkle. 

Guy established his jewelry shop in Tulsa, Oklahoma, 
back in 1933, and has since endeared himself to a healthy- 
sized segment of the watch and jewelry shoppers in that 
southwest city. 

Two factors stand out in the case history of this firm. 
First the hub of the business is the watch repair adjunct; 
second, Mr. Settle plugs one watch brand to the hilt in- 
stead of spreading his efforts over a number of brands. 
Thus he has acquired a reputation as a specialist in that 
particular make and has come to be known as the “Hamil- 
ton Jeweler,” with the result that anyone who wants a 
watch of that brand is pretty likely to come to Guy 
Settle’s store to buy it. 

Guy’s answer to all the economic booby traps that may 
loom upon the horizon is to keep your store reverberat- 
ing with first-name calling friendliness and build a repu- 
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Guy W. Settle, behind counter, reaps 
dividends by treating his customers 
with a village store sort of intimacy. 


tation for expert repair work. He believes that even city 
dwellers relish being treated with a village store sort of 
intimacy. 

Originally established in a small one-room location, 
Guy Settle’s was, at first, a watch repair shop, exclusively. 
In fact, it was over a year before he added any merchan- 
dise, and then only a modest inventory of watch straps. 
Later, when he added watches, the shop sold more Hamil- 
ton timepieces than any other jewelry store in the state. 

“A good watch répair branch is important because the 
performance of any watch you sell depends a lot on the 
capability of your repair shop,’ Guy says. Even during 
the early months, a new watch requires some adjust- 
ments.” 

Guy installed the first timing machine between St. 
Louis and Los Angeles, with the exception of one in 
Dallas. He was also the first man in Oklahoma to be- 
come a Registered Jeweler of the American Gem Society. 

In developing a repair business, he thinks a jeweler 
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A reputation as a specialist in wateh 
repair and standing policy of first- 
name friendliness is best antidote 
for any sales recession, believes Guy 


W. Settle, Tulsa, Okla., jeweler. 


has to have a set of principles. He repairs nothing but 
“name” brand watches and gives his personal guarantee 
to a repair customer that: “We'll make it run as well as 
the manufacturer planned for it to.” He uses genuine 
parts, and emphasizes to customers that his aim is to 
“sive the finest repair possible outside of the factories.” 

The watch repair adjunct at the store is accoutered 
with a timing machine, cleaning equipment, crystal cabi- 
nets, and grinders. Every repair job is registered with 
numbers scratched in the case. 

Free services have accelerated repair traffic, arld watch- 
makers cement crystals, regulate, tighten stems and make 
minor adjustments at no charge. Good timekeeping with 
position adjusting is featured. 

The repair shop isn’t publicized in newspapers or radio 
advertising, which is earmarked instead for plugging 
diamonds, watches and costume jewelry. 

“A good repair shop doesn’t need publicity,” insists 
Guy. “It builds itself. Reasonable prices, good equip- 
ment and trained mechanics are the chief requisites for a 
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Office workers .and professional 
people comprise the bulk of the 
patronage at the Guy W. Settle 
jewelry store in downtown Tulsa. 


by GRIER LOWRY 


Window displays of related items 
are currently promoted but repair 
business is not publicized as its 
good reputation does the best job. 


profitable repair business. Moreover, a good repair shop 
is the best antidote I know of for recessions and depres- 
sions. Sales trends come and go, but a good watch repair 
business goes on forever.” 

Business is booming. The year 1946 saw all records 
shattered, and sales and the repair business during the 
first six months of this year were peaked at an even higher 
level. For the past four months, watch repair trade has 
been more than Guy and his watchmakers can handle. 

(Please turn to page 284) 
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Most important factor in new store design is 
consideration of special problem of showing 


and selling jewelry. says well known designer. 
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ITH wartime scarcities almost at an end, and a 





throughout the country is making plans for renovating or 
completely remodeling his store. But unless the renovat- 
ing or re-designing of a store interior is planned with an 
eye to the highly specialized problem of showing and 
selling jewelry, it will fail as an asset in promoting busi- 
ness. 

Consider first the nature of the merchandise to be 
shown. Jewelry is small, it must be seen at close range 
if its delicacy, fine workmanship and jewel tones and 
cuts are to be appreciated; and it is valuable. 

A basic principle in showing any kind of merchandise, 
is that the store interior must provide a suitable back- 
ground for showing the goods to advantage. A _back- 
ground that dwarfs your merchandise, no matter how 
beautiful that background may be, is a gross tactical 
error. So the first rule in planning a background against 
which jewelry is to be shown is to keep the decoration 
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Consider Your Store 
As a Promotion Asset 





new era of competition in sight, many a jeweler | 





PAUL BRY 


Well known New York store designer. 


Open front is psychological boost to 
sales, maintains Mr. Bry. Interior 
displays double as show windows and 
transparency makes window shoppers 
feel "inside" almost before entering. 


by PAUL BRY 


subtle and simple . . . suggestive rather than graphic— 
though it should suggest the circumstances under which 
the goods will be worn. 

The next most important factor in re-planning the 
interior for showing jewelry, is concerned with giving 
maximum visibility to the goods itself. The merchandise 
is small, and to be seen clearly it should be displayed at 
eye level. Shadow boxes or niches with glass fronts, 
arranged on walls provide the most effective means of 
showing’ jewelry items at the proper height to be en- 
tirely visible, yet protected from handling or pilfering. 

Showing jewelry at eye level—the only way it can be 
shown well, does not mean cluttering a row of glass 
shelves in back of a counter, with one piece of every 
design you have in stock. It means placing your displays 
where the customer can walk up to them and examine 
them at close range through glass. Small displays that 
dramatize a single piece or show a group of pieces that 
can be worn together are far more effective than a lot 
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For display purposes, four shadow 
boxes lend an air of exclusiv- 
ness. The three at the left are 
built out from the wall and are 
supported by metal uprights. One 
at the right is built-in design. 

















of unrelated pieces set on a shelf or in a showcase where 
they vie with each other for attention and only create 
confusion in the mind of the customer. 

As for showcases—the old-fashioned showcase in gen- 
eral use is less appropriate for showing jewelry than for 
showing T-bone steaks—and is not dissimilar in type 
from the kind seen in some butcher shops. Massive struc- 
tures of wood and glass have no place in the display of 
delicate and precious merchandise. The person who 
made up the slogan “no stoop, no squat, no squint,” 
really wasn’t talking about rules for jewelry showcase 
counters, but easily could have been. The big showcase 
that squats impressively in many a jewelry store today, 
always succeeds in looking lonely and empty if only a 
few items are shown in it. Yet, if enough pieces are 
shown to offset the massiveness of the case, the result is 
visual confusion. 

In re-planning the fixtures over which the salesman 
shows jewelry to the customer, the simpler your struc- 
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Display counter or sales table, designed 
by Mr. Bry, introduces subtle sales me- 
dium by means of small glass showcase at 
one end where jewelry known to appeal to 
a certain customer can be subtly arranged. 
Lights in end panel reflect on the jewels. 


ture, the more attention the merchandise gets. A modem 
table at which the customer may sit and take his time 
about making a selection, has obvious advantages over 
the high counter where the purchaser has to stand. A 
well designed table-counter with display space under its 
glass top provides an ideal surface for selling. The dis- 
play under the table-top can be easily covered by the 
salesman when he brings out the velvet cloth or tray to 
show items from stock. 

And as long as you're modernizing, give some at- 
tention to the jewelry trays themselves. Black velvet is 
traditional, of course, but gray and colors that contrast 
with the hues of the stones being exhibited are highly 
effective and may give more drama than black. 

Beyond providing backgrounds and displays that high- 
light your merchandise, remember that the various quali- 
ties of goods should be shown in different ways. Place 
your most priceless pieces in displays that are abstract 

(Please turn to page 285) 
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This FULL COLOR ... FULL PAGE adver- 


These striking 12 page FULL COLOR table lighter Combined hisiolly 1 i 
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plus your sensational Ronson radio show... 


EVERY SATURDAY NIGHT (SUNDAYS PACIFIC COAST) 
ON 169 MUTUAL NETWORK STATIONS ... COVERING 
71% OF AMERICA’S RADIO HOMES ACCOUNTING FOR 
70% OF AMERICA’S RETAIL SALES. 


Unquestioned product superiority plus outstanding adver- 
tising and promotion have made Ronson the world’s most 
demanded, fastest selling lighter ! 





Featuring the famous, patented, 
one- finger, one-motion action: 


PRESS, IT’S LIT! ...RELEASE, IT’S OUT! 
Safely out the instant you lift your finger. 







*Trade Mark Reg. U. S. Pat. Off. 


ONSON 


WORLD’S GREATEST LIGHTER 








RONSON ART METAL WORKS, INC., NEWARK 2, N. J. 
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“Data Package” Simplifies Repair Paper Wor 


by WALTER RUDOLPH 







Philip Elfenbein of Conrad's 
makes a layaway sale, fasten. 
ing the data envelope on top 
of box containing merchandise. 


OW much time daily—or how many days out of a 

month, or year—do you and your personnel spend 
in untangling the “red tape” of your store’s over-the- 
counter transactions? Just wasted time, thrown out 
the window, non-profitable. If your answer, strongly, is 
“Too darn many!” you’ll want to know how Gonrad’s 
Jewelers, Erie, Pa., handles its paper work with a mini- 
mum of effort and forehead wrinkling. 

“We don’t claim entire originality for our method,” 
explained Conrad Elfenbein, store manager, “but we've 
gradually evolved about the most efficient ‘data package’ 
that you'll find anywhere. It should be of value to many 
jewelers who find confusion while trying to keep track 
of repair work, lay-aways and charge accounts.” 

Furthermore, Conrad’s has so simplified this part of 
the clerical work, that the sales personnel finds much 
more time that can be devoted to selling up, or increas- 
ing the amount of the transaction. For instance, with 
the terse details noted on paper in connection with a 





Conrad Elfenbein, manager of Conrad's, shows 
small permanent file drawer where data on com- 
pleted work is preserved. Files below contain 
"call for" jobs and names to be "notified." 
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watch repair job, the salesman notices opportunities to 
sell cleaning, 2 new crystal or a new attachment, as this 
store calls a wrist watch band. Other advantages will 
he noted as we describe the paper system. 

The “data package,” as this paper item is called, con- 
sists of the following: two yellow envelopes and a light 

een card. Each of these measures about 3x6 inches, 
and are fabricated of fairly heavy, durable paper. They 
are joined at their top edges to each other by a common 
binding adhesive. Conrad’s has bundles of 50 made up 
at a local printing company—that is, 50 “packages” each 
consisting of two envelopes and a card. 

Each piece of this package is numbered the same and 
this number of course serves for quick identification 
and assists in record-keeping. Of the two envelopes, the 
top one requires the filling in of data which will go, 
eventually, into a permanent file; the second contains the 
item, such as a watch, ring, fountain pen or piece of 
jewelry, and also has spaces for duplicate information 
that must be with the item wherever it is being routed. 
If the item is too large to insert in the envelope, the 
latter is carefully fastened to a box containing the item 
with a rubber band or two. 

The light green card which is left after the two envel- 


opes are separated from the “bundle,” is the customer’s 
receipt. It in turn has spaces for certain information, 
of which more later. Let’s illustrate the use of these 
three parts of the “package” with a typical transaction: 

A customer brings in an Elgin wrist watch with a 
sweep second hand. As soon as he states that he wishes 
repairs made, the sales person takes one of the “pack- 
age” papers from a convenient holder on the back edge 
of the sales counter or display case. On the front of the 
first envelope, the following data is filled in: 

Sex (denoted by circling Mr., Mrs., or Miss,) printed 
last name, first name, date, street address, phone number, 
sales person, article to be serviced, description of the 
article, promise date, date notified article is ready to pick 
up, where article was purchased and date of purchase, 
date of cleaning and who cleaned it, itemization of de- 
sired service, price, routing of article through store, 
remarks and itemization of payments, if such is the 
nature of the transaction. Several minor additions, but 
important for accuracy in records, are also made, as we'll 
see. 

Here’s how some of the above information becomes 
pertinent to the service given the customer, and increases 

(Please turn to page 286) 


Conrad’s, Erie, Pa., have devised a method of keeping 
aceurate track of repairs brought in by customers 


without the use of reams and reams of ‘paperwork’. 





Specimens of units in the "data 
package’ used by Conrad's. The 
permanent record appears below, 
the envelope accompanying job is 
at right, and customer's receipt 
can be seen at the upper right. 










j , = - ’ lame 
(y ¢ {) e | rer 
Non . CFTICLE 
2 TO BE servic 
op | Sao 


MISED 





f Location on corner of Erie's 
largest building is used to ad- 
















vantage by Conrad's Jewelers. 
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Jewelry Tastes Simpler. Survey Shows 


Tailored settings are preferred by majority of diamond jewelry 


eustomers,. according to annual survey of retail trade by Arnstein 


Bros. & Co. Jewelers feel promotion more important than ever. 


URING the twelve months ending July 1947, ac- 
cording to the survey conducted by Arnstein Broth- 


ers & Co. among retail jewelers throughout the country, 
the best selling items of diamond jewelry for men were: 
1. rings (by far the best seller), 2. lapel emblems of 
various kinds, 3. watches, 4. scarf pins. 

Of course, much diamond jewelry for men was pur- 
chased by women. The items they most often selected 
were: 1. rings, 2. lapel emblems, 3. scarf pins, 4. cuff 
links. However, in Louisiana, Kansas, Florida, Ala- 
bama, Nebraska, New Mexico, Oklahoma, Tennessee, 
Texas, South Carolina, and Wisconsin, scarf pins ranked 
second among the diamond items bought most often by 
women for men. In Michigan, California, Ohio and 
Pennsylvania, cuff links ranked second. 

Commenting on the increased sales of scarf pins, a 
Texas retailer confessed that he first suspected women 
were buying them to wear in clusters on their suits and 
dresses. “But evidently I’ve been wrong. For I’ve no- 
ticed more and more scarf pins on men,” he remarked. 
“It looks like they are coming back into fashion.” Other 
retailers affirmed the trend and said they believed it was 
getting stronger. i 

Interestingly enough, too, diamond wedding rings for 
men are being bought in increasing numbers. The 1946 
Arnstein Survey revealed a sporadic sale of men’s dia- 
mond wedding rings. Apparently, during 1947 the trend 
became stronger and more widespread. 

The diamond jewelry items that men bought most 
often for women were, as might be expected, engagement 
and wedding rings, often bought together as a matched 
pair, in the same pattern. 

The next best sellers after rings were, in order of their 
popularity: 1. diamond watches, 2. diamond earrings, 3. 
diamond bracelets, 4. diamond brooches, and 5. cocktail 
rings. This sales breakdown represents purchases by 
both men and women. When compared with the findings 
of the Arnstein Survey of 1946, one important change is 
revealed. Diamond earrings, which were in fourth place 
the previous year, moved up to second place in 1947. 

The majority of jewelers agreed that they had observed 
a distinct change in diamond jewelry tastes with simpler, 
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more tailored settings being preferred almost without 
exception. 


SALES 

Seventy-four per cent of the jewelers who answered the 
questionnaire said that from 25 to 33% per cent of 
their total sales were diamond sales. Only 8 per cent said 
their diamond sales were “under 25 per cent.” The bal- 
ance of 18 per cent said “3344 per cent or over.” 

Sixty-one per cent of the jewelers reported that most 
of their diamond sales were in the $150 to $350 price 
group. Only 12 per cent said diamond items under $150 
were their best sellers. A number of jewelers stated 
that about 20 per cent of their sales was in the $350 to 
$500 price group. Some reported that about 10 per cent 
of their sales was in the $500 and over price group. 
Jewelers who carry the higher priced and larger diamond 
items said their business was good, better, in fact, than 
they had anticipated, with prospects even brighter for 
the balance of this year. 

Only 6 per cent of the jewelers said that they were | | 
“rarely” called upon to remodel old pieces of jewelry. 
The majority said they received such calls “occasionally” 
and welcomed them because they frequently led to other 
diamond sales later on. 

Almost 90 per cent of the jewelers felt that to stimulate 


- the sale of diamond jewelry a great many other gift items 


should be carried. Those suggested included sterling sil- 
verware, high grade leather goods, and fine chinaware. 
“By carrying such items,” a typical answer read, “peo- 
ple will realize they can obtain a gift for any occasion 
in my store. That is how I want them to feel. The greater 
the variety of high-class gifts I carry, the greater the 
trafic, and that means greater sales, particularly in dia- 
mond items.” 

In reporting on the per cent of diamond solitaires sold 
in yellow gold, white gold, and platinum, in various price 
groups, the majority of jewelers said that close to 90 per | 
cent of the rings retailing for less than $250 were in ~ 
yellow gold. In rings that retailed from $250 to $500, | 
white gold sold best. However, at least 70 per cent of the = 

(Please turn to page 311) q 
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Unique Deep-Pink 
Diamond 14.95 Cts 
$76,000 net 


Fine White Marquise 
Diamond Ring 
$25,000 net 























Simplicity, 


Elegance, 


Individuality 


HAT are the most important trends in fashions 

and jewelry today? Ask America’s most influ- 
ential group of stylists, Hollywood’s film studio designers, 
and you will hear the fashion forecast summed up in 
three words: simplicity, elegance and individuality. 

One of the chief proponents of this fashion formula— 
which is not as easy as it sounds—is Irene Sharaff, the 
capable young head of wardrobe at Samuel Goldwyn 
Studios. Miss Sharaff was interviewed exclusively by the 
JEWELERS’ CIRCULAR-KEYSTONE on the set of “The Secret 
Life of Walter Mitty,” where she had just completed the 
costumes being worn by Virginia Mayo, who is co-starred 
with Danny Kaye in the Technicolor production. 

Simplicity, states Miss Sharaff, is probably one of the 
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Keynoting feminine fashions for 
fall are these three basie trends 
which give new accent to jewelry 


according to Hollywood stylists, | 


For wedding scene in Goldwyn's Techni- 
color production, "The Secret Life of 
Walter Mitty,"’ Virginia Mayo wears a 
single strand of pearls of a pink hue. 
Coronet holding lace veil, which was 
designed by Joseff, is pearl encrusted. 


Luxurious satin worn with diamonds is 
a favorite combination of Miss Mayo's. 
Her sunbursf earrings are of diamonds 
and platinum; her hair ornament of dia- 
monds and platinum can be worn as pin. 


most overworked and least understood terms in the fash- 
ion lexicon. Some women have evidently confused it 7 
with the definitions, “artlessness” and “lack of orna- 7 
ment,” two misleading connotations furnished by the dic. ~ 
tionary. Achieving simplicity requires artfulness. The | 
well-dressed woman may convey the impression of un- 
studied simplicity, but behind that look of understate- 
ment is a great deal of thought. 

The fashionably dressed woman selects and wears her 
jewelry so cleverly that she looks simply dressed. She 
chooses her ornaments to dramatize her costume, to com- 
plement her own particular type of personality, and to 
point up the sparkling beauty of the important jewels 
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. Like a Diamond in the sky. 


From the tiniest satellite to the most magnificent Inminary... the 


diamonds your customers buy will be found at WINSTON. 


When in the market for stones of any size or any price, or for 
exquisite mounted jewelry, you are cordially invited to discuss 


your problems with the HARRY WINSTON Organization. 











HARRY WINSTON. 


| oa on See Sis 2 ee OF Saw oe Se fan OF Ee © & 


SEVEN EAST FIFTY-FIRST STREET-NEW YORK 
220 WEST FIFTH STREET: LOS ANGELES 


OWNERS AND CUTTERS 


JONKER VARGA SavolIBERATOR DIAMONDS 
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Bouffant black net gown is highlighted 
with diamond and platinum spray pins 
which can also be worn in hair. Her 
earrings are in delicate flower basket 
pattern of platinum set with diamonds. 








For that luxurious look, Miss Sharaf 
designed this harem-draped dress: Josef 
huge gold belt worn by Miss Mayo, 
Her earrings are of wrought pink gold. 


by JUANITA SAYER 





Furs and jewelry make a stunning back- 
ground for Miss Mayo's blonde beauty. 
Her upswept coiffure is set off with a 
diamond and platinum clip which can also 
be worn as a clip with formal gown. 











she owns. Without them any woman looks severe, and 
her ensemble bare and uninteresting. 

“The reason that we designers keep preaching sim- 
plicity is that too many women wear every bauble in 
their collection with every outfit and then add to the 
confusion by cluttering themselves with flashy accessories. 
They may look like walking checkbooks, but their audi- 
ence is so distracted by the variety of accouterments that 
they never notice the woman herself or the fact that she 
| 4 may be wearing costly, gorgeous gems.” 

we _ Women of limited means also make the mistake of 
loading themselves with inexpensive trinkets, whereas 
: with one or two good, and not necessarily expensive orna- 
‘ (Please turn to page 288) 
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spiine Lircons 


The only stone house specializing exclusively in GENUINE ZIRCONS, 


we have available for immediate delivery any quantity of beautiful blues and whites in all sizes. 


Qualities for every grade of jewelry from Sterling to Platinum. 


Established 7945 
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Sallan's “something dif. 
ferent" theme receives g 
regular promotion schedule 
in Detroit's daily papers, 


on sate AT pincer 
ORT Savings 


Direct 


"44 to 92500 
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‘Direct From Holland” 


Theme Sells Diamonds| 


by SELMA WINEMAN 


66 NYBODY can open a store and carry a stock of 
diamonds—the problem is to sell them. Anybody 
can talk about quality, size and style—but it is a definite 
advantage to have some different angle as to why the cus- 
tomer should come to your store and buy diamonds 
from you.” | 
That, in a nutshell, is the sales philosophy of Raymond 
Sallan, president and son of S. E. Sallan, founder of 
Sallan’s Jewelry at Woodward and Grand River Avenues, 
Detroit. Established 40 years ago, Sallan’s occupies what 
has been labeled “the most expensive piece of real estate 
in the U.S.A.” 
Raymond Sallan found the “something different to 
talk about” two years ago and has been talking about 
it ever since in his ads, window displays and in the 
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sales approach on the floor. This something different is 
diamonds imported directly from Holland. 

While changing business conditions make the quota- 
tion of figures difficult, Sallan found that his diamond 
volume immediately doubled and, he believes, has con- 
tinued consistently at a 100 per cent higher rate than 
the normal for this well-established shop. 

The story of this highly successful long-time promo- 
tion starts two years ago during the hectic period when 
Holland had just been liberated from the German oc: 
cupation forces. The Dutch government came oul of 
exile and was frantically, but with typical Dutch con- ~ 
servatism, soundly trying to restore the economic opera — 
tions of the country to normal. | 

First there was the problem of currency. The “Black 
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BS of bringing out ALL of its hidden fire and enchantment. Only . 
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entirety . . . so that the once dull grey girdle flames and sparkles with 
- exciting new brilliance. 


_ The Circle. of Light Diamond represents man’s ability to enhance what . 





DIAMOND 
















Long before man existed ... nature started the °°. 
chain of reactions that brought into being the % 


loveliest of all precious stones . . . the diamond. 


Ever since man first sensed the innate beauty of this stone 


he has experimented with it... always pursuing the dream 


recently has this dream been realized . . . in the blazing, brilliant 


‘Circle of Light Diamond. Here is the diamond that is polished in its 


nature has created . .. it is the diamond with a “signature” that can’t be : : 






copied .. . it is your assurance of a satisfied customer and greater profits. 






THE GUILD OF AMERICAN DIAMOND CUTTERS 
an affiliate of 


BAUMGOLD BROS., INC. 


62 WES2 4ith STREET, NEW YORA GHEY, N.Y. 


Melee Plan‘: 305 East 45th Street, N. Y. C. Los Angeles Office: 220 West Sth Street 


Diamond Tool Research Co. 304 East 45th Street. N.Y. C. 


















eM worios Finest olrmonos 


At Christmas time a raised 
replica of typical Dutch 
village scene with several 
Hollanders skating down a 
canal in foreground set the 
theme for display of stones. 





Market” or German invasion money was withdrawn; 
citizens had to justify large deposits or have them con- 
fiscated on the grounds that the money must have been 
acquired through collaboration; new Dutch currency was 
issued. 

In the midst of this hectic period Holland’s govern- 
ment had, among other things, one major motive. The 
country must regain as much as possible its sound place 
in the international economic sphere. That meant that 
they must have a favorable American dollar exchange. 

In the middle of this period there was, by fortunate 
chance, a man in England who had an idea. Even more 
important, this man had American dollars which he 
wanted to spend for the one asset the Dutch had cannily 
preserved—diamonds. 

The man was Raymond Sallan. How he happened to 
be in England and how he managed to plough through 
international red tape to get through to Holland is a 
saga in itself. Suffice it to say that he did get through 
to the Dutch government and, as soon as they heard his 
plan, arranged to fly him to the mainland. 

When the Nazi invasion was imminent, the Dutch gov- 
ernment had called in all diamonds. These were sealed 
in individual packets according to owner and the entire 
group again sealed into a large package. It is one of the 
well-known epics of the jewelry trade that this invalu- 
able bundle of precious stones was secreted and some- 
how kept out of Nazi hands. 

By the time Sallan reached Holland the individual 
packets had been returned to their owners. To keep the 
diamonds off the black market, owners were forbidden 
to break the seals of their packets except under govern- 
ment supervision. 
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Centered in the Woodward 
Avenue display window is 
this animated miniature 
replica of an old cutting 
shop in Amsterdam, Holland. 





But there was Sallan with nice American dollars which 
he was very anxious to spend on Holland-cut diamonds. 
Government officials were happy to oblige and supervise 
the opening of the precious packets so that Sallan could 
take his choice. 

As the only American present and ready to do business, 
Sallan really had his choice of the finest Holland had to 
offer. At the same time the Dutch government was 
financing the first purchases of rough from the diamond 
syndicate to re-establish the cutting industry. 

(Please turn to page 289) 
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Fy CUTTING DIAMC 
in Olden Day 


Closeup of display of old-time cutting practices 
loaned to Sallan's by Karel de Wit of Amsterdam. 
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TO INCREASE DIAMOND SALES WITH 


Magic (itcle” Diamonds 


Do your diamond sales need a hypodermic needle! Here’s the answer to lagging business in 


any alert jewelery store! Magic Circle diamonds are the diamonds in demand because they 
are promoted .... they are guaranteed .. . . they have the patented highly polished girdle 


that gives the appearance of greater size—and they are outstanding values that enable you 


to offer your customers better diamonds for less money! It will pay you well to investigate this 


fast selling brand . . . an exclusive franchise for your city may be available if you act promptly! 


And there’s a complete merchandising and promotional package plan for dealers! Magic Circle 


diamonds offer one certain way to build greater customer confidence and added profitable volume. 





*Registered in the 
U.S. Patent Office 
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If you aren't familiar with this most beautiful of all diamonds, write today 
for a memorandum selection. No charge or obligation, convince yourself 
just what tremendous diamond sales may be yours by featuring Magic Circle 


diamonds in your city. In addition, Magic Circle diamonds may be purchased 
loose or mounted. 


Magic Cercle Diamonds are Created and Produced ty 


The RUDOLPH DEUTSCH COMPANY 


Diamond Cullers - Manufacturing jewelers 
1258 EUCLID AVENUE e CLEVELAND 15, OHIO 
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Front of Daiches' store at night. 
Displays at waist level are kept 
simple and tasteful. The sidewalk 
clock in foreground is well known. 
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Leonard Daiches, son of owner, shows 
a customer small assortment of dia- 
monds in order to find out her wants. 


by C. THOMAS 














Every Diamond a Personal Sale 


L. Daiches, Laredo, Texas, jeweler. with a background of 48 years 


experienee, stopped selling diamonds and now just talks them. His 








personal approach to each sale plays up their sentimental value. 


‘2 


ACK in 1899 Mr. L. Daiches opened his jewelry 
store in Laredo, Texas. For 48 years he has been 
selling and featuring diamonds. 

“Selling diamonds,” says Mr. Daiches, “is now second 
nature to me. In fact, I stopped trying to sell diamonds 
several years ago. Now, I just talk diamonds. 

“After all, 1 learned you don’t sell diamonds. You 
deal with people who want to buy a diamond .. . or 
think they'd like to. The point is, when people are in 
the market for a diamond where will they go to buy it? 
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“Diamonds are diamonds the world over. They have 
a universal appeal. They have a value according to size 
and quality. And the person interested in putting money 
into a diamond will go to the store they have confidence 
in, providing any amount of money is involved. 

“Generally speaking, it is women who buy diamonds; 
men merely pay for them. That is, it is the woman that 
picks out the diamond .. . 

“And that is where a little understanding of people 
comes in. A woman buys a diamond to enhance her 
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RAYMOND ABRAHAMS 


Presenting a distinguished selection of diamonds... cut with consummate skill by master craftsmen... 


For your stock or for special 
orders, write or wire us for a 
carefully chosen selection of 
loose diamonds or platinum 
mounted jewelry to be shipped 
on consignment. Describe fully 
the quality and sizes required. 


FOR OCTOBER, 1947 


As exclusive representatives of important South African and 
Belgian cutters, we are in a position to service your require- 
ments of all staple fine and medium quality cut diamonds, 
from melee to large important stones. Also a comprehensive 
variety of fancy cut, emerald cut, marquise, pear shape and 
eo) dai amell-laalelalen-y 
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(% RAYMOND ABRAHAMS 
rai 551 FIFTH AVENUE «© NEW YORK 1/7, N. Y. 

















prestige, or more aptly put, to distinguish herself. She 
isn’t going to be satisfied with just any diamond merely 
because it is a diamond. She wants something a little 
different than others her friends are wearing. Any dia- 
mond will sparkle, but which one does she wish to sparkle 
on her finger! 

“You will notice that we have no more than half a 
dozen diamonds displayed in our windows. And no more 
than twenty-five or thirty in our showcase. There’s a 
reason for that.” 

‘“‘We want to make every diamond sale a personal one,” 
Mr. Daiches’ son, Leonard, cut in. “We have just enough 
displayed to show the customer, to find out what they 
are looking for. When we get this information, we have 
a special ring for the customer . .. one that is at hand 
conveniently under the counter in cases. 

“This method implies to the customer that one of her 
friends who bought a diamond from us recently did not 
have first choice at the one we are showing her, and 
spurned it. 

“Should the customer buy, she feels assured that no 
one will tell her they were considering that ring . . . but 
chose another. Too, a large assortment of rings varying 
in prices confuses the average customer. 

“It is pretty hard to talk quality in a 25-point stone 
with the customer wistfully eyeing a two-carat stone out 
of the corner of her eye even though the smaller stone 
is of better quality than the larger one.” 

“Casually,” says Mr. L. Daiches, “we often start talk- 
ing diamonds to a regular customer and it ends in a 
sale. Right now, I could name a dozen who will buy a 
diamond from us before Christmas. Diamonds that will 
run into money. But let it be remembered that we do not 
cater to Gold Hill trade exclusively. We give just as much 
time and attention to the once-in-a-lifetime diamond pur- 
chaser as to one of our more regular buyers. Often we 
give the small purchaser more time and consideration 
in making the right selection. For with this type cus- 
tomer the choosing of a diamond is strictly an emotional 
affair. And besides the personal satisfaction derived. 
we have made an inroad to their other business. 

(Please turn to page 290) 


244 


Mr. Daiches, founder of business, shows 
customer a single ring, selected to suit 
his taste after viewing a small assort- 
ment of stones of various style and size. 





1. $1396.99 
2. $1525.09 
5. $476.09 
‘ 3100.09 

6 $655 09 
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AIR-CONDITIONED 





Regular schedule of newspaper 
advertising, constantly play- 
ing up quality theme, gained 
wide reputation for the store. 
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SINGLE CUTS 
FULL CUTS 
SWISS CUTS 
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62 West 47 St. 


NEW YORK CITY 19. NY. 
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Star Sapphires and Rubies L 
Now Produced Synthetieally 





N achievement whose importance in the gem stone 
field could be matched only by the discovery of a 
process for manufacturing diamonds synthetically for less 
than the price of the natural stones, was announced by the 


Linde Air Products Co., on September 23rd—the syn- 
thetic production of star rubies and star sapphires. 


The Linde firm, it will be remembered, has been pro- 
ducing synthetic corundum for several years, having 
undertaken and developed its manufactpre early in the 
war to provide the material needed for instrument bear- 
ings. Later the company embarked upon the production 
of colored corundum and spinel in sizes and qualities 
suitable for jewelry use, and for a considerable period 
has been experimenting with an effort to make synthetic 
corundum that would display the asterism of the star 
ruby and sapphire. This goal has now been achieved. 

Synthetic corundum (ruby and sapphire) was first 
produced in colors, qualities and sizes suitable for use in 
jewelry by Auguste Verneuil in 1904 (though earlier ex- 
perimenters had produced tiny flakes of the material) 
but none of the corundum so produced had-ever yielded 
stones showing the star or asterism of the natural star 
ruby ,and star sapphire. In fact, the production of star 
stones by the synthetic process had hitherto been con- 
sidered impossible. For example, in the third edition 
(published in 1939) of Gems and Gem Materials by. 

(Please turn to page 291) 
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This unretouched photograph of star sapphires and star rubies 
produced by the newly-announced Linde Air Products process 
shows the perfect asterism which the stones display. Stones 
produced to date have ranged in weight from five to 25 carats. 





ons 


The synthetic 
star sapphire 
appearing in 
rina pictured 
at left shows 
average size 
these stones 
attain. Syn- 
thetic corun- 
dum appears 
first in the 
“boule” form 
seen at right. 





















New process developed by Linde 





Air Produets Co. achieves result 







heretofore believed impossible. 






Syntheties show rich colors 







and perfect asterism. 
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TOPAZ QUARTZ + |AQUAMARINE + OPAL - GARNET 
EVERY RETAIL PRICE LEVEL FROM $25 TO $5000 
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Femininity Is Accented 


In New Jewelry Fashions 


HE increasing importance of jewelry as an accent 

to fashion is more predominant this year in fall 

and winter styles than ever. One of the strongest notes 

in the coming season fashion theme is the stress laid on 

monotones of such colors as gray and brown, which 

leaves nearly complete dependence for dramatic tones 
(Please turn to page 292) 
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This gold rose clip with diamond-paved curled 
petals features a large center diamond encircled 
by baguettes. Earrings are hoops of twisted 
gold with diamond sprays and the ring has a 
dome of round diamonds outlined by baguettes. 





This draped lattice-work collar of baguette 
diamonds and faceted rubies is complemented 
by pinwheel earrings containing the same 
stones. Ring is a faceted ruby flanked by 
triangular diamonds and diamond bracelet 
has graduated pendants of faceted rubies. 





Above—Necklace with detachable clip pendant 
features baguette and round diamonds, matching 
tiara which doubles as choker. Ring contains 
an |18-carat emerald cut diamond and the brace- 
lets feature both rubies and baguette diamonds. 


Left—Diamonds surround sapphire knot in this 
bow and same stones appear in bangle bracelets. 
and circular earrings. Domed ring adds rubies. 
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DIAMONDS and DIAMOND JEWELRY 





Yiamond Kings 
Yiamond Carvings 
Diamond Watch Alachments 





H.&J. BLITS 


ae cutters 





64 west 48th street, -n. y. 19 





Established in New York City Since 1914 
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Over Million Carats of Diamonds 


Imported in 1947’s 2nd Quarter 


Imports worth nearly $181, million; exceed imports for first 


quarter by 570.000 carats worth over five million dollars. 


Other stone import data released by Department of Commerce. 


VER A MILLION carats of diamonds, worth nearly 

$1814 million, were imported into the United States 
during the second quarter of 1947. According to statistics 
furnished by the Bureau of the Census, U. S. Department 
of Commerce, diamond imports increased over the first 
quarter by 570,000 carats, worth in excess of five million 
dollars. 

During the April-June period, 111,891 carats of rough 
diamonds worth $6,085,875 were imported. Imports of 
cut, unset diamonds totalled 64,364 carats worth $9,457.,- 
489, and 989,668 carats of industrial diamonds were 
worth a total of $2,885,727. 

The tables appearing in the adjoining column list, in 
detail, sources and amounts of diamonds imported dur- 
ing the second quarter of the year. 

Data on imports of other stones during the second 
quarter of 1947 has been released by the Commerce 
Department as follows: 


PEARLS 


Natural pearls and parts, imported primarily from 
India and Venezuela, with a few from France, had a 
declared value of $188,096. Cultured pearls and parts, 
coming principally from Japan (with a sizable quan- 
tity from India in June), were declared at $13,268. Imi- 
tation pearls, from France exclusively and then only in 


May, were valued at $633. 


PRECIOUS STONES 


The declared dollar value for precious stones (includ- 
ing emeralds) imported into the U. S. during the second 
quarter of 1947 was $4,920 for rough, uncut stones, and 
$757,654 for cut but unset stones. The bulk of the rough 
stones came from the Soviet Union in April, Brazil in 
May, and the Union of South Africa in June. India was 
by far the greatest contributor of cut, unset precious 
stones in all three months, with Ceylon coming second. 


SEMI-PRECIOUS STONES 


Semi-precious stones, including turquoise, arrived in 
somewhat diminished volume in the second quarter of 
1947: imports of rough were valued at $76,571 and im- 

(Please turn to page 293) 
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DIAMONDS, Cut, Not Set 



























































April May June 
Country ma © rk a Sees 
of Origin Carats | $ Value || Carats | $ Value || Carats | $ Value 
Belgium........ 12,276 |1,693,667 || 13,216 |1,906,216 || 13,183 |1,807,007 
RE 455 |) RRMA: SORES ee 199 | 28,704 
Br. Guiana...... 64 GRRE Are ere. yw 
Br. Malaya...... 320 | ee Seer. Sere es iia tal 
(aie 671 85,163 529 73,852 197 | 25,733 
a See POH 20 RS erat is 
France...... 251 45,461 387 68,415 864 | 123,202 
A S- 7 Pe Ce Sree Pp. 
Mexico......... 4 2,352 258 8 PS eevee Choe 
Netherlands... .. 2,007 | 339,664 1,596 | 268,080 1,169 | 204,970 
Palestine........ 3,121 | 343,669 3,380 | 352,024 1,397 | 141,387 
ES ET ee eT 6 Re: Ape caida 
Switzerland... .. 155 18,096 298 38,166 390 | 67,187 
Thailand........ eee Seay wees “pease! 102 , 
United Kingdom. 308 71,453 893 | 164,164 161 37,653 
Union of So. Afr..;| 1,321 | 328,143 1,759 | 394,344 2,226 | 501,659 
| ae eee ~s * ARE: 1,134 ED Wis séaandde assumes 
See 20,960 (3,081,386 || 23,516 (3,433,699 || 19,888 |2,942,404 
DIAMONDS, Rough, Uncut 
April May June 
Country a eS pe _ ipa Hee 
of Origin Carats | $ Value || Carats | $ Value || Carats $ Value 
Brazil...........| 2,061 I ee 5,708 76,320 
Br. Guiana...... 250 0, Fe ee ee eee 
Union of So. Afr..| 24,081 | 749,770 || 51,910 (3,731,263 _— ary 


United Kingdom. 











347 | 10,731 || 2,570 | 55,882 |! 2,108 | 90,252 


















































Venezuela....... 
ee 26,739 | 835,571 || 54,480 |3,787,145 || 30,672 | 1,463,159 
INDUSTRIAL DIAMONDS 
April May June 
Country at 
of Origin Carats | $ Value || Carats | $ Value |} Carats | $ Value 
Belgian Congo... | 140,803 | 167,766 || 207,677 | 244,807 || 16,400 | 26,849 
Brazil...........| 3,745 31,384 || 11,946 17,624 1,522 10,739 
Sf} 8 eee 1,671 | 113,134 ) 9 ) 2 ee Ree 
Fr. Guiana...... 100 eS aa ee err tt 
0 ee ere en 107 | ae Seen 
Othr. B. W. Afr... 5,000 12,082 a 3,033 3,268 16,684 


United Kingdom. 
Union of So. Afr. . 
Venezuela....... 
ae 


“eee eee eteeeee ete eee 





331,168 | 837,596 || 498,475 | 1,557,824 || 160,026 | 490,307 
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THE NAME THAT MEANS PERFECTION AND PROTECTION 


In fer tal Cattived 
Soarts 
Advertised more—nationally— 
than any other cultured pearls, 
Imperial is a synonym for lustrous, 
perfectly matched cultured pearls 


and stunningly original settings. 


Every necklace Registered and 


& 


Insured—every strand carries the 


- 


distinguished Imperial Seal of 





¥ % 7% 







complete protection for both the 


dealer and his customer. 


Highest Quality Award 


winner at two World’s Fairs. 





Cultured Pearl m 

Necklaces to retail “= ne 

from $75 to $10,000 = ad 

Bracelets, Earrings, er 
Rings and Pins ad 
$15 to $1,000 wd 





607 FIFTH AVENUE 
YOUR INQUIRIES WILL RECEIVE IMMEDIATE ATTENTION NEW YORK 17. N. Y. 


Y; * C U LT U % e p p r A R | 5 NORTH WABASH AVENUE 
+ CHICAGO, ILLINOIS 

607 SOUTH HILL STREET 
IMPERIAL PEARL SYNDICATE LOS ANGELES, CALIF. 
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Left — Placards bearing the 
"CSIA" legend were promi- 
nently displayed in Savitt's win. 
dows throughout August. The 
merchandise featured included 
watches, rings and silverware. 


Below—The "CSIA" placards were 
used both in the window displays 
and, also, as car cards, Ads 
such as the one below, followed 
the newspaper and radio "teaser" 
campaign and listed the variety 
of items suitable for Christmas. 





‘Early Christmas 
Spurs August Sales 





O SAY that Bill Savitt, Hartford, Conn., jeweler, 
has as many ideas as a dog has fleas would be leav- 
ing some room for doubt. Because, although some dogs 
have few, if any, fleas, Savitt has ideas by the hundred. 

Although many of the Hartford jeweler’s “piperoos” 

are suitable only for his special community, his latest 
promotion is of the sort that could be valuable to jewelers 
anywhere in the United States. As a matter of fact, the 
idea should be sure-fire almost anywhere in the world. 

To quote Mr. Savitt: “Since furniture stores and fur- 

riers have ‘boomed’ August for big retailing promotions, 
I thought it would be a good time to improve our August 
business as well.” Accordingly, “C.S.I.A.” was born and, 
with the usual Savitt technique, residents of Hartford 
spent a week or so trying to figure out what it meant. 
Then, when they found out, it made such sense that the 

; store enjoyed unprecedented August volume. 

; “C.S.1.A.” is Mr. Savitt’s pet way of suggesting 

| “Christmas Shopping in August” (if Mr. S. doesn’t run 
at least two “teaser” campaigns of this sort in a year he 
considers his time wasted). 

The campaign started with the same one column by 
two inch ads which had been used for Savitt’s “S.S.I.S.” 
(“Savitt’s Sells International Sterling”) campaign last 

Spring. (See JC-K for May, 1947, pg. 320.) In late July 
and early August Hartford newspaper readers found their 
eyes wandering more and more often to the little ads 
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TAR SAPPHIRES 


RUBIES - STAR RUBIES - SAPPHIRES 
' CAT’S EYES - EMERALDS ~ PEARLS © 
| Wehave a large stock of Precious Stones mounted and 
unmounted from which to make your selection. Let us co- 


| operate with you on your special calls. 
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Above—linterior of the Savitt store. The advertisements _ 
used to propagate the idea of "CSIA" were varied, rang- — 
ing from the tie-in with cartoon (right) to small-space in- 
sertions showing specific merchandise, quoting prices, etc. 


which said “C.S.1.A.—Savitt And You'll Have It.” A 
tip-off as to the nature of the “teasers” came a few days 
later when the ads started mentioning “100 Shopping 
Days to Christnias,” “98 Shopping Days to Christmas,” 
etc. Finally, the teasing stopped when a large-space in- 
sertion showed Santa Claus running toward the reader 
with accompanying copy which said “He’s Getting 
Nearer! Be Wise! Do Your Christmas Shopping in 
August!” 

After the “teaser” phase of the campaign was ended 
Savitt’s did not drop the matter, however. Far from it. 
Instead, the small space insertions were continued under 
a variety of headings such as “Silverware? C.S.1.A.” 
followed by a listing of the patterns available, and the 
attractive terms being offered. Ads of this sort ranged 
through virtually every type of merchandise possible; 
appliances, clocks, stone rings, watches, etc. 

Another ingenious advertising trick, also promoting the 
“C.S.1.A.” theme, was a tie-in with a popular cartoon 
feature in the Hartford Sunday Courant magazine sec- 
tion. W. E. Hill’s syndicated feature, devoted to a dif- 
ferent subject each week and presenting characters which 
are dead-ringers for someone that everyone knows, oc- 
cupied the top nine-tenths of the page. At the bottom 
appeared an ad for Savitt’s, tying in with the theme of 
the cartoon series: under the cartoon captioned “Lazy 
Summer Day” Savitt’s ran an ad captioned “Be Lazy, 
Sit Back and Smile in December, Do Your Christmas 

(Please turn to page 294) 
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TRUBLAK ave The fice 
BLACK ONYX tubagalones ever male 


OF 
THE FINEST GENUINE AQ3 SIZES AND SHAPES are produced mechan- 


19 Ve Geol hb & ¢ ically and diamond cut; every operation is per- 


formed on specially designed precision machine 
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tools. 


UNIFORM THICKNESS — Every stone in every lot is 


identical in thickness. 


UNIFORM BUFF RADIUS — The radius of every buff 


top stone is identical with every other. 


ACCURACY OF SHAPE and FIT — Whatever the size 
or shape ordered, every stone is uniform, as the 
result of special machine tools engineered for each 
size and shape. Every stone will fit its setting per- 
fectly; can be set easier, quicker, better. 


Each “TRUBLAK” Black Onyx Ringstone is perfection itself. Its permanent, fade-proof, black color, its size, shape, thick- 
ness and finish is unreservedly guaranteed. Manufacturers whose first consideration is quality of their own merchandise 


cannot afford to use any other stones. 


SOLD EXCLUSIVELY TO THE MANUFACTURING JEWELER 


77 
ADOLF MELLER 


387 CHARLES STREET © © © ¢ PROVIDENCE 4, RHODE ISLAND 





America’s first and foremost manufacturers of Genuine Onyx and Synthetic Ringstones 





FOR OCTOBER, 1947 257 


























HEN an illustration is to be used in an advertise- 

ment, it must go through a series of stages of 
production. The picture must be transformed from a 
photograph or drawing into a metal plate. This accom- 
plishment, necessary for printing purposes, is achieved 
by means of the process of photoengraving. 

Basically, photoengraving is a combination of photog- 
raphy and mechanical engraving which utilizes strong 
acids. The subject or copy is photographed and a nega- 
tive developed in a similar process to the making of an 
ordinary picture. In photoengraving, however, the print 
is made on metal rather than paper. It is then necessary 
to make the facsimile of the original art work stand out 
in relief on the metal. This is accomplished with acid 
which eats away the portions of the plate not to print. 
The relief portions are protected by an acid resist which 
is originally mixed with the sensitized printing solution. 
In the making of the positive on metal, the acid resist 
washes away with the unexposed sensitized solution after 
it has been (covered with the negative) exposed to light. 
This means that the “unprinting” portions are left un- 
protected, the printing surfaces, protected. The result, 
after a series of acid baths, is an exact reproduction of 
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Watch ad, above left, shows 
use of halftone in reproduc- 
ing photograph. Simple black 
and white effect is given by 
line engraving seen at right. 


Eighth in a series of articles designed 
to help retail jewelers plan and direct 


their own advertising campaign. 


the original art work in relief, ready for printing on a 
press. There are two types of photoengravings with 
which we are concerned . . . the Line Plate and the 
Halftone Plate. Let us briefly discuss the differences 
between the two. 

Line Plates: The Line Plate is the simplest and most 
inexpensive of the metal engravings. It is used to repro- 
duce copy which is originally in line, dots, stipples, etc. 
It can only be made in solid blacks or whites. No grays 
can be used. Photographs cannot be reproduced in 
“line” because its production involves a gradation of 

(Please turn to page 294) 
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Join the Nationwide 
Swing fo 
Treasureland/ 


Compelling national advertising and a complete dealer-to-consumer 
promotion plan create a treasure trove of store traffic for Treasure- 
land Diamond Ring Dealers everywhere. Consistent high value and 
the matchless beauty that can only be achieved by master crafts- 

men make the Treasureland Diamond Ring Line a symbol of prestige 

wherever it is sold. The Treasureland Certificate of Guarantee 
that accompanies the sale of each Treasureland Diamond Ring 
provides final assurance of customer satisfaction. 













Hand Painted Window 
and Counter Display 
Now Available to 
Treasureland Dealers. 
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Excitingly beautiful window and counter displays—prepared 
announcements for local radio—free mats of sales-catching 
local newspaper advertisements—folders and letters for 

dealer-to-consumer mailing—all are available to Treasure- 
land Dealers. All are tested and proven assurance of 
added customer confidence and greater profits. All are 
reasons why it will pay you to ir ;uire immediately about 


goiirait® 9% 100.00 exclusive Treasureland Dealership in your community. 
5. 00 
15. 
wu TREASURELAND RING COMPANY 
ww \ef e- 
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oe” Box |, Chicago 90, Illinois 
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*Get=- Acquainted’ Idea 


Builds Customer List 








Special wateh repair offer of New Orleans 
store changes passersby into customers and 


gives new firm a backlog of future business, 


This small space newspaper ad 
offering almost any _ routine 
service on watches brought a 
host of new customers to this 
newly-opened New Orleans firm. 




















we FE; hardest thing about opening a new jewelry 

store—especially in a spot where no jewelry 
stores were ever located before, is getting the customers 
into the habit of going through your doors, getting them 
to change from passersby into buyers. We solved that 
by offering a limited-time special we knew would bring 
in buckets of traffic.” 

That’s a report of Lewis Sterbcow, who with his broth- 
er, Sol, owns the new Sterbcow Brothers Jewelry Com- 
pany at 310 Baronne Street, in New Orleans. Faced with 
the problem of routing jewelry-buying traffic in a direc- 
tion it had not previously taken in order to make their 
new store a success from the start, Sol and Lewis Sterb- 
cow hit upon the idea of a special offer—to handle watch 
repairs for a flat $5 for a limited time only as a “get- 
acquainted” inducement. The price included every rou- 
tine repair; almost anything, in fact, except very major 
operations. 

- The price—$5—was decided upon because the Sterb- 
cow Brothers wanted a “round figure that the average 
customer can grasp easily.” For that price, the company 
gave almost any routine service. Those given included 
cleaning, crystal replacement, spring, balance staff, stem, 
crown, hands and jewel cleaning, repair or replacement 
——any combination of these. 

“Sometimes,” reports Lewis Sterbcow, “we also did a 
little extra work besides this for the flat five dollar price 
—such as refinishing a customer’s dial.” 

Did the promotion get results? 

“Well,” reports partner Lewis Sterbcow, who takes care 
of most of the promotional work of the new Sterbcow 
Brothers company, “the customers came as we hoped 
they would. They came in droves. This promotion pried 
them loose from a shopping habit, or rather it made a 
new shopping habit for a lot of Orleanians who had not 
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by DANIEL MOORE 


previously thought of shopping for jewelry in this block. 
It made every department of the store hum. 

‘“‘Naturaliy the operation didn’t make much of a direct 
profit, but that wasn’t the idea. What we were alter was 
not to make a profit on the repair work, but to get people 
started coming to our store. However, the price did allow 
us a small margin because only about three out of every 
ten watches that customers brought in required new 
parts. On those three we lost money, but the small profit 
that was made on the other seven out of every ten allowed 
the promotion as a whole to pay its way, with the result 
that we accomplished our purpose of building up a clien- 
tele without any out-of-profit expense. 

“The total store profit during the period of the promo- 
tion, was very good. It came from sales of jewelry, siiver- 
ware, costume jewelry, gifts and other merchandise that 
was purchased by customers who came to have their 
watches repaired, saw something they liked while in the 
store—and bought. This promotion exposed the cus- 
tomer to the lure of other merchandise twice: once when 
he brought in his watch, once when he came to pick it up. 

“Moreover, the promotion paid off in future business 
that we’re ge:ting right now and will continue to get. It 
made prospective customers conscious of the fact that 
there is a jewelry store at 310 Baronne Street. When a 
man or a woman has bought once at your store, it isn’t 
hard to make him buy a second time, then a third and 
a fourth—and a tenth. The hard thing about getting reg- 
ular customers is bringing them in to buy the first time 
—especially if they’re not familiar with the fact that a 
jewelry store exists in your location. 

“This promotion made them familiar with the store. 
made them buy—and they’re continuing to buy.” 
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They Said it would take a miracle 
of engineering. And here it is— 
the VULCAIN Cricket—the watch 


that keeps you on time! Easy, * 
precise alarm setting —even to ws 
fing but a few minutes hence! 
Rings right on the dot—clearly, AAAAar. 
r fe k ef 


just as the finest alarm clock! In every way, a triumph 
World Copyright, 1947, by VULCAIN WATCH COMPANY, INC. 630 FIFTH AVENUE, NEW YORK 20 


watch that 


of watch craftsmanship. . . brilliant beauty . . . elegant 
slimness .. . functional perfection. A 24 hour servant— 
it will wake you in the morning, remind you of appoint- 
ments and regulate your schedule. At present, only a 
limited number of VULCAIN Crickets are available. In 
Stainless steel or 14 kt gold, prices range from $100 
(plus 20% federal tax). a 
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by BRIANT SANDO 


Sales Counsellor 
Louisville, Ky. 


Beginning a new series on retail 
selling, the author tells how to 
develop more business by guiding 
eustomers along the four paths of 
profit. Subsequent articles will 


appear in seven installments. 


ELLING is here again. You can forget about the 
years when the public had plenty of desire to buy 
and all you had to worry about was getting enough jew- 
elry, silverware, watches and other supplies to go around. 
The competition now setting in may be expected 
steadily to increase. More and more it will be up to 
you to get your share of the total business; to observe 
the sound principles of salesmanship . . . proper methods 
of handling the consuming public, how to sell tactfully, 
how to make people feel satisfied and anxious to come 
back to your store instead of somewhere else. 

The sales situation and selling conditions are chang- 
ing rapidly in all lines. Owners, managers, salesmen and 
clerks—everyone in the jewelry business will have to 
display more interest and imagination, exercise more 
initiative, and work harder or more intelligently than 
ever before. 

Not only business conditions are changing. So are 
the needs and wants of people. So are the materials and 
processes. Science is working in research laboratories 
day and night all over the world. The more you know 
about such changes, the better you can handle them. 

Markets have been changed by shifts in population 
and in economic conditions. The habits and preferences 
of jewelry buyers and users need constant attention; their 
likes and dislikes are fluctuating. New postwar condi- 
tions require changed thinking and planning—and those 
who get ready and meet changes half way will fare best. 

For example, when you and your store advertise, you 
do it to attract trade. But do you train all your helpers 
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Better Selling For Better Protits 








The signal lights indicate many 
changes in the business picture, 
all calling for better selling. 





to “cash in” on this? If not, many good advertising 
campaigns break down at the point of sale. 

Today’s problem is not only how many customers but 
how much and how often you can sell each of them. 

How do you go about this? Certainly not by mere 
mechanical order-filling, like a slot machine or a robot. 
Certainly not by waiting for the customer to “think” of 
other things he may need or want. 

Instead, you and every salesperson should be well 
acquainted with your entire variety of stocks. Then 
you can sell them skillfully and also lead each sale on 
to some companionate or related item. 

By using your think-tank . . . along with some anima- 
tion and initiative . .. you can develop more business 
by guiding the customer along these four paths of profit: 


1. Sell Better-Quality Merchandise 


You are helping the customer as well as yourself when 
you stress the better grades of jewelry and kindred lines 
instead of “the cheapest.” This not only increases the 
amount of sale but also (a) it increases your profit, and 
(b) it increases the customer’s satisfaction. 

In order to “switch” price-minded customers to quality 
merchandise, you need to sound convincing. You can do 
this best by being enthusiastic and by knowing your 
lines from A to Z. 

(Please turn to page 296) 
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Physical Properties Used in 





2. Polarisation 


E have seen in the chapter on refraction that 
almost all of the common stones could be identi- 
fied by the refractometer. However, for absolute cer- 
tainty another test is desirable and should usually be 
given. This is a test to make certain that the stone in 
question is crystallized rather than glass, a plastic or an 
assembled stone. 

Imitation stones will be discussed elsewhere. In gen- 
eral, however, many of them are glass, a non-crystallized 
material and many are doublets, a combination of a 
colored glass back with a garnet top. Glass has a wide 
range of refractive indices, hence there is a possibility, 
for example, that we might have a purple or yellow glass 
with the refractive index of quartz, which could be mis- 
taken for amethyst or topaz, when we use the refractom- 
eter alone. 

All of the jewelry stones, with the exception of dia- 
mond, spinel, garnet and opal, crystallize in symmetries 
that can give elongated crystals. This direction of elon- 
gation, called prismatic by students of crystallography, 
is directly related to an internal arrangement of the 
molecules which went together to make up the crystal. 
Obviously the arrangement, when viewed from the bot- 
tom, is very different from the arrangement when viewed 
from another angle. Something comparable can be vis- 
ualized if we imagine a set of screens, placed an inch or 
so apart. Looking from above we would see but dimly 
through a series of four or five while the same series 
viewed horizontally would hardly interfere with our 
vision. 

Something roughly similar to this actually happens 
in polarizing crystals. The rays of light upon striking 
an apparently completely transparent substance actually 
are grouped into two rays which travel along routes which 
slightly diverge. This is caused, according to theory, by 





the nature of light, generally considered to be a wave- 


motion. A familiar example would be like the move- 
ment of a series of waves along a rope, while the ends 
stayed in the same plane, when it is shaken back and 
forth. The light beam consisting of waves vibrating in 
all planes at right angles to its direction of movement, 
is forced by the molecular structure of the crystal, to 
vibrate in only two planes, at right angles to its travel 
direction. As can be seen from our screen analogy, a 
light ray whose vibrations parallel the screen surfaces 
gets through quickly and without interference, while the 
vibrations of the rav going in the same direction but 
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Determination of Jewelry Stones 


by FREDERICK H. POUGH, Ph.D. 


Curator of Geology and Mineralogy 
American Museum of Natural History 


vibrating at right angles to our set of screens, would 
have constant interference from the screen surfaces and 
be slowed. Fig. 1. This would affect the intensity of the 
movement (light) that gets through. 


LIGHT 








Fig. |. Different molecular spacings in 
three crystal directions affect differ- 
ently the path of transmitted light rays. 


Normally we do not see the effect of polarization in 
jewelry stones, because the difference in travel time and 
the divergence of the two rays is too small to note with- 
out special instruments. In a few stones the difference 
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Crossed polaroids in the 
drawing at left obstruct 
all light. Right — Inter- 
posed gypsum plate breaks 
light into two rays and 
resolved ray penetrates 
the upper polaroid plate. 
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LIGHT VIBRATING IN ALL DIRECTIONS 


is great enough to note with the eye or with a loupe. The 
internal fuzziness that careful examination reveals in 
zircons and peridots, is actually caused by the strong 
double refraction of those stones. In other stones it is 
revealed by a greater or different color absorption in 
one of the directions. This is most easily noted in dark 
sreen tourmalines which must be carefully cut, else they 
will be too dark. The ends of these tourmalines are 
especially apt to be lifeless, for almost all of the light 
which should reflect from them is absorbed within the 
stone. 

Many of the colored stones present less conspicuous 
contrasts but the differences are important because they 
determine the directions of cutting to get the proper 
nuances of hue which are of such importance in the 
value of stones. A special instrument for the comparison 
of these colors has long been in use among jewelers and 





LIGHT VIBRATING IN ALL DIRECTIONS 


is called a dichroscope. Differences in light rays will 
be noted, of course, only in colored stones and the older 
instrument will bring out the same thing that the more 
generally useful polariscope shows. 

The polariscope is an instrument that has come into 
popular use only with the development of the iodo-qui- 
nine compound known as Polaroid, Herapathite, and so 
on. It is an organic compound which has a strong 
absorption for one of the rays into which the incident 
light is broken. Almost none of this light gets through. 
a dichroscope would show it to be a deep violet red. The 
manufactured crystals are usually microscopic and since 
large ones could not be made the problem was to get 
small ones parallel so that they would serve as a polariz- 
ing medium, passing only the light that vibrated in their 
single transparent plane. This problem was solved in 


(Please turn to page 336) 
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It Isn’t a Moment Too Early 


To Start Your Christmas Plans 


From all indications Christmas gift dollars will be more widely 


distributed this year and, therefore, a bit harder to get. Here 


is how some jewelers are making their preparations in advance. 


AITING until a week or two before the Christmas 

selling season to start thinking of promotion 
ideas doesn’t pay off in sales volume for what is the 
jeweler’s biggest and best sales period of the year. This 
month is not too early to begin laying out the ammuni- 
tion designed to bring in your share of the gift dollars 
which from present trends will be distributed more 
widely this year and a little harder to get. To help the 
jeweler plan his promotions we have gathered together 
here several ideas which other jewelers are planning to 
use or have used before with good results. 

One jeweler is making ready for the Christmas season 
by asking every boy and girl to fill out a card listing his 
or her choice of the gift he or she would most enjoy 
receiving, such as a watch, pen and pencil set, radio for 
their room, or camera equipment. After the card is 
filled out they are photostated and a copy will be sent 
the parent with a certificate worth ten per cent toward 
the purchase of an item on the youngsters Christmas 
wishing card. 

Another, believes that many fathers have at some time 
or another wished to play the role of Santa Claus. With 
‘this thought'in mind, the jeweler is inviting all fathers 
to sign the “Santa” register. Each will be given the 
opportunity to play the role for an evening during the 
‘two-week period when the store is open evenings just 
preceding Christmas. Grownups are also invited to visit 
Santa at the store and tell him of their wishes in the 
way of jewelry. 





| PHOTOGRAPHY CONTEST 


A special Christmas photography contest is being used 


by R. C. TRAVERS 


department. He offers a year-round plan whereby a 
husband orders a complete kitchen appliance setup, one 
item to be delivered every month during the calendar 
year. Under this plan the housewife receives a toaster 
in December, a mixer in January, a kitchen radio in 
February, a coffee-maker in March and so on, hubby 
paying for each item monthly as delivered. Christmas 
round the entire year for the housewife is the theme of 
this plan. And with some electrical merchandise still 
on the scarce list the plan has definite merit in reducing 
the overload of demand. 


"CHRISTMAS CLUB’ SPECIAL 


Another store has a slightly different Christmas pro- 
motion coming up this year. It will offer Christmas club 
specials to every individual cashing their Christmas club 
check in this jewelry establishment. From the day the 
banks in the community release the Christmas club drafts, 
any individual cashing one at this jewelry unit will 
automatically receive 5 per cent off on any and all 
purchases. 

Still another retail jeweler is especially interested in 
couples being married during the Christmas season. Any 
couple being united in nuptial bonds during Dec. | 
through Dec. 25th will receive with the compliments of 
the store a certificate worth $5.00 on any merchandise 
totaling fifty dollars or more in the way of household 
appliances, jewelry, giftware or glassware. 

This same jeweler is issuing Christmas scriptbooks con- 
taining coupons which can be used like cash. Books 


by another jeweler with awards for the best interior 
or exterior photos of home Christmas decorations or 
tscenes snapped on Christmas day. All those entering 


can be presented to recipients as useful and enjoyable 
holiday gifts and coupons can be utilized during the 
coming year for any items from the jeweler’s stock in 


| the contest receive a voucher worth $2.00 towards any trade. 
: photographic equipment purchased before January 10. A retail jeweler in Casper, Wyoming, has a special 
The best, of. the submitted photos will be posted in an Christmas promotion — a two-in-one or three-in-one 


f interior display from December 15 until the holiday. 


wristwatch sale. Husbands who wish may purchase a 
!- One jeweler has an unusual offering in his appliance 


(Please turn to page 303) 
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#2640 4 Piece 
$30.00 Keystone ZIRCON 
ENSEMBLE 

by CHURCH 


Luringly lovely, 
this charming Zir- 
con ensemble in 14 
Kt. Gold has been 
designed and wrought (as 
is all Church jewelry) to sell 
on sight. 


Order ensembles or individual pieces 
and display the beauty that creates desire 
. . . and profits. 


$35.00 Keystone 
Piveteesaciileisii-selameatiigtia-c: 


pearls and colored stones. 


Church and Company 


MANUFACTURING JEWELERS 
: 2 Garden Street Newark 5, N. J. 


United Sceates and Canada Member American Gem Society 
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State Jewelry Associations 


Organized in the 1390's 


LTHOUGH (as has been seen in the first two ar- 
ticles of this series) jewelry trade organizations of 
a national nature were first organized in the 1870's, some 
years seem to have elapsed before it was felt necessary 
to organize state groups. As a matter of fact, the forma- 
tion of many state associations came about as a result of 
the organization of a national group in the 1890’s but, 
since that association appears to have been relatively 
short-lived, it has not been considered in the preceding 
installments. 

By the turn of the century at least 13 and possibly 18 
different states had organized state retail jewelers’ asso- 
ciations. Missouri and Pennsylvania were the first to be 
formed, apparently, in 1887 and 1889 respectively. By 
1892 three additional states had organizations: Ohio, Illi- 
nois and Alabama. From then on the trend grew rapidly. 

In midsummer, 1892, THE JEWELERS’ CIRCULAR re- 
ported that “delegates of the different retail jewelers’ 
associations are interested in a proposed consolidation 
[into an organization of national scope.|” The group 
met, selected the name “National Retail Jewelers Associ- 
ation of the United States” and elected the following ofh- 
cers: Arthur S. Goodman, Philadelphia, president; H. H. 
Mithoefer, Cincinnati, lst vice-president; Herman Mauch. 
St. Louis, 2nd vice-president; O. G. Bryant, Chicago. 3rd 


vice-president; W. F. Kemper, St. Louis, secretary. and 
kd G. Lohmeyer, Newport, Ky., treasurer. Delegates at- 
tending the organization meeting were from Ohio. Penn- 
sylvania, Missouri and Illinois. (Alabama. although it 
had a newly-formed state group, felt that it was not yet 
ready to be represented at the inaugural meeting.) It 
was announced at the organizational meeting that the 
first annual convention would be held the following year 
in Chicago. | 

In 1893 the first convention of the “National Retail 
Jewelers Association of the United States” met at Chicago 
in conjunction with a convention of the Illinois RJA and. 
more to the point, simultaneously with the Columbian Ex- 
position then being held. Two additional states were added 
to the roster at this meeting: Alabama and Mississippi. 
The officers, originally selected a year before, were unani- 
mously re-elected. It was stated at this convention that 
RJA’s were to be formed in Minnesota and Georgia but, 
since mention of them is never again made in connection 
with subsequent conventions, it is doubtful if these states 
organized in the 1890's. 

At the 2nd annual “National Retail Jewelers Associa- 
tion of the United States” convention held at Cincinnati, 
O.. in July, 1894, President Goodman was able to state 
that he had personally instituted three additional state or- 


GROWTH OF STATE RJA'S BETWEEN THE 1890'S AND 1906 
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The four states with RJA's, which formed the “National 
Retail Jewelers Association of the United States” in 
1892, are indicated on this map in black. Other states 
which organized later and joined the parent group are 
indicated by various types of shading (see key, left). ~ 
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At the time of the founding of ANRJA at Rochester in 
1906 a much larger number of states had formed RJA's. 
Some of these may have been holdovers from the "Na- 
tional" association, whose growth is pictured at left, 
but. the majority were organized in the summer of 1906. . 
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PLATED WARE ; 
ELECTRICAL appuiaNces © 
cocKs 

OPTICALS 
MATERIAL 





EXCLUSIVELY WHOLESALE 





After an interruption for the past few years, during which only the Allen Monthly 
was sent to the trade, we are again publishing our complete catalog of jewelry 
merchandise which has continuously served jewelers since 1875. The 1948 catalog, 
with a comprehensive listing and illustrations of diamonds, watches, jewelry, silver- 


ware, clocks, sterling, novelties, materials and optical, will soon be ready for 


distribution. 


AVAILABLE TO ESTABLISHED RETAIL JEWELERS ONLY 


BENJ. ALLEN & CO., INC. 


EFFICIENT SERVICE FOR JEWELERS AT ALL TIMES 


a 


Silversmiths Bldg. 
10 So. Wabash Avenue ~ CHICAGO 3, ILLINOIS 
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Third installment of the history of jewelry trade organizations 


im the United States. This article considers the development of 


retail jewelers’ associations in the various states from 1890-1906. 


ganizations: New York, Kansas and Wisconsin. Iowa and 
Alabama had also been admitted to the organization at 
this time, bringing the total number of states up to 11. In 
addition, vice-presidents of the group were listed as com- 
ing from Indiana and Kentucky, so it is possible that 
those states, too, had retail jewelers’ organizations. More 
than likely, however, these men belonged (as did several 
from New Jersey) to groups in neighboring states. 


St. Louis was the scene of the organization’s third con- 
vention in 1895 and, judging from the account in THE 
JEWELERS’ CIRCULAR, attendance of delegates slipped a 
bit. Only ten states (including one new one, Massachu- 
setts) were represented, and the meetings were cryptically 
described as “secret, closed sessions.” 


In 1896, the fourth convention was held in conjunc- 


tion with that of the Pennsylvania RJA, at Atlantic City, 
N. J. Either this convention was less secret than preced- 
ing ones, or THE JEWELERS CIRCULAR’S reporter was 
more alert, for far more details concerning it were pub- 
lished than had previously appeared. The group favored 
the formation of a jobbers’ association, resolved that the 
public should patronize jewelry stores, and further re- 
solved that jobbers and distributors should sell their 


wares only to legitimate jewelers. (Sounds just like the 
1947 Convention.—Ed. ) 


TROUBLE BREWS 


Although the “National Retail Jewelers Association of 
the United States” had been going along swimmingly up 
to this time as far as could be determined from pub- 
lished accounts, the year 1897 was the beginning of the 
end for the organization. All sorts of things seemed to 
happen to wreck its happy course and, although it is 
futile to estimate the exact causes at this late date, it would 
appear that the failure of the president and secretary to 
attend was the spark that set off the explosion. 


In THE JEWELERS’ CiRcULAR for July 21, 1897, a brief 
dispatch from Detroit foreshadowed trouble: 

The executive board . . . was called to order this 
afternoon [July 19th] at the Hotel Cadillac by Vice- 
President Stillman, in the absence of President O’Neil 
. .. The board met behind closed doors and announced 
that a resolution of vital importance had been under 
discussion but that action was deferred until to- 
morrow... 

The following week, in the issue of July 28th, THE 
JEWELERS’ CIRCULAR employed the most sensational head- 


lines available in that conservative period to announce: 


Trouble in the National Association 





The Missouri Retail Jewelers’ Association 
Resigns from the National Associa- 
tion—Reorganization of the 
National Body. 
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There followed a somewhat breathless account of the 
fireworks in Detroit: 


Tuesday morning the delegates, reinforced by 12 
more, met in the Cadillac, but President O’Neil and 
Secretary Hannis .. . failed to show up. Nothing could 
be done without the secretary’s and president’s reports. 
Then a bomb was thrown into the meeting by Secretary 
William F. Kemper of the Missouri Retail Jewelers’ 
Association ... 


Kemper’s bomb, too long to reproduce in detail here, 


was simply a statement to the effect that since “all but a 
few willing state associations’ had been apathetic, Mis- 


Rod 





Richard O'Neil, president of the 
"National Retail Jewelers Asso- 
ciation of the United States’ in 
1897. His failure to attend the 
Detroit Convention that year may 
have contributed to the Missouri 
delegation's decision to withdraw. 


souri wished to resign from the organization. It devel- 
oped that the Missouri delegation had actually submitted 
a resolution to the convention on Monday, dissolving the 
national group, but this resolution had been voted down 
by other delegates. Missouri’s resignation followed. 

Following Missouri’s withdrawal, the remaining dele- 
gates, hampered by the fact that they had no president 
or secretary, decided to reorganize. This was done by 
dropping the word “retail” from the title of the organi- 
zation, naming new officers, and appointing a committee 
of 20 to draw up a new constitution. It was planned to 
admit both jobbers and manufacturers in the “new” or- 
ganization, and the constitution was to be drawn up 
within two months. 

That the new constitution actually was drawn up and 
approved is evidenced by the fact that THE JEWELERS’ 
CrrcuLaR for September 15, 1897, said so. The group 

(Please turn to page 310) 
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SHANNEN 


TWO LIVE-WIRE, PERSONABLE 
AND INTELLIGENT 


| RING SALESMEN 


with a recent record of sales-productivity and long experience as sales- 
men of DIAMOND RINGS, DIAMOND WEDDING RINGS, RING 
MOUNTINGS, COLORED STONE-SET RINGS and CARVED WED- 
DING RINGS in gold and platinum, to the retail jeweler in the following 


territories: 








1. MIDDLE-WEST (Ohio, Indiana, Illinois, Wisconsin, 


Minnesota, Missouri, Iowa) 


2. SOUTHEASTERN STATES (Virginia, North Caro- 
lina, South Carolina, Tennessee, Mis- 
sissippi, Alabama, Georgia, Florida ) 


We are leading manufacturing jewelers for more than 50 years, with 
a well-established clientele among the better retail and credit jewelry 
stores in both territories. 


A rare opportunity is offered two energetic sales producers accustomed 
to earnings in upper five figure bracket. 


All correspondence will be held in strictest confidence. 


Give complete details of your antecedents in first letter. 


Our own staff knows of this advertisement. 


Box 121 8 Jewelers’ Circular-Keystone 
100 E. 42nd St. New York 17, N. Y. 
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THE QUALITY LINE | | it. Three or four colors in the fabrics can be used, covey. 
ing plaque and each leaf in a different tone. Rust, dark 


No. 170 HANDMADE BIRCH- green, gold and deep orange would be a good fall com). 


WOOD REVOLVING LAZY 


SUSAN — With crystal candle- nation or wine cerise chartreuse and dark green would 
wick relish dish and mayonnaise also be effective. The net should repeat one of the fabric 
jar with cover and spoon. colors in the same or a slightly different tone. Back. 


ground could be beige with the first color combinatioy 
or gray with the second. For the photograph the same 
type of fabric was used for both background and cover. 
ing. It would be best to select a fabric with a “crepey” 
or “stretchy” weave as this will cover more smoothly than 
a tightly woven cloth. In any case it will be necessary to 
notch the fabric where it turns under around the edge 
of the leaves and plaque in order to keep the fabric 
stretched smooth. The cotton batting padding is not 
essential but it makes it easier to pin jewelry pieces on 
and gives a smoother look to the finished job. 





- — 


THANKSGIVING WINDOWS ACCENT DINNERWARE 


(From page 215) 


-monds? If not, do so now, and have them wrapped and 
held for Christmas delivery.” 
_ The other window shown here was used* by Buffam’s. 
Long Beach, Calif., department store, but serves as an 
illustration of possible themes for this promotion for the 
jeweler with variations to suit his individual require- 
| ments. 
| Against a neutral background stood a figure of a 
hostess in a dinner gown holding a silver tray and ladle. 
_A table covered with white rayon cloth held a complete 
_ silver coffee service, vases and candelabra with red tapers 
| tied with yellow ribbons. A silver bowl held fruit on a 
‘hed of autumn leaves. Arranged on the floor of the 
_ window were other pieces of hollowware and a card 
'_ which advised: “Beautiful silver for your holiday tables.” 
_ These are but two examples of possible promotion 
ideas for this holiday; the important point is that jewel- 
ers install their displays early enough and to make them 
' outstanding enough to attract the already table-conscious 
' public to their stores. In the November issue of JC-K. 
Virginia Dixon will feature a window display keyed to 
this holiday promotion. 


ENGINEERED FOR STRATEGIC MERCHANDISING 


(From page 217) 


= + 
4Fyvrg 
IF RAG ETT EET 


No. 9015 SILVERPLATED WELL 
& TREE PLATTER — Available | installed is an automatic telephone switchboard setup 
with matching Gravy Boat and that allows both outside and inside communication 


Tray, and Vegetable Dish. through 12 extensions in addition to two separate inter- 


communication systems to assist at points which require 


| +r a | | . 
Be E. Y & a Ch) NX I. almost continuous contact. 
A " A A 


' . _ They have found these installations advantageous with- 

SI LVE a ING ° _in the sales departments to verify customer credit ac- 

509 WEST 34th ST..N.Y.1,N.Y | counts, particularly on 30-day accounts. This expedites 

NEW YORK — 303 FIFTH AVENUE | sales and does not refer the open account customer to 

SHOWROOMS © cHIcAGoO—209 Ss. STATE STREET a crowded counter of people who are waiting for pack- 
© LOS ANGELES—712 S. OLIVE STREET BRR Etoy who are being interrogated for opening a de- 
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ferred payment account. 
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Immediately adjacent to the watch repair department 
is the store’s jewelry repair department, which however, 
handles only rush work and minor repairs. For Ander- 
son’s have found it more satisfactory to send special 
order manufacturing jobs, diamond setting, etc., to an 
outside independent jewelry trade shop, handling only 
minor jobs in the store itself. They also take in on the 
same basis every kind of merchandise that they sell, 
such as electric shavers, cigarette lighters, etc., sending 
the items out for the actual work. 

Providing these extra services Anderson’s have found, 
helps to hold their customers and they can trace many 
worth while sales to these repair contacts. Salespeople 
behind counters who have been properly instructed, 
Anderson believes, can extend repair services that make 
a profit and add immeasurably to added sales volume 
and increased goodwill as a definite asset for the store. 

Air conditioned windows which eliminate the neces- 
sity of cleaning watches that have been in the windows, 
either before or shortly after being sold, are another 
feature of the store. Jewelers know that watches placed 
in hot windows sometimes cause trouble because of the 
oil becoming dried out or thickened. Anderson’s do not 
have this problem. 

Charles Anderson believes that ability to maintain or 
increase the amount now being spent by the consumer 
for jewelry in view of competitive merchandise that will 
eventually be available in quantity, is something the 
jeweler must seriously consider, and that the jeweler, to 
keep his percentage of the consumer dollar, must be 
more active than ever before. That means more effective 


advertising, if possible, than during the war years, they 
believe, and it also means more attractive and dramatic 
window displays, and better training of the sales per. 
sonnel. 

Anderson’s is going after these problems in a nun- 
ber of ways; for example, a thorough departmentizatioy, 
which they have found gives greater efficiency in buying, 
selling and advertising. 

The store has two floors with the major department 
located on the lower. A few minor appliances are dis. 
played on the main floor to create interest and when 
such interest is created, customers are invited to specific 
departments where all appliances are given prominent 
display space. All of these displays are out in the open 
where an interested customer may make an informal 
examination of the merchandise displayed. 

“In order to sell major appliances the most important 
requirement is that the jeweler must be in a position to 
render service as good or better than the exclusive ap- 
pliance store,” Charles Anderson pointed out. “This 
means that he must have a complete service department 
and be in a position to talk trade-in, and also that he 
must be able to make available the same guarantee ser- 
vice to those items of merchandise which from time to 
time require service. 

“Too many jewelers, for example, attempt to sell con- 
sole radios without the proper setup. Radio specialty 
stores have found that a glass-enclosed booth, or at least 
a private room, is much more effective in the consumma- 
tion of a sale of such a radio, than to put one on their 
main floor and expect an interested individual to stop 
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Importers and Cutters of Precious and Semi-precious Stones 





All sizes, all shapes, all qualities, cut in our 
American factory, are available to you for 
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and remain standing while listening to a long sales talk 
‘| convinced that that might be the radio he or she 








unt 


should purchase. 
“This just won’t work. It’s too easy for the customer 


to get away. Like the radio store, we take them into 
a room and sit them down and thus have them so situ- 
ated so that their interests can be maintained until the 
sale has been made.” 

The optical department in the Anderson store has also 
received considerable attention and some changes from 
standard practice. 

“Formerly, like other jewelers, we located our optical 
department on the main floor,’’ Anderson explained, “‘and 
our experience has been that the space allotted to it did 
not bring the return that other departments could have 
brought us. Optometrists for one thing, have made it 
most difficult to obtain their services short of a king’s 
ransom, and our opinion is that the arrangement we have 
set up under which we get a percentage of their gross 
business is the best basis on which to operate. 

“We have located our optical department on our lower 
floor and have relocated enough traffic into this portion 
of our store so that potential sales of this and other de- 
partments located in this area will secure the sales vol- 
ume required. 

“We do not do any optical work but send this out to 
the wholesale suppliers. The operation of our optical 
department is boosted by sending stuffers in all mailing 
pieces going to open accounts and by frequent campaigns 
to reach closed accounts.” 


PHOTOGRAPHIC DEPARTMENT 

Anderson’s have set up a model photographic depart- 
ment and believe that this field holds a great future for 
the retail jeweler . . . IF, and there are a lot of those 
IFs, Charles Anderson points out. 

“A jewelry store that has outgrown this type of opera- 
tion which allows any salesman to sell anything within 
the store will find the addition of a photographic depart- 
ment the most profitable venture,” he declares. “Photo- 
graphic equipment cannot be sold by just anyone in the 
jewelry store. This is definitely a specialized field and 
requires technical knowledge that is not known by the 
average jewelry salesman.” 

Anderson’s have found that a photographic department 
should be so located that the maximum traffic can view 
the equipment on display and that the department must 
also be able to render all the services being offered by 
stores whose business it is to sell photographic goods 
exclusively. 

“In other words,” he points out, “you must have a 
dark room, a projection room and sufficient wall and 
counter space to make the department outstanding and 
give the impression that you are really in this type of 
business. 

“The jeweler who expects to sell a movie projector to 
the customer who happens to pass his case without tak- 
ing him inside a room and exhibiting a picture will 
meet with but little success. By the same token, if you 
want to sell such things as enlargers and accessories, it is 
vital that they be demonstrated in a dark room to the 
prospective customer before a sale can be effected. This 
is the reason for a dark room. 

“I doubt that it is necessary to do photo-finishing as 
yet but should our business expand in this department 
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to the point that we could support such a laboratory, we 
will install one. 

“It has been difficult for jewelers to obtain franchises 
or agencies for the major lines of photographic equip- 
ment for the reason that suppliers are of the opinion that 
the jeweler is only interested in skimming the cream olf 
the business and not concerned at all with the troubles 
which the exclusive dealer must accept. In other words. 
they believe that the jeweler is not interested in the busi- 
ness from a service standpoint and feel that he will be 
satisfied with a few projector or camera sales. 

“To enter the photographic business you must obtain 
the major lines of photographic goods and this business 
must be entered into wholeheartedly or the jeweler is 
better off without such a department. 

“We believe that a photographic department in a 
jewelry store is far more profitable and better business 
than an optical shop. People who purchase photographic 
equipment are the type of people the jeweler wishes to 
contact and a photo enthusiast will be in your store 
several times a week if you have what he wants, thus 
civing you contact with him that is far greater than he 
would ordinarily extend you in the purchase of items of 
jewelry. 

“We are most optimistic and ambitious for our ul- 
timate potential with our photographic department and 
believe that the jeweler can and will offer to the public 
a more specialized service than is now being extended by 
the local drug store which piles a few cameras and films 
on a counter for sale. The man who buys his camera and 
ultimately a quantity of equipment requires a high type 








and experienced sales person as well to render him those 
services, and jewelers are known to employ the highest 
type of sales people.” 

Anderson’s believe that the most important factors jy 
bringing customers into the store are good advertising 
and customer goodwill. They have used a great deal of 
radio advertising in the past but today find that prac. 
tically all the “choice” time has been sold to national 
advertisers over the broadcasting chains and believe tha 
today its value is chiefly from an institutional standpoint, 

Anderson’s expect sales of jewelry proper to drop 
from the peak of the past year or two and believe that 
more advertising will be necessary to maintain their 
competitive position. They believe that newspapers will 
be the best media and that money spent in this manner 
will result in greater sales. They also have plans for g 
greater use of direct mail advertising than ever before. 
believing that the personal touch obtainable will make 
it profitable. 

The most important consideration in retaining good- 
will and holding business is in the treatment extended 
to customers by the store sales people, is Anderson’s 
opinion. He believes in giving good value, and honest 
value, and selling high quality merchandise at prices 
that are not more than those at which similar merchan- 
dise is purchasable elsewhere. 

“A salesman is born and not made,” Anderson says, 
“and from experience we are of the opinion that younger 
people have greater potentiality than older people whose 
only qualification is experience. 

“You can't teach an old dog new tricks, and therefore 
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vou cannot teach an older salesperson from the old 
school the new methods of selling. Hence, we prefer 
young people. either men or women, depending on the 
type of merchandise we require them to seil. We train 
our people to approach our customers from the stand- 
point of ‘emotional appeal’ rather than on merit or 
quality. A salesman selling a diamond ring can do 
much better if he attempts to show the young man con- 
sidering the purchase that the ring will please his bride- 
io-be rather than to point to its high quality and per- 
ection of the diamond offered him.” 

Anderson’s have compiled a list of 40,000 birth dates 
and send regular congratulatory messages to all. They 
also have compiled lists of customers’ preferences and 
desires and notify these people of the arrival of such 
merchandise. “Results,” says Anderson, “are 60 per 
cent effective.” 

They have also found that the best method to accumu- 
late open 30-day accounts is to contact this particular 
segment of the consumer public by direct mail and to 
explain to them the advantages of such accounts. Being 
credit jewelers also, they do not carry this message in 
radio or newspaper advertising but confine it to direct 
mail. They also follow up by mail or telephone all of 
their open accounts which have been closed longer than 
90 days, telling them how much their past business has 
been appreciated and asking them to remember Ander- 
son’s desire to be of service, and inquiring as to whether 





there is any specific reason why purchases have not 
been made. 


TOMORROW'S CUSTOMERS FLOCK TO THIS STORE 


(From page 219) 


heauty to your home and table! Call Gwyn Barry right 
away, won't you?” 

Photographs of nine Coca-Cola parties held for grad- 
uating high school seniors were used on the page. A 
short squib of copy beside each identified the school 
group and the date that the party took place in the Magic 
Attic. 

As a selling gimmick, and also as part of the program 
to teach tomorrow's jewelry store customers some of the 
fine points about gift buying, a column was included in 
the page. Listed in it were a few features about the Gift 
Gallery’s stock of silverware, hollowware, china, crystal 
and gifts in general. Leading into the short discussion 
of each of these lines, the ad copy pointed out that 
“During the past two weeks the senior classes of some of 
Atlanta’s leading schools and colleges were our guests in 
the Magic Attic—they plied Gwyn Barry with questions 
—and looked and looked to their hearts’ content! Like 
liscriminating young ladies everywhere they were inter- 
ested in...” 

The remainder of the full-page advertisement was de- 
voted to frank selling. Featured merchandise was sterling 
silver sets. 

How well has the promotion succeeded to date? Mr. 
Crawford, manager of the Broad Street store in which the 
Magic Attic is located and in which parties are held, 
points out that “the interest displayed by these high 
school youngsters was amazing. They were very much 
interested in finding out all that Gwyn Barry shoppers 
could tell them regarding fine chinaware, crystal. sterling 
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silver, hollowware, ceramics, antiques and modern jewelry 
and giftwares. Frankly, no word describes the resy]t “id 
astonishing. 

“The reception with which our campaign has beep 
accepted by these future homemakers has spread not only 
to their parents but their friends. Newcomers to this city 
come seeking “The Magic Attic’, and come again to buy. 
We have heen nowuptedl by the public not only as mer. 
chants with wares to sell, but merchants of goodwill as 
well.” 

In addition to the abundant goodwill and customer 
friendship that these parties in the Magic Attic have built 
for the Walter R. Thomas Company, interested onlookers 
sometimes wonder whether the dollars and cents result 
has been worthwhile; whether actual sales volume has 
increased because of the promotion. 

“Even if it didn’t, we would be amply repaid in good. 
will and in the strong foundation for continuing future 
business which has been laid by these parties for to. 
morrow’s customers,” Mr. Crawford says. “But good- 
will and friendship, important as they are, have not been 
the only dividend paid by the Magic Attic parties. 

“Looking at our sales records and comparing them 
with the volume records of last year, we can see a very 
marked jump. There has been an appreciable percentage 
increase over previous graduation seasons, even over 
1946. We think that the Magic Attic Coke parties are 
largely responsible. 

“We're on the right track with this idea, and we're 
continuing it from here out.” 





BRIDES A-PLENTY FOR YEAR-'ROUND PROMOTION 
(From page 221) 


The greatest value of this new arrangement, according 
to Mr. Shmerling, is not the fact that center aisles may 
now be left clear to permit customers to wander along 
the displays freely, but the fact that’ each of the units, 
almost without exception, is continuously devoted to 
showing the patterns of glassware, china and silver 
which have been selected by some Augusia bride. 

“We like to believe that it is almost a standard custom 
for a local bride-to-be to visit our store,” Mr. Shmerling 
said, “and the fact that we are able to keep the selections 
of ‘between 30 and 40 brides on display at all times the 
year- round, tends to bear us out. Our policy is to bring 
the prospective bride to the rear of the store, allow her 
to check over the displays which other brides have selected 
before her, and to thus see our entire range of patterns 
of open-stock dinnerware, crystal and silverware. It is 
not necessary for us to have a standard ‘pattern display’ 
because inevitably, every pattern we carry in stock will 
have been chosen by one or more of the brides whose 
names are represented. We ask her to choose the flat- 
ware pattern, the dinnerware pattern, and the crystal pat- 
tern simultaneously, explain to her that we will match 
them up into a complete table setting display in one of the 
compartments, and that her name and her choice will 
be permanently recorded with the store. In this way, 
although the display is always comprehensive enough 
to cover practically our entire stock, it is all actually 
bridal choices and thus serves a double purpose by 





assisting friends of the various brides in making their 
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urchases, as well as acting as a general display of our 
merchandise.” 

This dual-purpose display has solved many problems 
for Mr. Shmerling from a space standpoint. One com- 
plete place setting—flatware, dinnerware, and stemware 
_js shown in each unit, identified by a hand-painted 
card which gives the bride’s name and the names of the 
patterns she has chosen. Reference is also made to the 
fact that a complete file card on what has already been 

urchased by or for each bride is available at the office. 

“Incidentally, we make no attempt to commercialize 
on a bride’s name unless she wishes,” Mr. Shmerling 
pointed out. “Only a few girls, however, ask us to 
omit publicizing their choices. After all, I believe, every 
girl is interested in getting off to a start with as much 
of her basic table service on hand as possible and would 
rather have her friends told of her choices than to wind 
up with a lot of non-matching items.” 

The Shmerling store gives away a white leatherette 
covered bride’s book to every bridal customer and helps 
the customer to maintain it by frequent direct mail greet- 
ings. Unlike many stores, Shmerling does not follow 
up engagement announcements in the Augusta newspaper, 
preferring instead to let the customer come in entirely 
of her own volition. 

“Actually, during the war years we did not have suff- 
cient stock to make such merchandising efforts worth- 
while,” Mr. Shmerling said. “During the war we did 
the best job possible to give every customer the items 
she selected. We stayed away from the certificate method 
of filling in a pattern on the theory that a plate that 


might cost $1.25 at the time, might easily amount to 
$2.50 later on—a policy, which, incidentally, saved us 
considerable potential loss.” 

A card file of the 30 to 60 brides who are sold each 
month is maintained, Mr. Shmerling said, adding that 
there is no such thing as a “dead file” in his plan. 

“We keep the card on every bride ‘alive’ as long® as 
she remains in the city,” he peinted out, “on the theory 
that such cards continue to be valuable year after year 
as anniversaries, birthdays and other gift occasions roll 
around. One of the most important uses is to supply 
information to the husband himself, who will frequently 
call in and want to know what the pattern is which his 
wife selected some years ago. Even the bride herself 
will sometimes forget the name of her pattern and when 
the time comes to fill in broken pieces, it is a valuable 
source of goodwill to instantly be able to tell her over 
the telephone what the pattern is called. I have in the 
files now cards more than 18 years old which show at 
least a few sales each year over the entire time. Eventu- 
ally, I hope to be able to show prospective brides selec- 
tion cards which were made out for their own mothers. 
It is things like this which go to make the jewelry store 
a respected institution in the community.” 

The salability of the Shmerling china, flatware and 
stemware is maintained by a very constant cleaning pro- 
gram, including the department as well. Every mirror is 
cleaned with a wet cloth daily and polished with a chemi- 
cal compound to keep them glittering at their best. The 
displayed goods are likewise polished and kept at the 
peak of their shine. 
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The FIRST word in Jewelry sales 


@® The only stone house specializing exclusively in GENUINE ZIRCONS, 
we have available for immediate delivery any quantity of beautiful 
blues and whites in all sizes. Qualities for every grade of jewelry from 
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Manufacturers: Please see our full page advertisement. 


Retailers: Ask for our blue folder ‘‘Notes on Zireons”. It will help to 
answer your customers’ questions. And please ask your regular souree 
of supply for beautiful ZIRCON jewelry in a wide selection of Rings, 
Pins. Bracelets, Earrings, Pendants, Brooches and Matched Sets. 


James A. Drilling Co., Inc., 2 West 46th St., N. Y. 19, N. Y. 
LOngacre 3-3033 
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“We do this because the prospective bride will fro. 
quentiy drop in shortly before the wedding to see if he, 
display is still there,” Mr. Shmerling commented, “anq 
if she notes that we have handled the display wit), 
assiduous care, we are bound to keep her loyalty and 
soodwil.’ 

Advertising in connection with the continuous 19. 
month bridal sales program consists merely of personal 
congratula‘ory letters offering the bride’s book, and cop. 
stant window display, according to Mr. Shmerling, At 
the front of the store he maintains a most unusual wip. 
dow — a floor-level window which contains a full-size 
dining room table, carefu:ly set with a white damask 
tablecloth. a complete luncheon, dinner or formal table 
setting each week. Sight of the snowy-white table with 
its glistening settings, never fails to stop traffic, according 
to Mr. Shmerling, who has quite willingly sacrificed a 
great deal of over-a.l window space to get the table in 
view. 

“A table setting in the store might be seen by some 
200 people a day, whereas the complete table setting in 
the window is bound to be seen by many times that 
number,” he observed. “Thus we keep one window 
entirely free for the ensemble promotion of flatware. 
hollowware, china and glass and we can depend upon 
plenty of interested prospects being derived from it.” 

The most recent innovation which Mr. Shmerling 
has added to his display setup was the construction of 
a blond wood “Gift Shelf” directly over the mirrored 
recesses on either side of the store in which the bridal 
place settings are shown. The gift inventory was tripled 
soon after this change was made and a sales increase 
was noted. Brides browsing through the mirror-lined 
units in search of their favorite silver, china and glass- 
ware patterns are invited to select the gifts they would 
most like to receive as accessory items, such as center- 
pieces, flower holders, vases, nut and candy dishes, etc., 
and it is not unusual for a bride to select as many as a 
dozen such items which are later on sold to friends or to 
members of the family with the authoritative information 
supplied by the file card. With these methods, bridal 
selling is far more than a seasonal occupation at the 
Shmerling store. 


GOOD REPAIR WORK IS Rx FOR STORE TRAFFIC 


(From page 223) 


With a location in downtown Tulsa, this jeweler has 
made his chief bid for trade among oil office workers and 
professional peop.e. 

In cementing good sales relations with customers. 
Guy’s formula involves (a) Courtesy (b) No misrepre- 
sentation (c) No high pressure salesmanship (d) No 
over-selling (e) No price-cutting or trading. 

His staff of five is urged to get out from behind the 
counter and greet the customer as soon after he enters 
the store as possible. But don't treat them like customers 
—treat them like real friends, Guy tells his personnel. 

“We greet them and visit with them like we used to 
in the good o'd days, when money-grabbing wasn’t the 
order of things,” he said. “Sometimes I am back in the 
watch shop when a customer calls and asks to see that 
old so-and-so, meaning me. [| like it, and I think they do 
too, because they keep coming back.” 
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Despite his insistence that in merchandising practices 

and sales background his shop in downtown Tulsa is 
about what you would find in a backwoods village, there 
are plenty of signs of modern outlook here. Radio and 
newspaper adver.ising is used in Tu-sa dailies, and the 
store sponsors and outfits a bowling team. 
A perpetual stock inventory is used. The shop has two 
show wiadows that rarely fail to attract more than cursory 
attention from passersby. Guy displays diamonds, wed- 
ding rings and watches constantly, and once in awhile 
arranges a window of costume jewelry and silverware. 
He has done a real job in preparing displays of ladies 
watches. which may account for the cloud-high demand 
for this merchandise at the store. 

Inside, the store looks neat. Stock is rearranged 
frequen:ly to present a fresh appearance to the ciientele. 
The store is clean, nicely arranged, and merchandise is 
properly grouped. 

If you ask Guy W. Settle, he’s in a rut. He started his 
venture as a watch repair specialty shop, and it’s siill 
one. 

But it’s a nice rut. 





CONSIDER STORE AS PROMOTION ASSET 
(From page 226) 


and subdued in design—with nothing to detract from the 
customer's appreciation of their craf:smanship, and ex- 
quisite quality. Your background may suggest the cir- 
cumstances in which the jewelry is to be worn, but this, 
too, can be achieved by subtle means, such as lighting, 
floor surfaces and color. 

Cos:ume jewelry calls for informal background— 
which may be gayer than that against which precious 
pieces are shown. Costume items may also be displayed 
in larger quantity than valuable pieces, their quantity 
suggesting their lesser value. Their bolder designs often 
show up to advantage when they are disp!ayed in a repeti- 
tious manner, which serves to emphasize effectiveness 
rather than workmanship, which usually is not compar- 
able to that of precious jewelry. 

Any effective modernization plan will begin with the 
front window, which must keyno‘e the whole store. The 
moderate priced jewelry store can very effectively use 
shadow-box displays at eye level in the window, allowing 
the interior of the store to be seen from the street. The 
custom jeweler, or dealer in expensive items, should ar- 
range his window so that the customers inside cannot be 
seen from the street. The person selecting a moderate- 
priced watch, ring, or piece of costume jewelry is not 
worried about possible observation from the passerby. 
However, the customer spending large amounts of money 
on jewelry usually wants privacy. 

Another precautionary thought that is in keeping with 
the philosophy of modern design is the use of small, 
individual, locked display niches and cases at eye level 
—or under-glass in the display table-counter. Thus, the 
casual pilferer or professional shoplifter has little oppor- 
tunity to steal. Only special items not on display, need 
be handled by the customer, and an alert salesman can 
readily keep track of these. Even items taken out of dis- 
play cases are easier to account for when small, eye-level 
shadow-boxes or niches are used-—for they must be re- 
placed and the display restored after they have been 
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The “SANTA’’ BACKGROUND 
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shown, unless they are sold. This is a basic principle that 
must be followed in the re-designing of a jewelry store. 





“DATA PACKAGE" SIMPLIFIES REPAIR RECORDS 
(From page 229) 


his satisfaction with the transaction. The phone number; 
is taken so that when the article is ready to be picked 
up, the office girl makes one phone call to give this 
information. If the phone is not answered, the gir] 
notes this in the space “Notify Card” by writing “Ph, 
3/5,” or whatever the date is, and then drops a penny 
card into the mail anyway to assure eventual notifica. 
tion without further bother. 

Under description of the article are grouped several 
abbreviations as used by Conrad’s. The letters “G,” 
“L,” “YG,” “WG,” “ST,” and “P” are circled according 
to their application to the article at hand, meaning, in 
the above order: Gent’s, Lady’s, Yellow Gold, White 
Gold, Sterling or Stainless Steel, and Pink Gold. Just 
beside these letters on the envelope front is a space 
marked “Attach,” into which the following abbreviations 
are placed, on different articles: (pertaining to type of 
wrist band on wrist watch, for instance) “S” for silk 
band, “C” for cord, “M” for metal, “W” for basket 
weave, “Lea” for leather, and “X” or “Exp” for expan- 
sion type bands. 

Most of the other data requires little or no explana- 
tion. Under “Remarks,” it may be noted for instance, 
that the customer with a sweep second hand watch is a 
nurse, and “rush” is marked on the repair order, all 
through the “package.” 

Now with all the data on this first envelope, awaiting 
the permanent record file, this envelope is removed from 
the other and the receipt for placing in a file. The 
article itself is placed in the second envelope, detached 
from the receipt, after this data is inscribed on its cover: 

The customer’s last name is printed and boxed at the 
top, right side, near the envelope-and-order-number, for 
quick, easy identification. “To” tells where the article 
is going, along with the address—for example, an alarm 
clock or pen might be returned to the factory under a 
suarantee; if it is just a watch going to the repairman, 
it is marked “Bench” at Conrad’s. In the latter case, inci- 
dentally, the repairman’s last name, initial, along with 
his work number, are noted on the first envelope in ? 
space marked “Their No.” 

The article’s name is also noted on the second envelope, 
along with instructions as to servicing it, and the promise 
date. At the top of the second envelope, this emphatic, 
heavy black, message is printed: “PLEASE RETURN 
This Envelope with Repair Job.” At the bottom of 
the envelope is printed “Thank You! Conrad’s Jewelers, 
1001 State Street, Erie, Penna.” 

This envelope, containing the article, is set aside to 
go to the repair bench, or a trade repair shop, or back 
to the factory as the case may be, and the receipt then 
gets attention. On it go again the name and address of 
the customer, and spaces are checked denoting repair, 
lay-away, or charge account, and salesman, designated 
by “RPR,” “L.A.,” “C.A.,” and “Sold by.” Then there 
are 12 separate lines for listing “Date, Paid, Bal.,” in 
case of this type of transaction. 
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At the receipt’s bottom are printed these paragraphs: 
“We can render faster and better service if you bring 


this card with you,” and; 
“We are not permitted to make refunds on lay aways 


cancelled. We request payments at least once a month 
on Jayaways. We will be pleased to hold articles for 
longer periods if you will contact us. 

Of course the customer keeps this receipt with him 
always. Say a ring, now, has been to the repair bench 
‘1 its second envelope, and has returned to Conrad’s, 
fnished. The repair costs are noted in code on the 
frst envelope, extracted from its file, in a space marked 
“Inventory” near the bottom of the envelope. 

Then the second envelope is destroyed. It has served 
its purpose, after transporting the article from the store 
and back. The article is now placed in the first envelope, 
just removed from the file as “waiting,” and with the 
notification of the customer as noted previously, this 
first envelope is placed in a large filing drawer, filed 
alphabetically of course, until called for. 

After a customer picks up his article and the transac- 
tion is completed, the first envelope then goes to the 
office girl. She waits until a number of these used, 
empty envelopes accumulate, and then takes the pile 
to an ordinary paper-cutter such as used by teachers 
in preparing different sized sheets in school. She cuts 
each envelope near the bottom, removing a portion pre- 
viously printed (when the entire “package” is printed,) 
in black lines, or shaded. 

What remains is just the right size for filing in any 
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standard card index file, and as such is filed as the store’s 
permanent record. Repeat customers’ envelopes are 
stapled together in this file. There are several devia- 
tions from the everyday procedure that should be noted. 

There’s the case where, when a watch was opened for 
cleaning and adjustment, that the pivot was found to be 
worn. The repairman calls Conrad’s and states this fact. 
Here again the customers’ phone number comes in 
handy. He is called and told about the new repair, not 
taken into account when the original price was figured. 
Should the additional work be done? This usually ends 
up in an order for the repair. This fact is noted on the 
second envelope by the repairman, and also on the 
permanent record of the first envelope, and again on 
the receipt when the customer comes in. 

“We can do a better job of merchandising, too, with 
the all-purpose type of paper we have made up,” stated 
Conrad. “Take that second envelope—the data put on 
its front doesn’t tell the repairman whether or not we 
are stretching a point and giving a free cleaning and 
oiling after 15 months, instead of a year, and thus he 
is not tempted to just put a little oil into the watch 
and hurry the work along. 

“That way, the repairman has more incentive, and 
we get better work done, whether it costs us $10 or 
nothing. All in all, we’ve found a lot of customer 
approval of our system. There’s not been a hitch in 
months of operation.” 

The clerk who handles mailing of repairs out of the 
store keeps an individual record book describing the 
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article mailed, date, how many stamps used, number of 
the “bundle,” and date received back in the store and 
turned over to the girl for notifying of the customer. 
There is stil another book, kept by the girl, as a repair 
“register, which again duplicates essential information. 
Thus Conrad’s has a paper system that is double checked 
throughout, and makes for the utmost in efficiency. 


SIMPLICITY, ELEGANCE, INDIVIDUALITY 
(From page 236) 


ments, they'd be better dressed and their jewelry would 
be more important looking. 

That elegant look, so characteristic of the new Fall 
and Winter fashions, works hand in hand with simplicity 
of line. The look is underscored in apparel ranging from 
slacks to after-five dresses and formal gowns. Evening 
clothes will be worn more often and by more women than 
at any time during the last two decades, judging from 
the rush on formal gown salons of department stores and 
cou:uriers. Fabrics for evening wear are opulent, a 
perfect background for scintilla:ing gems. There are sleek 
satins, rich velvets, delicate laces, dainty tulles and nets, 
metal-shot taffetas, exquisitely pat’erned brocades, lus- 
cious moirés, gleaming lamé and sequinned crepes. 


With such luxurious fabrics Miss Sharaff cautions, 
women must choose their gems carefu'ly. For Virginia 
Mayo she designed a bouffant black net dress, its bal- 
lerina length skirt outlined with tiers of black velvet. 
The bra of the high-necked sheer net bodice was ap- 


pliqued with handmade lace, and just below the girdle. 
like waistband was a cluster of huge pink roses, Selecting 
jewelry that would not be overshadowed by such luxyyi. 
ous fabrics and trim created quite a problem. 


But Miss Sharaff asked Joseff, creative jeweler wh, 
designs most of screenland’s jewelry, to execu‘e gem 
pieces that would provide a stunning complement to Misg 
Mayo’s blonde beauty and serve to accentuate the splendor 
of her gown. 


Joseff chose diamonds and platinum, which he fasb. 
ioned into two dainty spray pins, and which we e used 
high at the neckline of the gown. To point up Mis: 
Mayo’s fairly severe upswept coiffure and to emphasize 
the Dresden-like beauty of her tiny features, he crafted 
platinum and diamonds into earrings in an_ intricate 
flower basket pattern. The results were e-egant sim. 
plicity, and Miss Mayo’s beauty shines through. 


Because this combination of platinum and diamonds 
is so becoming to the glamorous, petite ex-Goldwyn Girl, 
she favors it with all of her formal clothes. Daintier 
pieces are more in keeving with her fragile type beauty 
and slender figure, and on the screen you will usually 
see her wearing but one or two striking gems. } 


Because her coloring is considered perfect for Techni- 
color, most of Miss Mayo’s films have been in that me- 
dium. For this reason, her jewelry must be chosen with 
particular care. Technicolor has made colored stones 
more important than ever, but they pose many problems. 
In Miss Mayo’s case, stones with a yellow or red cast 
against her pinkish-white skin and blonde hair wou'd not 
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photograph as well as they might on a brunette with 


ivory complexion. 

Gold jewelry with a rose cast is considered ideal for 
Miss Mayo’s peaches-and-cream skin, and Joseff always 
creates gold pieces with pink overtones for her casual 
othes and tailored suits. 

Pearls are lovely with her fragile type of beauty, and 
hers have a touch of pink in them. She wears a slender 
one-strand pearl necklace in the wedding scene in “The 
Secret Life of Walter Mitty,” her only other jewelry a 
pearl-encrusted coronet atop her lace wedding veil. 

It will be noticed that a great deal of careful attention 
and money are expended on the jewelry and clothes that 
the stars wear on the screen. First of all, every star’s 
wardrobe must be designed so that it will be in keeping 
with the character she is portraying. 

“What is more important, we design clothes and jewelry 
that will bring out the star’s individuality,” Miss Sharaff 
relates. “Finding costume pieces and gems which lend 
themselves to the personality, figure type, and coloring 
of each player has become quite a science.” 

No matter how breathtaking a piece of jewelry may 
be, it must definitely do something for the star and her 
screen apparel. It must look as if it were made just for 
her and it must serve to point up her individuality. 

The woman who wants to be fashionably dressed and 
the jeweler who wants to be in a better position to 
counsel his patrons on their jewelry wardrobes can learn 
a lot from the stars and their designers. 


cl 


"HOLLAND" THEME SELLS DIAMONDS 
(From page 240) 


In this situation Sallarn not only made his immediate 
purchases but also arranged for continuing and regular 
shipments. 


There were complications, too, with the American 
government, but here again there was cooperation and 
a smoothing of the way to prepare for the imports. 
With the close of the war, Holland was one of the very 
few countries in Europe, aside from England, with which 
the United States could at once begin to do business. 


With his stock assured and import red tape untangled, 
Sallan returned to the familiar corner at Woodward and 
Grand: River to face the problem of how to sell. He 
mused on the second phase of his basic business philos- 
ophy—“something special to talk about.” 


What “something special” could he use? Why, of 
.course, the bare facts of the situation were enough. He 
was getting the first diamonds out of liberated Holland. 
The American public had a lot of goodwill for Holland. 
In addition it was long established tradition that the 
Dutch were fine craftsmen in the cutting of diamonds. 
All he really had to do was to tell the story of his pur- 
chase simply and effectively. 


The opening gun in the campaign was the reproduc- 
tion of a letter from the Dutch government confirming his 
purchase of diamonds from that country. Used as an 
ad, it was run in all the major Detroit papers. 
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MARE A NEW TIMELY APPEAL 
How can the home be made more beautiful, charming 
and distinctive? For more and more home-makers it’s 
the question of the hour. Alert, progressive jewelers offer 
an answer to this and the question of what to select as 
a highly unusual gift by featuring fine Herschede Chim- 
ing Floor Clooks. Mellow, peaceful chimes, distinguished 
designs and superlative craftsmanship make an appeal 
that brings a ready response from substantial, trade- 
influencing patrons. Write for catalog illustrating these 
magnilicent purchase suggestions. 


THE HERSCHEDE HALL CLOCh COMPANY 
Cincinnati 6, Ohio 






loved music of 
Cathedral 
Chimes 


reproduced on 
Tubular Bells 


Both cases and move- 
ments are made com- | 
pletely by Herschede ~{ Shiu 
— creators of fine -—>< 
chime clocks for over 
three generations. 






Floor Clock illustrated is 
No. 214. Mahogany Case. 
78 in. high. Westminster 
Chimes on 5 tubular bells. 


NEW YORK OFFICE AND SHOWROOM: 37 West 47th Street 
CHICAGO SHOWROOM: 1422 Merchandise Mart @ SAN FRANCISCO SHOWROOM: 705 Merchandise Mart 
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In the store windows also were the notices of "i. 
First Diamonds from Liberated Holland.” Public 4. 
sponse was as he had expected, in fact, it was so strong 
that the “Diamonds Direct from Holland” theme hag 
been used with variations ever since—and it is stil] ef. 
fective. 

The traditional picturesqueness of the Dutch with 
their wooden shoes, baggy pantaloons, and windmills 
lent themselves easily to a variety of uses in both ads 
and window displays. 

Often moving displays are used in the windows, At 
Christmas time there was a raised replica of a typical 
Dutch scene with cardboard Hollanders skating down 
the canal in front. This compact exhibit left plenty of 
room at the bottom for the diamond display. 

The latest window is a moving replica loaned by Kare] 
de Wit depicting old cutting methods. Effectiveness of 
these displays is shown both in the sales volume and in 
the fact that each action window always has a cluster of 
passersby who stop to watch. 

With regular ads in each of the daily newspapers, 
usually one each week with the day schedule varying, 
there is also ample opportunity to play up the “Diamonds 
Direct from Holland” theme. 

During the Valentine Day period there were a Dutch 
boy and girl leaning forward to kiss with an outlined 
heart in the background. Other ads tie together the 
Holland and the seasonal themes. 

On the sales floor, the men point out the excellence 
of the Dutch craftsmen in cutting diamonds so as to show 
the maximum brilliance and the finest qualities of the 
stone. 

While few jewelers can do their own importing as 
the Sallans have done for many years the Holland theme 
is one that can be generally used when imported stones 
are available in quantity. The most important thing, 
however, is to find that “some different angle as to 
why the customer should come to your store and buy 
from you.” 





EVERY DIAMOND A PERSONAL SALE 
(From page 244) 


‘Perhaps in volume our special order diamond busi- 
ness will exceed the amount we do on stock items. This 
is because we have convinced the people that there is 
no stone priced so high that we cannot procure it for 
them. Also, we carry a large assortment of stones that 
we mount up specially for the customer who wants. 
something ‘different.’ 

“I know that jewelers in many cities the cize of Laredo 
let this larger business go to the city. We try to keep 
this business at home. And we have learned that the 
home town people appreciate this. They are able to buy 
from a merchant they know personally . . . one they have 
confidence in. 

“But there are occasions when a person wants a stone 
of a certain size and quality, and will not be satisfied with 
less. It is up to the local jeweler to be in a position to 
take care of these customers. 

“T can say, with 48 years’ experience over my shoulder 
that to display diamonds in mass quantity takes half 
their appeal from them. There is a certain amount of 
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sentiment attached with 90 per cent of every diamond sale 
_. and each diamond, therefore, should be a personal 
sib The perfect stone for the right occasion shows taste 
and consideration. For in addition to its commercial 
value, the diamond is a symbol of affection to most peo- 
ple. . - and this fact must be recognized and respected.” 





STAR STONES NOW PRODUCED SYNTHETICALLY 
(From page 246) 


Kraus & Slawson, it is specifically stated on page 134 
that “since it has not been possible to produce synthetic- 
ally rubies and sapphires which show asterism, star 
rubies and star sapphires must have been cut from the 
natural mineral.” The presence of a star in a cabochon 
ruby or sapphire has therefore always been unquestion- 
ingly accepted as final and positive proof that a stone 
was of natural origin, and that belief has been correct 
up to the present time. 

Now, however, the Linde scientists have accomplished 
what has always hithertofore been regarded as impos- 
sible; and star sapphires and rubies, like the faceted 
varieties, must henceforth be divided into two classes— 
the natural and the synthetic. 

The new stones, a considerable number of which we 
have had the privilege of examining, are beautiful in 
color and display perfect asterism. The sapphires range 
from a fairly light blue to the deep rich hue which the 
trade calls Kashmir, and the rubies are that fine shade 
of crimson with just the suggestion of purple which is 
characteristic of what the trade calls “pigeon’s blood.” 
Sapphires on the reddish side of purple have also been 
produced. 

Up to the present time, at least, the Linde Air Products 
Co. states that it has not been possible to completely 
control the exact shades of color of these synthetically 
made stones, with the result that some variation is in- 
evitable. However, all the colors being produced are 
exact duplicates of the various hues found in the natural 
rubies and sapphires. 


PRODUCED AS BOULES 


The material is produced in the form of boules whose 
appearance is exactly the same as that in which the or- 
dinary synthetic corundums are made and the process of 
melting the material and forming the boule is largely 
the same, though there are a few important differences in 
the process, the result of which is to create the asterism. 
Just what these differences are, however, have not been 
made public up to the present time. 

The size of the boules can be controlled within any 
commercially desirable range of size. The stones that are 
being produced range mostly from five to 25 carats after 
cutting, though one stone which came to considerably 
over 100 carats after cutting has been manufactured. 
However, this specimen, Linde states, is, at the present 
stage of development, a freak performance. It is not 
particularly desired to duplicate it anyway, as it is felt 
stones of more moderate size will be more readily mar- 
ketable. 

The Linde firm handles the cutting as well as the 
production of the raw material. They are distributed to 
the jewelry trade by the Max Duraffourg Gem Co., 576 
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#0. the sparkling glitter of 
rare gems in the newest designs of distinction 
by Kramer. Finest Czech rhinestones 
handset in rhodium plated sterling. Luxurious 
Jewel gift boxes available. Nationally advertised 
6 in leading fashion magazines. 


Framer » jewelry comnfuanuy 
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Fifth Ave., New York, who receives the cut stones from 
Linde and in turn, markets them. So far, they are avail. 
able in only limited quantities. 

The stones are graded in three qualities depending 
upon the color, the perfection of the star and the general 
perfection of the stone. The top quality of the finest color 
and free from flaws is priced at $6.00 per carat for the cut 
stones regardless of size; the second grade at $4.50 per 
carat and the third at $3.00. The foregoing figures are 
the prices to the trade in wholesale quantities—that js, 
lots of 100 carats or more. 

Thus, a synthetic star sapphire of a deep rich blue with 
a perfect star and weighing 25 carats may be bought at 
wholesale for $150.00—a mere fraction of what a similar 
natural gem would cost. 

Such a tremendous differential in price might be a 
temptation to the unscrupulous to substitute the synthetic 
for the natural stones, were it not for the fact that these 
star gems like the ordinary corundum, when examined 
under a gemological microscope, disclose the curved 
growth lines or striae characteristic of the ordinary 
synthetic sapphires and rubies. Also, the Linde Air 
Products Co., in order to prevent incorrect identification 
or misrepresentation, is careful to make clear in its ad- 
vertising and literature the fact that the stones are syn- 
thetically produced and not to be confused with the 
natural ones. 

The new synthetic material, therefore, should not be 
viewed as posing a threat to natural star stones, just as 
the availability of the synthetic faceted rubies and sap- 
phires has not injured the value of the natural gems. 
Rather, the new material should be looked upon as some- 
thing which provides the jeweler with an article of mer- 
chandise which he can sell at a price that greatly broad- 
ens his potential market by making it possible for large 
numbers of people to possess a ring or other article of 
jewelry comparable to a fine star gem in appearance even 
though not in intrinsic value. 





FEMININITY ACCENTED IN NEW JEWELRY 
(From page 248) 


and color accents upon jewelry. These monotone colors 
provide an excellent background for diamonds, rubies, 
emeralds, and other precious gems which, while not 
quite as large as they've been used before, are set to 
create a massive effect. 

This mutual dependence between jewelry and clothes 
for fall and winter was dramatically illustrated by the 
Jewelry Industry Council at its recent fashion show, held 
at the Hotel Plaza, New York City. 

The growing trend to more femininity, so apparent 
in new styles for women, was carried out in the new 
jewelry shown. Taking its cue from the “jutting” style 
in clothes—collars, bustles, peplums and drapery—jew- 
elry designers have created a complementing “jutting” 
style in jewelry. 

Pins, brooches, necklaces, earrings and bracelets fea- 
tured large stones—dazzling emerald-cut topaz, aqua- 
marine, amethyst, and a variety of colored semi-precious 
and simulated stones. While this type of jewelry con- 
tinues to be bold, it complements the fashion trend in 
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+s softer, more intricate, and more elegant treatment 
of metal and settings. 

Rings were shown with extended collars topped by 
dome-shaped gems. Diamonds and other gems—precious, 
semi-precious and simulated—were built in rising clus- 
ters, as pendants on necklaces, earrings and bracelets, 
or set-in as domes. 

Throughout, jewelry design matched the clothes in 
nostalgic inspiration. Just as grandmother would have 
found the slim wrapped silhouette and narrow shoulders 
familiar, she would have recognized the delicate air 
that pervaded the jewelry. She would have been de- 
lighted with the lacey effects, the intricate baroque de- 
signs. She could have matched the show’s pendants 
dangling from necklaces, earrings and bracelets against 
favorite pieces of her own. 

The plunging neckline, the square neckline, have 
brought back the three and more strands of pearls and 
one or more strands of diamonds or other gems. These 
necklines, by the way, also call for jeweled clips—clips 
that dramatize and demand attention. 

Wedding rings displayed at the show combined within 
themselves the bride’s “something old, something new.” 
The jeweled band, the half-jeweled band, and the plain 
metal band are still required to solemnize the bride and 
groom’s “I do.” But then there was a departure in an 
unusual arrangement of gold circlets, one above and 
one below the engagement ring, which gave the diamond 
an appearance of greater size. 

Watches were coy and highly decorative. Some were 
set high, with convex crystals, on wide metal bands and 
flanked by garlands of colored stones. There were small 
wrist watches hiding behind jeweled covers, held by 
infinitesimal hinges, both for evening and daytime wear. 
There were simply designed, sturdy wrist watches for 
sports and about-the-house wear, and there were a wide 
variety of gayly jewel-bedecked conversation piece 
watches of both wrist and lapel type. 





DIAMOND IMPORTS UP IN SECOND QUARTER 
(From page 250) 


ports of cut, unset stones were valued at $419,780. The 
majority of the rough came from Australia and most of 
the cut, unset stones came from China, Brazil and Italy. 
More than half the second quarter’s total of both rough 
and cut semi-precious stones arrived during May. 


SYNTHETIC STONES 


A total of 652,642 synthetic precious or semi-precious 
stones were imported during the second quarter of 1947, 
with a declared value of $90,634. The greatest number 
of these came from India, with Switzerland second. 
France and Czechoslovakia sent lesser amounts. 


IMITATION STONES 


Imitation stones worth $1,692,617 were imported dur- 
ing the April-June period, with rough imitation stones 
accounting for $19,941 and cut stones accounting for 
$1,692,617. The great majority of both cut and uncut 
stones came from Czechoslovakia. 


MARCASITES 
Taking a special duty rate, marcasites are reported 
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first cousins in gold... 


Almost twins but not quite—so we 
call these exquisite 14 Karat Bangle 
Bracelets “first cousins”. 
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Tapered barrel with frame. A per- 
fect showcase for a wrist watch. 
In white, yellow or pink gold. In 
any width up to 12”, Illus, 1'4”. 
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Delicately engraved hollow bar- 
rel. Suitable for initialing. Colors 
and sizes as above. 


A complete line of 14K gold 
bracelets, book lockets, cuff links, 


tie clips, money clips, wedding 
bands, chain bracelets and chokers, 
earrings, bobby pins and barettes. 
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separately by the Commerce Department. Real marca. 
sites valued at $54,053 were imported during the period 
and imitations, imported in June only, were valued bs 
$1,146. The real variety was exported by Switzerland 
and France, while imitations came from Czechosolvakia 
exclusively. 





“EARLY CHRISTMAS" SPURS AUGUST SALES 
(From page 256) 


Shopping in August.” And under the cartoon entitled 
“The Gossip Hounds,” Savitt’s ran a large type streamer: 
“This Is No Idle Gossip, The Whole Town’s Talking 
about C.S.].A.” Needless to say, the cartoon’s high. 
readership quotient resulted in a favorable readership for 
the Savitt ads as well. 

Promotion of the “Christmas Shopping in August” 
idea was not, by any means, restricted to newspapers, 
however. Spot announcements at the rate of 16 a day 
on four radio stations plugged the “C.S.1.A.” theme in 
the same fashion as in the newspapers. “Teaser” an- 
nouncements came first, with the statement: “C.S.I.A. 
Yes, Savitt says C.S.1.A. What Is C.S.LA.? Savitt will 
tell you soon.” Then, when public curiosity was at just 
about fever pitch, the announcer finally relented and 
explained: “C.S.I.A. means Christmas Shopping in Au- 
gust. Shop now at low August prices. Take it with you 
or let Savitt lay it away until you want it.” 

The windows of Savitt’s store were also employed in 
the campaign, featuring a wide assortment of merchan- 
dise and, behind, large placards proclaiming the magic 
four letters. A reproduction of a playing card was also 
featured in these placards since Bill Savitt has, for years 
now, been known locally as the “King of Diamonds.” 

Still another effective trick used during the course of 
the promotion was the playing of Christmas music over 
a loudspeaker system. In August, such music is as start- 
ling (and, therefore, as effective) as a one-horse open 
sleigh would be. 

Savitt’s depends, to a great extent, upon the startling 
incongruity of thinking of Christmas in August. Next 
year it is planned to have Santa Claus himself riding 
around Hartford in an open automobile (a sleigh would 
be used but lack of snow prevents it). 

Results of the campaign, according to Bill Savitt, have 
been excellent. Although final figures were not available 
at the time of writing (the promotion extended through- 
out the entire month), preliminary calculations indi- 
cated that August sales were 27 per cent higher than 
August, 1946, with half of the increase in the diamond 
department. “This,” according to Mr. Savitt, “indicates 
that if the thinking customer will buy her furs in August. 
shell buy her diamonds then, too.” 
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MEG. CO. : (From page 258) 


tone. Suitable for line plates are pen and ink drawings, 
cartoons, lettering, typography, etc. 

Halftone Engravings: Halftone engravings are used to 
reproduce illustrations and originals that are in con- 
tinuous tone. They can possess black and white and all 
the grays that are between the two extremes. Photo- 
graphs, wash drawings, water colors, oil paintings, etc., 








THE JEWELERS’ CIRCULAR-KEFYSTONE 




















make excellent halftones. as 
Mine engraving and a ee ne ee between 
a plate glass screen, made by rulin “ alftone uses 
vertical parallel black lines. When ti en and 
ie nae — : short distance in front of thane 
is gansiila 7" he exposure allows the light re 
lly reach negative. However, before thi light 
= Keer es the negative, the image i . this light 
ary — pr: agua different in size. — we 
aii waeind sia r 3 original copy is now oneite ~ ae 
emg owt ots on the negative. Where tos: p y 
Te aeeitiwe ra e or light gray, large dots appe oan 
paps rel conse: Menger the portions bn bl ok 
ss aneative etn or wha small dots are reflect rp 
ote a a ; —— is then photoprinted ed on 
reverse of a on o Consequently, we now hay — 
dots for white op ad large dots for black ary ~ 
al to oe : " varied sized dots for the gra ~ 
halication of Ft with acid and the A : he 
up into dots in ——o drawing or photograph b ‘k : 
sent the ink nove ief on the plate. The dots whi h oe 
~ rying areas, print a a J icn repre- 
tion of tone on paper simulation of grada- 
The half 

may range sagopa may differ in size. The 
inch) to-a fine 200 coarse 50 screen (or 50 lines ‘oan 
the more dots to + oprer The more lines on the oon “s 
of tone. The type : inch and the finer the sradation 
celedea tie _ O — to be used for csiatien rm 
aad aah « n. Newspaper stock is coarse | “ 
ee a ses between 50 and 80 sc me & 
ock will use a screen of 120, 133 or 150 nes 
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HOW TO 
SAVE MONEY ON YOUR PLATE MAKING 


I. Remember that all i 
your ad mu illustrations to be pri 
ee ee : ve , into a plate. Your boca 
aud es ¢ tey 7 newspaper mechanically or e r 
ithaca tinted figs e. ‘Usually, the average local dL. 
egg plies pea evocuamipann of illustration and tn 
1 for plate making is ms ee and save B 
e newspape arged accordin : 
elgg pape cade will usually engrave id ilustra. 
2. If you have a hen — — ai 
graved, paste one illustration ; 
a ease) oe — together on one oh gh od 
aeieay tap oat the E plate of.the lot and ask rw 
of single and indi . apart. This will save you the e 
the illustrations * — plates. Be sure, however re 
thes Bin on the board are either all line te i 
een dienes bt a up a combination of the t a 
3. If your en me “ plate is required for each = 
ad, have the fae d ing is to be used for a new 7 
wise specified, all elivered “unblocked.” > Sr 
a. oa ——- are sent to the customer “w ked 
Senee sepnailiettie = This is unnecessary for pie 
let, magazin n, although required for catal book. 
4. If sa ae — 
hotog subscribe to a mat servi 
ae macun can save oni “then as — 
sagem ed, and will save you the cost f — 
a ing of a half- 
4 ot discard or dest ° 
proofs. The ey ok eng 
rot They cn be ted are end oes apna ven 
newspaper to return them a oa + eth a or 
r files. 
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6. Mats will save you tne cost of making an original 
plate. Usually a mat service supplies mats of all their 
work. These mats, which are cardboard molds of the 
original plates, are used to make metal castings or 
stereotypes for printing purposes. 

7. Save your original drawings and photographs, es- 
pecially when you feel that you may have use for same 
at some future date. With the original, you can make 
halftones in any screen for any printing process. 

8. Get yourself a copy of an Engraver’s Chart. This 
will give you the exact figures from which you can de- 
termine costs in advance of the making of the engrav- 
ing. In addition, discuss with your engraver, the method 
he uses to charge you. Get his “unit key number” and 
compare this with other engravers. The lower the key 
number, the lower your costs. Engravers charts are 
usually free of charge at your local engraver or news- 
paper office. 

Next month we'll talk about direct mail and how to 
utilize this amazing media to obtain most effective results. 





BETTER SELLING FOR BETTER PROFITS 
(From page 262) 


If something is good, why is it good? How did it get 
that way? What makes it worth the difference in cost? 
For example, learn all about the lines you are selling, 
where they came from, the reputation of the maker, 
what they will do for the customer, perhaps how they 


work or operate, what they’re made of . . . and then you 
should be able to state convincing reasons why your 
leading lines are superior to lower-priced products. 


2. Sell Companionaie Merchandise 


Many articles sold in every jewelry store naturally 
go together. Like ham and eggs, like pork and beans, like 
cheese and crackers. 

For example, when people come in to buy a silver 
meat platter sell them the carving set to go with it. 

You'll be surprised at the number of our customers 
who will buy some “extras” with a little explanation of 
their merits. When they show signs of interest or curios. 
ity, follow up by explaining the “whys and wherefores,” 
This is always better than mere high-pressure urging with 
no real “reasons why.” 


3. Sell Larger Sizes or Quantities 


“Let me have a small silver plated water pitcher,” 
requests the customer. 

While you’re showing it, point out that “there’s much 
more service in the larger sizes. Costs you a little more 
but gives you a great deal more value for each dollar 
you spend.” 

“All right, [ll take the larger size,” the customer 
agrees. 

He is satisfied because he is getting better value. You 
are satisfied because you are getting a better profit. 
Yet, how often have you forgotten or neglected to make 
this simple suggestion on all kinds of goods? How 
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often have you taken the easy, lazy, profitless way out 
__wrapping the order in silence and saying nothing? 

Here’s an idea: Get yourself into the “Why-not-buy- 
more?” habit. Create an automatic response on your 
part to every request for small sizes or small quantities ; 
react politely but quickly—and be sure to emphasize 
clearly the additional money's worth that the customer 
gains by buying a larger size or quantity. Most people 
like to save money; they are willing to listen to an 
appeal to their own sense of economy. 

However, no high-pressure. Don’t embarrass the cus- 
tomer because his purchase is modest and he wants it 
to stay that way. If your recommendation doesn’t click 
clearly, let it ride. Don’t oversell—just suggest. The 
latter may help the customer change his mind while 
you're wrapping the package. It happens every day... 
just from polite suggestions. 


4, Sell Something New 


The manufacturers of many well-known lines which 
you carry frequently introduce new items onto the mar- 
ket; other brand new merchandise is also being brought 
out. Usually promoted by substantial advertising or 
direct mail campaigns, these items come to the atten- 
tion of your customer and you can cash in by proper 
emphasis. 

Ask your customer, “Have you tried so-and-so yet? 
Something new and something very good.” 

“Well,” your customer may reply, “I’ve seen and 
heard a good deal about it lately. How is it?” 

“Excellent,” you might answer, “it’s backed by the 
reputation of one of the best companies in America. 
Everybody who tries it likes it.” Then invite the cus- 
tomer to make a trial purchase along with his order. 

“Something new’-—that phrase packs power. Think 
how many times in the course of every selling day these 
two words might be used by you and your associates 
to capture the customer’s attention. People are always 
interested in something new or different. 

Try this: Reach for almost anything that has recently 
arrived in the store—and say, “Mrs. Smith, I’d like to 
show you something new and different.” Watch the 
magic of the phrase work; see how interested Mrs. Smith 
will be. 

After that, of course, you must follow up with some 
solid facts. While sales appeals on newness alone make 
an effective “opener,” they wear off quickly unless backed 
up with evidence of quality or value. 

With all extra-selling methods it pays to take the long 
view . . . consider how all your sales attempts may af- 
fect the purchaser’s status as a regular customer. He 
won't resent reasonable suggestions regarding increases 
in quantity or quality, he may even welcome ideas re- 
garding companionate items or new merchandise, or on 
money-saving sizes and quantities. But nobody wants to 
be forced! 

The art of selling more to each customer, therefore, 
does not mean overloading him with more than he can 
afford or needs to buy. Such tactics are bad for any 
jewelry store in the long run. There are plenty of oppor- 
tunities to sell more, if you will just grasp them, by 
making the customer aware of his complete needs, by 
more satisfactorily filling his desires, by giving him 
better quality . . . or variety, style or savings. 

(To be continued) 


FOR OCTOBER, 1947 























MERS 


for Every Sports 
and Industrial Need 











Write for latest Catalog 


JULES RACINE & COMPANY 


20 WEST 47th STREET, NEW YORK 19_N. Y. 





297 




















Specializing in diamond cutting to the exact 
requirements used in the manufacture of rings, 
bracelets, brooches, and all fine jewelry. 


Your requirements can be quickly and reliably 
filled from our completely equipped factory 
located in New York City. 


Write or wire your specifications. A quotation 
and delivery date will be sent to you immedi- 
ately. 


FELDMAN & RAUCH 


2 West 47 Street New York 19, N. Y. 
Longacre 3-1951 Bryant 9-1899 
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SYNTHETIC STONES 


Ruby Cushions 
Garnet Octagons 
Kunzite Ovals 
Alexandrite Antiques 
Blue Sapphire Rounds 
Rose Zircon 

P h 
Golden Sapphire rhe — 

; ovettes 

White Sapphire 

Barrels 
Blue Spinel : 
White Spinel Stietts 
Peridot Hexagons 
Aquamarine Triangles 
Zircon Fan shapes 
Emerada Tourmaline 

ANY SIZE 


FACETS—BUFF TOPS—CABOCIIONS 
GEM STONE DRILLING 








Precision Cut In Our Own Plant — 
One Of The Largest In The Country 


METROPOLITAN GEM 
CORPORATION 


Importers & Cutters of Semi-Precious Stones 


12 John Street New York 7, N. Y. 
COrtlandt 7-0584 
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CROMPTON TRANSPARENT WELVET 
At this Low Price: $ 7.25 Yard 


Subject to Prior Sale 





The "Regal Cloth" . . . unsurpassed for jew- 
elry display! 39/40 inch Rayon Transparent 


Velvet. First time since the war such a wide 
ttf ale range of colors has been offered. Order today 
J / while supply lasts. Use handy coupon below! 






a) 


iy: B.A “Everything for Disjlay” 


NATT LEVY DISPLAYS 
5 SOUTH HANOVER ST., BALTIMORE 1, MD. 


Please send us: 
___ YDS. TROPIC ORANGE 


‘ited : RE ___ YDS. COSMIC BLUE 
a aoe a ___ YDS. BERMUDA SAND 
___ YDS. ROYAL BLUE ___ YDS. ROUILLE RUST 
—__ YDS. STEEL GRAY __. YDS. GAETY GOLD 
—__. YDS. WHITE __ YDS. SAPPHIRE 

—___ YDS. BLACK —___. YDS. CARDINAL 
—.-YDS. DUSTY PINK ___ YDS. AVIATOR BLUE 
—__ YDS. CERISE —_. YDS. CARMEN ROSE 
— YDS. AQUABELLE —_— YDS. REDWINE 








Total yardage @ $1.95 Yd. $ — 
NOTE: UNRATED ACCOUNTS SHIPPED C.O.D. 
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Can You Help Me? 
My Display Problem Is 


by VIRGINIA DIXON 


Readers’ questions about window and inside-store display 
will be answered in this department each month by Miss Vir- 
inja Dixon, one of America’s topnotch display experts whose 
talents have been brought to a focus on the jewelry field. Miss 
pizon is already well known to JC-K readers as the author of 
many stand-out articles on jewelry store display. 


HAVE been very much intrigued with the mirror 

window displays which Lord & Taylor in New York 
use from time to time. This mirror background seems 
to multiply the mannequin figures and decorative ma- 
terial many times and gives a most unusual and fascinat- 
ing effect. I am wondering whether any such mirror 
device is available for jewelers.—R. W. 

Answer—You are quite evidently referring to the 
Shipman patented mirror displays which many depart- 
ment stores throughout the country have been showing 
for the past few years. These do permit fascinating ef- 
fects and have been used most successfully. 

Up to date these displays have been offered on an 
exclusive franchise basis chiefly to department stores, 
but Mr. Shipman tells me that because of the many 
requests from jewelers he has built a model of a 
unit especially designed for jewelry store use. Construc- 
tion on the model has just been completed and he is 
making arrangements for fabrication of these units on 
a quantity basis. This is the first time anything of this 
type has been offered to jewelers. Where desired, if 
request is made in time, this device will be available on 
an exclusive—one store in a city—basis. 

Mr. Shipman appears to be the original man who did 
it with mirrors! The patented design of these units per- 
mits an amazing and dramatic appearance of depth, dis- 
tance and perspective in even a very small window. The 
window actually appears enlarged eight times and mer- 
chandise as well as decorative material is shown from 
eight different angles. The advantage of achieving such 
an effect of depth in the customery small limits of a 
jewelry store window is, of course, obvious. In addi- 
tion, small pieces of merchandise are emphasized dra- 
matically by the repetition of their appearance in the 
window—in each case from a different and flattering 
angle . . . and a modest collection of pieces will appear 
to be an unlimited assortment . . . ten diamonds become 
eighty . . . and so forth! Confusing, possibly, to your 
insurance man, but most impressive to your customers! 

For information about these displays write to Frederic 
Shipman Studios, 512 Fifth Avenue, New York, and if 
possible visit the studio and see the variations of this 
idea in model windows. 


A= there any agencies which specialize in handling 

placements for display personnel? The average em- 
ployment agency, at least in New York, does not seem to 
have either openings or personnel for display positions. 


—S. D. 


Answer—There is a new agency in New York which 
has realized this need and has opened a department to 
service the display field exclusively. They offer voca- 
tional guidance and counsel to beginners wishing to get 
into display as well as offering selected and experienced 
registrants for all types of display jobs. The name is 
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a Attractive, compact, really useful, Trifold — 


- has all the features of the famous Merzfold . 
__ —a roomy, nonspill pocket, ample bill space 
__ plus a mirror and handy place for lipstick, 





matches or cigarettes. Nylon fabric, nylon ~ 
stitched. 24 kt. gold-filled frame. Certain to — 
_ become one of your best-sellers. $30.00 doz. — 
] Also available in FASHION STRIPES _. 
and SILK PLAIDS . $15.00 doz. 


Famous. MERZFOLD 


In FASHION STRIPES — SILK PLAIDS and 
MOIRE ... . . $7.50 and $9.00 a doz. 















- STREAMLINER. . . 








. $10.80 adoz. } 





Alt, F.0. MERZ & CO. 


QUALITY 


104-6 N. 63rd St., PHILADELPHIA 39, PA. 
225 FIFTH AVE., NEW YORK 10, N. Y. 
PARKER HOUSE, BOSTON 7, MASS. 
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PAST MASTER RING 


This handsome, 14 Kt. Gold Past 
Master Ring is a Symbol of Service, 
and an excellent example of our 
craftsmanship. 


Consult Wefferling, Berry & Co., past 
masters in the art of manufacturing 
fine emblematic jewelry, for your 
every need. 
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M. BONN COMPANY 


713 PENN AVENUE 
PITTSBURGH, PA. 


& 
DISTINCTIVE LINE OF 
COSTUME JEWELRY 
DIAMONDS 
WATCHES 
STERLING FLATWARE 


and 


HOLLOWWARE 


ESTABLISHED 1870 











Heyco Creations 


Presenting our new tine of 
compacts and 


cigar elle cases. 





RETAILING FROM $2 to $15 


JULIUS HEYMANN CO. 
307 FIFTH AVE. © NEW YORK 


—————— 
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er Builders, at 35 West 53rd Street, New York City. 


Care 
SHOPPING NOTES 

HEY continue to do more and more fascinating things 
T with glass! Now there is a glass netting! It is called 
Vitronet and lends itself to all sorts of rich and festive 
effects. With Christmas approaching it will find all 
sorts of uses for festoonings and canopies and drapery- 
treatments on a large scale. 

It is excellent for such purposes for, of course, it is 
one hundred per cent fireproof. It comes in ten colors 
and is said to be less expensive than the usual nettings. 
For samples and prices, write Radiant Glass Fibers Com- 
pany, 208 East 27th Street, New York 16, N. Y. This 
frm is also offering a material which they call Crystal 
Lace Matting—glass threads whirled into a delicate lace- 
like pattern, compressed into sheet form, and ready for 
cutting and shaping into an infinite variety of shapes 
and forms. This also is fireproof and is available in a 
good selection of colors as well as white. 

Something new in signs are W. L. Stensgaard’s Comura 
Adhesive Blanks. They are just what the name implies— 
blank—ready to be lettered—signs which will adhere in- 
definitely to any smooth hard surface with only light 
pressure to apply it. They can be removed with equal 
ease without harming the surface in any way. They are 
available in six good-looking ribbon and scroll patterns 
in several color selections on white and in thirteen sizes 
—smallest 644” x 4’—largest 19” x 12”. Copy may be 


lettered in almost any medium—water color, japan, 


crayon, chalk, ink, etc. Watercolor, crayon and chalk 
may be washed off and blanks used again. Sales mes- 
sages, directional information, or any other copy may be 
applied readily to plate glass windows, wall surfaces 
that might be marred by other means, metal surfaces that 
will not hold staples or tape. Can be ordered in large 
or small quantities from W. L. Stensgaard & Associates. 
Inc., 346 N. Justine St., Chicago 7, Il. 

For more permanent sign installation, cut-out wood 
letters are smart and efficient. There are several good 
sources for these signs. Spanjer Bros., 267 Mt. Pleasant 
Ave., Newark, N. J., suggest for most interior signs a 
a” high, 144” thick plywood letter with tab base which 
fits into track moulding provided in proper length. These 
letters are offered with lacquer finish in any of 10 stand- 
ard colors, or matched to your own color sample, or 
sanded ready for finishing. Maypole Wood Products 
Company, 1910 W. Maypole Ave., Chicago 12, IIl., offer 
similar lettering in 6” size. On the west coast, Mitten’s 
Letters, 222 West 5th, Redlands, Calif., have a very 
complete selection of all types: of cut-out letters, with 
tabs for insertion in track, with sanded backs for glueing 
in place and with pin backs to be pressed into any soft 
surface. The pin-back letters are useful for temporary 
window display installations for putting short copy on 
background or floor or other surface. 





Jeweler Disputes Claim to Narrowest Store 

With a store front measuring barely six feet across, 
Albert Grosby, manager of Queen City Jewelers, St. 
Clair St. West, Toronto, claims to have the narrowest 
store in that city. Disputing a story which appeared in 
a Toronto evening paper recently giving the “narrow 


‘Store front championship” to another firm, Mr. Grosby 


says he beats that contender by more than six inches! 


FOR OCTOBER, 1947 











Sl ishiyy, \s 


To retail at $22.50 
Less 1/6—40%. 
Delivery app. 15 days 
We regret these are limited. 
Orders will be filled 


in order of receipt. 


iis Call it Game Shears 


or Poultry Shears, it 
is the finest Thanks- 
giving and Christmas 
item in the jewelry 
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gauge Sterling Silver 
handies, made by one 
of America's top-notch 
sterling silver manufac- 
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Georgian pattern . 
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tempered carbon stee! 
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Heirloom Styles ... 
by SCHNEIDER 


To satisfy the current de- 
mand for antique jewelry 
and reproduc'tions, 
SCHNEIDER presents 
individually styled rings 
and earrings to match; 
in gold, diamonds and 
precious stones on a 
background of French 
enamel. 

Send for full particulars 
of the complete line 
NOW. Address dept., 
JCK. 


D. SCHNEIDER 
Antique and Modern Jewels 
74 West 46th Street New York 19, NY. 
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FEINSTEIN BROS. 


thanks you for your enthusiastic 
response to our New 1947 cata- 


log. You can still obtain your 


FREE copy by writing us at once. 
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WATCHES AND DIAMONDS 


AND DISPLAYS 















TOOLS AND FiNDINGS 





We corry a complete line of 
watchmokers ond jewelers sup- 
plies. Buy from FEINSTEIN BROS, 
where quality and service hes 
been the keynote for the post 
twenty-five yeors. Te eee 
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Something New in Fashion Shows 


Taking a cue from the big horse races being staged 
‘n many sections of the country, a dozen of the leading 
merchants of Monrovia, Calif., recently staged a unique 
show that was an outstanding success—financially, so- 
cially and commercially. The affair was held at the Wo- 
man’s Club, who sponsored it. Invitations were sent out 
to a fashion show and tea, and more than 400 leading 
socialites of the community attended. The event was 
played up extensively in the daily paper, so that hundreds 
who did not attend were given accounts of the styles, 
and had it proved that it was not necessary to go to the 
metropolis in order to secure the latest in smart modes. 

The stunt was described by the manager of the George 
N. Boyer, Jewelry Co., who supplied the costume jewelry 
for all the models, as follows: “Our spring style show 
was conducted in the manner of a day at the races, the 
program being in the form of a race track card, with 
ten events. Each ensemble modeled was named after a 
famous race horse—Sea Biscuit, Whirlaway, and others. 
Each ‘race’ had six entries, featuring tailored suits, form- 
als, dinner frocks, sports wear, etc., with appropriate ac- 
cessory jewelry for each. 

“Across the middle of the stage there was a huge floral 
horseshoe of gardenias and orchids and through this each 
of the models entered. Baskets of white chrysanthemums 
flanked either side of the stage. Tickets for the tea and 
Horse Race Style Show were sold by the woman’s club at 
$1.00 each, and every seat was taken. To add to the in- 
terest and good will, a number of merchandise door prizes 


were given by several of the merchants. Before each , 


‘race’ the mistress of ceremonies gave a brief talk on cos- 
tume jewelry, stressing the type appropriate for each 
class of costume, and also suggested the possession of at 
least four complete sets, which could be arranged in a 
score of fascinating combinations to lend a fashion accent 
to each of milady’s ensembles. 





TIME TO START YOUR CHRISTMAS PLANS 
(From page 270) 


double barrelled or triple threat timekeeping combination 
consisting of a woman’s watch for the little woman, a 
girl or boy’s wrist watch for the teen-ager and either a 
watch for grandfather, mother or father in law, or a 
Mickey Mouse wrist creation for little toddling Junior— 
all at a special pricing if purchased at the same time. 

A Seattle, Wash., jeweler has started the Christmas 
ball rolling with a special trade-in scheme. “Cash in your 
old jewelry to build Christmas credit now” is the theme 
of his August drive for holiday business. Old items of 
jewelry brought in to the store are bought by the jeweler 
with the “credit” secured used as a payment toward the 
purchase of Christmas gifts if the customer so desires. 
Gifts bought now are held on the lay-away plan for the 
customer until Christmas. 

These are but a few of the ideas that could be used 
by other jewelers or varied upon to suit their individual 
needs. Whether you can apply them to your own store 
of course, depends upon you. The important thing is to 
begin thinking about your Christmas promotion right 
now. 








HERE’S WHAT’S BEST IN A 


STAKING SET... 









"SNAP, IT'S IN- G & F 


SPRING, (T'S OUT” 
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Viuanteed yy and trouble saver for 
G é 


Staking Sa 





MANUFACTURING 


1217-1219 Frankford Avenue. 


MULTIPLE-TESTED FOR 


CONCENTRICITY AND 
HARDNESS! 


1. Speedy, simple, and easy to op- 


the jewelry and watch repairman. 
3. Punches, stumps, and staking 





hea tool completely guaranteed. 
4. Punches have smooth lapped 
finish on outside. 


5. Each punch individually tested 
for hardness. 
6. Die has solid flat surface with- 
out counterbore in center to in- 
terfere with larger work. 
7. Hardness tested to a Rockwell 
65c or better. 


8. Punch bushing has adjustable 
built-in spring to control fit. 

9. Set consists of 100 precision 
punches, 20 stumps, and staking 
tool. 

10. Attractively assembled in a 
modern hardwood box. 


PRICE: $72.00 





COMPAN Y 


PHILADELPHIA 25, PA. 
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Watechmaking Schools Defended 


The direetor of a New York watehmaking school takes exception 


to the article “‘Edueation or Enterprise?” published in this 


magazine last month, and challenges some of the statements. 


The author supports his original article in an appended reply. 


EDITOR'S NOTE: Always anxious in the interest of 
fairness to provide a hearing for proponents of both 
sides of a question JC-K publishes, herewith, a reply 
to the article “Education or Enterprise?” which 
appeared on page 338 of this magazine last month. 
However, since the critic of the article has apparently 
drawn a number of erroneous conclusions, the author’s 
defense has been appended to the criticism. With the 
exception of bracketed numerals preceding each par- 
agraph (inserted to make the rebuttal simpler) the 
criticism is published exactly as written by Mr. Grey. 





R. DUGGAN’S ARTICLE was probably meant to 
be informative. However, the average reader -in 
the trade will accept his concluding sentence, “form your 
own conclusions on the basis of the facts presented” as 
meaning that it was Mr. Duggan’s intention to condemn 
the private trade schools offering courses in watch repair- 
ing and the jewelry trades.” | 

I do not wish to take up much space with my reply. 
I shall therefore state the case for the schools in what 
may be called staccato style. 

[1] The article in question appears to confirm the 
opinion of the schools that it is always “open season” 
for. finding fault with these institutions—the private trade 
schools in particular. Questionnaires had been sent out. 
The items to be answered were inadequate, both as to the 
number of items and information content requested. As 
a source of mere numerical statistics, they lacked data 
in aid of sound interpretation. This naturally led to 
statements which call for a clarifying reply. And now 
for the rejoinder. 

[2] As to 1.—[“Although there are obviously a num- 
ber of second-rate schools teaching jewelry subjects, every 
one responding to the JC-K questionnaire states that it 
has the approval of both the State Board of Education 
and the Veterans Administration.” ] We accept this state- 
ment insofar as it represents that all the responding 
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by ARTHUR J. GREY 


Director 
Metropolitan Training Center 
New York 


schools have the approval of both the State Board of 
Education and the Veterans Administration. However, 
there is a distinct difference between approved schools 
and licensed schools. In the State of New York a school 
is licensed only after a most thorough and exacting survey 
of the various factors that make a school a real institution 
of learning. In most of the States of the Union a mere 
approval is sufficient. This is granted upon the basis of 
a formal application, without scrutiny. Of all this, later. 

[3] As to 2—[“Of 59 institutions answering the 
JC-K questionnaire, 35 (well over half) have started 
since 1939. Of this 35, two-thirds (23) have come into 
existence since 1945.”’] It is quite true that many schools 
have come into existence since 1945. But the conclusion 
reached further on: [“How many men currently taking 
courses in nearly 100 schools throughout the country are 
being properly trained?” ] is in no way supported by 
facts. 

Just what virtues are inherent in a school that came 
into existence before 1945—or even 1939, or beyond? 
Must a building be old? Must equipment be old? Must 
the course be old? Must instructors be old? What are 
the inherent virtues of these particular features of a 
school that commands respect merely upon the basis 
of age? 

Supposing a school is housed in a new building. 
Supposing the school has new and modern equipment. 
Supposing the school has a course, which before approval, 
has passed the critical scrutiny of experts in the trade, 
as well as individuals conversant with modern pedagogy. 
Supposing the instructors were both young and old, but 
all with mature experience and familiar with modern tech- 

(Please turn to page 313) 
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Co-ops Deprive U. 8. 
Of $3 Billion Yearly 





by DAVID B. CHASE 


HE Treasury is appalled at the fact that some five 
billion dollars in gross income yearly escapes taxa- 
tion through a gigantic loophole in our tax law. This 
huge gap makes a mockery of our so-called water-tight 
taxing system. The march of the billions of dollars 
through this gap greatly dwarfs in amount the income 
that is undeclared by the tax evading racketeers, and the 
thousands of unscrupulous business men who shift their 
tax burdens to the vast army of harassed taxpayers. A 
host of Internal Revenue Agents are always hot on the 
trails of these gentry. But more than 800 thousand tax- 
exempt organizations form that privileged class in Ameri- 
ca whose $5 billion of income are beyond the reach of 
the outstretched hands of the Government. These march 
through the gap in our taxing system, under the wistful 
eyes of the Treasury, but with the acquiescence if not 
the blessing of the law. 

These privileged tax-exempt organizations fall into two 
broad groups. One group, comprising mainly charitable, 
scientific and other philanthropic organizations, with 
labor organizations as a runner-up in size, are primarily 
engaged in non-business activities. The other and most 
important group, with over $3 billion dollars of annual 
gross income, is primarily engaged in business activity. 
Free from the burden of income taxation this group is 
growing by leaps and bounds in the face of loud out- 
cries by competitive business. The largest single classi- 
fication in this group is the Farmers’ Cooperative Mar- 
keting and Purchasing Associations. In number they are 
about 18 per cent of this group, but their gross incomes 
are about 70 per cent of the total in the group. _ 

During the earlier years of the income tax system, 
tax rates were relatively low, and tax-exempt organiza- 
tions could thrive with the blessings of everybody. They 
were no real threat to business in general. Neither did 
their tax-free existence mean any substantial loss of 
revenue for the Treasury. But the parade of the years 
have brought many costly burdens to the Government 
that were reflected in higher tax rates. Sheltered by tax 
freedom, the tax-exempt organizations have grown into 
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DAVID B. CHASE 





Editor's Note: The author, David B. Chase, is a mem- 
ber of the New York and New Jersey Bars and a 
partner in the New York accounting firm of J. K. 
Lasser & Co. He is a lecturer on Federal taxation at 
New York University, a frequent lecturer and con- 
tributor to professional and general periodicals on 
the same subject, and has assisted in the writing of 
several published books dealing with Federal taxa- 
tion. Mr. Chase was assisted in the preparation of 
this article by Charles H. Epston who did much 
valuable research on the subject. 





formidable competitors to business. Private business 
organizations, groaning under this competition, are of 
course placed under a gross disadvantage because they 
carry the tax load of their competitors as well as their 


own. 


COOPERATIVES—THEIR ANATOMY 


Simple in principle, but usually elaborate in operation, 
a cooperative is, in theory at least, a pooling organiza- 
tion. Producers pool their products to save money in 
marketing and distributing them, or purchasers pool 
their purchasing power to buy goods at lower prices. 
Though there is a great deal of overlapping, these co- 
operatives can be classified as cooperative marketing or- 
ganizations, consumer cooperatives, and wholesale coop- 
eratives. Huge buying power and distributive resources 
make possible ownership and operation of producing and 
manufacturing organizations that cannot be readily dis- 
tinguished from those owned by private corporations. 

The cooperative crept into the economy as a favored 
instrument for self-help and has been coddled by both 
state and federal legislation. It was an organization that 
was powered primarily by the loyalty and aid of its 
membership rather than by capital. It was designed to 
be the mere expression of the will of its membership— 
their alter ego—and be conducted as an agency rather 
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than as an entity with an economic personality and 
autonomy of its own. Only enough capital was required 
to lubricate it as an engine of agency. No such selfish 
concept as “profits” could be compatible with its exis- 
tence. All who banded together in the cooperative pool 
shared in the common benefit in proportion to their in- 
terests in the flow of goods that passed through the com- 
mon pool and not in proportion to any capital contribu- 
tion. Each member had a vote, regardless of the size of 
his capital contribution, or even the volume of the flow 
of goods he caused to or from the common pool. This 
characteristic of the cooperative still persists, and voting 
power is not in proportion to capital ownership as in 
the case of private business coporations in general. 

The original forms of the cooperative still persist even 
though they have taken on the characteristics of the 
business corporations in adapting themselves to their 
economic environment. The difference between billing 
price and costs continues to be called “savings” and not 
“profits.” These latter, when distributed, are still eu- 
phemistically called “patronage refunds” and not divi- 


dends. 


come from investments, make profits from Customers 
who are non-members, and derive income from a variety 
of sources that have little or no relationship to the cy. 
rent contributions of members. 


COOPERATIVES IN OUR FREE MARKET ECONOMY 


Our whole free markei enterprise system is predicated 
on the fact that the low-cost, efficient producer will be 
the one to grow and thrive. His compeition will help de. 
termine the market price. That price will be low enough 
to drive out the less efficient producers or force him to 
make technical or other improvements that will main. 
tain his competitive position. Thus competition is geared 
to the public welfare. It is the force that makes for low 
cost production and distribution and thereby raises the 
standards of living of all of us. In those sectors of the 
economy where competition cannot effectively do its work 
—the public utilities, for example—government steps in 
to regulate or do the work itself. : 

Both cooperatives and private business employ the 
same factors of production. They bid for materials, 
labor, facilities and other factors in the same markets. 


Although originally organized as consumer enterprises, cooperatives 


are now ‘big business’ and, because of an odd loophole in the law, 


they enjoy immunity from many taxes paid by regular businesses. 


COOPERATIVES AS “BIG BUSINESS" 


But cling as they do to the old nomenclature, with an 
eye to tax and other benefits, the cooperatives have gen- 
erally taken on the contours of big business as developed 
by the private business corporation. The techniques of 
production and distribution are shaped by economic fac- 
tors, not by preconceived theories. Both the private cor- 
poration and the cooperative have been evolved in the 
same kind of economic environment. It is small wonder, 
then, as instruments for production and distribution they 
work alike and look alike. | 

The incomes of both are earned with the use of capital. 
The management of both is by professional managers 
who represent the absentee beneficiaries. These managers 
are judged by their effectiveness in making the invested 
capital produce results. Whether these results are called 
“profits” or “savings” may pose a problem for seman- 
ticists, but they pose no problem for the member-bene- 
ficiaries. The pay-off is always in the same kind of dol- 
lars, whether they are called “patronage refunds,” 
“patronage dividends,” are just paid “dividends.” 

The unvarnished truth is that cooperatives that ‘sprang 
into existence as mere agencies of their patrons have be- 
come economic beings in their own right separate and 
apart from their patrons. They accumulate capital by 
plowing back profits in the form of reserves just as 
private corporations accumulate surplus. They have in- 
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They distribute produced goods that ultimately reach, in 
one form or another, the same markets. Give one an 
advantage over the other—whether that advantage is a 
direct subsidy or freedom from taxation—and you dis- 
turb the autonomous workings of the free competitive 
markets. No longer does the most efficient enterprise win 
in the competitive struggle. The result is greater costs 
higher prices, and lower standards of living. In this era 
of high tax rates freedom from taxation gives an in- 
superable advantage to the cooperatives. They crowd out 
more efficient producers at great social cost. Moreover, 
the taxes they escape are loaded upon the backs of other 
taxpayers. 

The rapid growth of cooperative enterprises can be 
attributed in large measure to their freedom from taxa- 
tion. In the food industries, grain trade, the oil indus- 
try and in retail trade they have taken increasingly 
dominating positions. If these positions could be main- 
tained without the effective subsidy of tax exemption 
they would be justified. If cooperatives have a superior 
form of organization that superiority would show up 
were tax exemption denied. 


TAX CONSIDERATIONS—PATRONAGE REFUNDS 


The controversies relating to taxation of cooperatives 
rage mainly over several major issues. 

The argument of the cooperatives that relates to 
(Please turn to page 338) 
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STATE ASSOCIATIONS ORGANIZED IN 1890'S 
(From page 274) 


met in Philadelphia on August 20th and a new charter 
was drawn up and approved. 

This, actually, was just about the last informative ma- 
terial about the organization to be found in the pages 
of THE JEWELERS’ CiRCULAR for the ’90’s. In 1898, Gen- 
eral George H. Ford, president of the Connecticut Jewel- 
ers and Opticians’ Association, stated: 


“There is nothing to say at this time [about -the 
National Jewelers Association] except that the asso- 
ciation remains in the same state as when organized, 
simply awaiting the time when manufacturers, retail 
dealers and jobbers ... all arrive at the state of mind 

. when they feel it will be to their manifest interest 
to unite in an organization for the protection of the 
business interests of all...” 


From that time onward no further mention seems to be 
made of the group, although it is highly probable that a 
dormant sense of pride in the all but defunct organization 
caused some of its members to organize opposition in 
Rochester, in 1906, when ANRJA came into being. Con- 
temporary accounts indicate that two camps were in ex- 
istence at the time: the American Retail Jewelers Associ- 
ation (organized in Detroit in 1902) and the “National 
Jewelers Association,” the existence of which some peo- 
ple have denied and others have puzzled over. Legend 
has it that ANRJA evolved from a consolidation of the 
names of these groups and, from the facts given above, 
this does seem more than likely. 

Although the “National Jewelers Association” appears 


to have gone into a state of suspended animation around 
1897-98, not appearing on the scene again until 1996 
(and then only briefly enough to lend the wor 
“National” to a new organization! ), it did have the effect 
of fostering the organization of state trade associations. 
Although the five states originally forming the “Nationa] 
Retail Jewelers Association of the United States” naty. 
rally pre-dated it, organizations in some eight other 
states, existing prior to 1900, can probably be traced to 
its existence. New York, Kansas and«Wisconsin are most 
certainly indebted to the National association by the 
admission of one of its presidents, and Mississippi, Lowa, 
Massachusetts, Nebraska and Connecticut probably are 
also. If: Minnesota, Georgia, Kentucky, Indiana and 
Michigan actually organized (as is hinted at but never 
stated positively), they, too, are probably indebted to 
the ill-fated group. 

The following is a list of the states having (or sus. 
pected of having) retail jewelers associations prior to 
1900, together with the probable dates of their organi- 
zation: 

Alabama, 1892 
Connecticut, 1897 
(Georgia, 1893? ) 
Illinois, 1892 
(Indiana, 1894. ) 
Iowa, 1894 
Kansas, 1894, 
(Kentucky, 1894?) 
Massachusetts, 1895 


(Michigan, 18967) 
(Minnesota, 18937? ) 
Mississippi, 1893 
Missouri, 1887 
Nebraska, 1894 
New York, 1894 
Ohio, 1892 
Pennsylvania, 1889 
Wisconsin, 1894 
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A few years after the turn of the century, organization 
of state RJA’s began in earnest. The Michigan associa- 
tion, which was to father ANRJA a few years later, was 
organized in 1903 and according to THE JEWELERS’ Cir- 
cuLaR for July, 1906 (when ANRJA was organized), 
eleven states had associations which had previously been 
organized. Some of these were probably remnants of 
the National association, Connecticut certainly was since 
a story in the CrRcULAR stated that the group “reorgan- 
‘zed the old, unactive association.” In July, 1906, just 
before the impending Rochester convention, retail jew- 
elers’ associations were formed in Alabama, Illinois, New 
York, North Carolina, Oklahoma, Pennsylvania, South 
Carolina, South Dakota and West Virginia. 

Following is a list of states which had retail jewelers’ 
associations as of July, 1906. Not all of these states 
were represented at the Rochester Convention which or- 
ganized ANRJA, but accounts of their organization 
meetings or proof of their existence is to be found in 
published records of the period: 

Alabama (organized 1906) 

Connecticut (original group, reorganized in 1906) 

Illinois (organized 1906) 

Georgia (in existence in 1906) 

Iowa (in existence in 1906) 

Kansas (in existence in 1906) 

Massachusetts (in existence in 1906) . 

Michigan (organized 1903) 

Minnesota (in existence in 1906) 

Mississippi (in existence in 1906) 

Nebraska (in existence in 1906) 


New York (organized in 1906) 

North Carolina (organized 1906) 

North Dakota (in existence in 1906) 

Oklahoma (organized 1906) 

Pennsylvania (organized 1906) 

South Carolina (organized 1906) 

South Dakota (in existence in 1906) 

Tennessee (organized 1906) 

Texas (in existence in 1906) 

West Virginia (organized 1906) 

Wisconsin (in existence in 1906) 

The extent to which jewelers had formed state associa- 
tions at the time of ANRJA’s founding can be seen, at 
a glance, from the map which accompanies this article. 





JEWELRY TASTES SIMPLER, SURVEY SHOWS 
(From page 230) 


rings that sold for $500 or more were of platinum. The 
same trend was discernible as far as diamond wedding 
rings were concerned, with but one exception. Of the 
wedding rings retailing for $500 or more. 90 per cent. 
were of platinum. This information might be useful to 
newer merchants or jewelers with expanding volumes. 


PROMOTION 


Jewelers feel that more money must now be spent on 
promotion. In response to the question: “What per- 
centage of his sales should a jeweler spend on advertis- 
ing?” the majority said between 5 and 6 per cent. Many 
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said they would spend over 6 per cent if necessary, Last 
year’s Arnstein Survey showed that the majority of jewel- 
ers would only spend about 4 per cent on advertising, and 
many in small communities felt promotion was useless, 
This year, jewelers in the smaller communities are more 
promotion-minded. 





MORE SELLING FACTS FOR SALESMEN 


About 90 per cent of the jewelers believed that lessons 
in retail diamond selling, printed in pamphlet form, 
should be given to retail diamond salesmen and that a 
wide range of topics should be covered. Such a course, 
jewelers claimed, would give salesmen more facts, and 
that would give them more confidence. Moreover, when 
customers talk to salesmen who can answer questions in- 
telligently and in a straightforward manner, they, in 
turn, will have confidence in the salesmen and therefore 
in the store. Arnstein Brothers & Co. state that they are 
preparing such a course. 

Other suggestions for increasing diamond sales in. 
clude: 

1. Good displays that are changed frequently. “They 
are your best salesmen,” a New York jeweler aptly states, 

2. Multiple selling. Suggest the sale of a wedding ring | 
at the time an engagement ring is sold. If the second sale 
can’t be made immediately, then follow through with a 
letter or call. 

3. Good advertising that does not exaggerate or con- 
tain misleading information. 

4. Customer lists. Many jewelers claim they get excel- 
lent response by giving customers gift suggestions, via 
mail or telephone, particularly for occasions like gradua- 
tion, St. Valentine’s day, etc. “There is nothing like a 
good customer list,” an eastern jeweler observes, “and 
that list should contain as much personal information as 
possible. Only the other day I sold a man a diamond 
bracelet by calling him three weeks before his wedding 
anniversary and suggesting that as a gift.” 

5. Wearing diamond jewelry. Of course, say retailers, 
salespeople or owners of stores can’t wear a number of 
diamond jewelry items at one time. But each person in 
the store should wear at least one piece of diamond jew- 
elry and there should be a sufficiently wide variety of 
items. People coming into the store might very well be 
influenced by these “living displays.” 

6. The promotion of diamond scarf pins and diamond 
cuff links as essentials of good dress. Eliminate the pos- 
sible feeling that the wearing of such items is “exhibi- 
tionism.” 





FEEL TAX RETARDS SALES 


Jewelers throughout the country also felt that the pres- 
ent 20 per cent tax on diamond jewelry retarded sales. 
“I observe,” remarked one jeweler, “that some people feel 
that the tax will eventually be eliminated and they are 
waiting for that day to make their purchases.” 

“We jewelers,” commented one very large retailer, 
“must roll up our sleeves and work. If we use good mer- 
chandising methods, give people value, and really go after 
business, we'll do well. There are sixty million people 
employed in our country right now. What greater po- 
tential for sales is needed?” 
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WATCHMAKING SCHOOLS DEFENDED 








(From page 304) 





nique in the industry—and were good instructors—born | 
teachers. Do these particular features in a new school | 


stamp that school as not as good a school as an old one? | 
Qne can read between the lines that the author of the 
article to which this is a reply has been convinced by 
mechanics in the trade that “the hard way” is the right 
way to learn a trade. The term “the hard way” suggests 


the old-fashioned method of an apprentice doing chores 
and other unnecessary work (if you can call it such) 


way out of proportion te the work which may be con- 
ducive to learning a craft. New schools do not waste 
time on such “hard way” stuff. Neither do they make 


the work so easy that the student feels that he can “get 
away with it.” After all, like any other personal service 
institution, the modern school thrives by its reputation 


: a 
as a training station—one man tells another. Or it falls, 10, 
if it is a racketeer school. x h 


[4] Now for the statement quoted below: 


Usually, State approval is granted or withheld as 
the result of an inspection made, at the school, by a 
representative of the Board. Often such a a 
is a dentist or lawyer or some similar type of profes- Th f. 
sional man. Even if he is a trained educator, he almost 2 amous 2-WAY 
certainly is not a watchmaker. Entering a school, he , 
sees long benches, complicated and expensive-looking 
lathes and machinery. He gets a highly technical line 
of double-talk (which he doesn’t understand) from a 
school official. He then departs under the impression FULLY AUTOMATIC 
that here, surely, is a class-A education set-up. The 
result: State approval, backed by the V.A. 





1. Just press and 
there’s the 
flame for cigar 
or cigarettes. 


STORMLITER 





This statement is replete with fallacies. Where a State 
licenses a school (such as in New York State), there is NATIONALLY ADVERTISED 


more than one representative whose approval is required 











before a license is issued. One representative examines IN: LIFE - COLLIER’S 
the proposed course. Since he is not a watchmaker, he SATURDAY EVENING * tateéeme 
refers the course for criticism to a recognized authority ‘ust 
. «< indivi : POST - LIBERTY acaeed ainda 
in the trade. This individual receives no pay and func- special slide- 
tions strictly as an impartial judge of the course. If he TRUE - SPORT .- PIC — 
disapproves it, the State Education Department supports 
him | PLUS 

Another State representative passes upon the premises Weekly Radio Program 
for school purposes. Local fire, health and building de- 4SPORTS FINAL” 
partments are also required to inspect and send their 
opinion to that representative. | Sell Regens Yellow Flints For Best Results 

A third representative passes upon the qualifications SOLD THROUGH WHOLESALERS ONLY 
of the director or principal, the supervisors and the in- In Nickel, Chrome, 
structors. An adequate educational background and prac- RESEND LIGHTER CORPORATION Enamelor Etched Finish: 

2 East 46th Street New York 17, N.Y. $1.50 to $2.50 retail. 


tical experience in the craft, all documented, must be 
submitted and the representative either approves or dis- 
approves. 


And a fourth representative is assigned to the licensed 
school to visit it—rather frequently—and see to it that If wr ‘ 
it functions properly as a school. All these four repre- f t S$ @a REGENS, it LIGHTS/ 
sentatives are school people conversant with trades. They 
confer among themselves when occasion arises and are 
responsible to the Commissioner. 

The statement that such a representative (any one of 
those mentioned), is “a dentist or lawyer, or similar type 


of professional man,” is entirely wrong. He is a pro- 
(Please turn to page 341) 
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Aeeent On 
Silver for 


40 Years 


JACOBS CO., 811 Nicollet Ave., Minneapolis, 
@ Minn., possesses one of the most valuable assets 
of any business—long life in a community during which 
friendships and confidence have been established. This 
takes on still greater significance when merchandise pre- 
sented is of high value purchased for enduring use and 
beauty. 

In this complete jewelry store with its distinctive stocks 
of precious gems, watches and giftware, silver is stressed 
strongly. Identification of the store with silver began 
more than seventy years ago when the grandfather of 
Maurice Adelsheim, present owner, with his son, Maurice 
Adelsheim, Jr., was one of the originators of the business. 
Since that time, as the store grew up with the city, 
moving as business districts changed and developed and 
in its present location in the loop district for the past 
14 years, silver has continued to be one of the strong 
departments. 

The strength of the department rests on a foundation 
made up of several integral parts according to Mr. Adel- 
sheim, Jr. These are strong, consistent advertising; years 





314 





Hollowware is displayed in full- 
view wall cabinets at the Jacobs 
firm and plenty of chairs at the 
counter assure customer's comfort. 


by ETHEL C. PITKIN 


Silver flatware rates frequent 
display in the windows of S. 
Jacobs Co., Minneapolis, Minn. 


of promotion; variety and adequacy of stock; customer 
service and high quality salesmanship. 

Newspaper advertising is heavy and _ continuous. 
While all departments are given good space, sterling is 
accented. Advertising is tied-in with that of national 
manufacturers’ so that the store may benefit from the 
dollars spent by that group. In other advertisements, 
scope of stock is featured with famous names in silver 
made prominent. Sometimes advertisements present mer- 
chandise from a single foremost silversmith, showing pat- 
terns that are immediately available. 

Direct mail is very successful! with silver flatware and 
hollowware. Through the years a mailing list has been 
acquired which covers the nation. While the largest re- 
sponse is from a four-state area, orders are received 
through this medium from every section of the country. 

Window display, too, plays an important part in the 
promotion of merchandise. The displays are themed with 
fine artistry, drawing attention of thousands of* passersby 
and attracting many customers into the store. They are 
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DRESS BY TRIGERE 


The Donte’ keep wp with Mike an Meg... 


Mike and Meg are very much in love...with each other... with 
life... with the way “the Jones’ ” try to keep up with them. They 
like to do things with a flourish...like setting the table with 
their Gorham Sterling every day. 

They bought their first place-settings in Gorham because ever 
since they could remember, the homes which had the finest and 
loveliest things invariably had Gorham sterling silver. They 
knew that one hundred and seventeen years of fine silver-making 
assured them beauty that would never grow old. Mike and Meg 


have used their Gorham every day since...enjoying it while they 
matched and added. And don’t think it doesn’t make them proud 
when Mr. and Mrs. Jones copy their way of living! 


Send for illustrated book," Entertaining—the Sterling Way,’ 10¢ (out- 
side U.S.A., 40¢). The Gorham Company, VO-1032, Providence, R. I. 

THE MODERN WAY #0 buy sterling is in units of place-settings— 
each consisting of six pieces. Place-settings about $23.00 (Fed. tax 
incl.), depending on which of the twelve Gorham patterns you choose. 
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iastrated: five of 
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TIE IN WITH GORHAM- THE BEST KNOWN NAME IN STERLING 
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View of another display of silver 
hollowware in the Jacobs’ store. 
The firm has laid heavy emphasis 
on silverware for seventy years. 


Spoon or Fork 


. 4 E ° 
$1.20* each ‘ airings 
°Tax includ 31.20% Pai 
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S. Jacobs & Co... Minneapolis, put 


emphasis on silver in many different s 
' Typical Jacobs ads present a 


ways, most notably in the matter of a. | variety of patterns. Such ods 
<<  q@ppear frequently, imprinting 
A ) | the firm's name on public mind. 


leetures before loeal women’s clubs. 


changed weekly, bringing a wide range of merchandise 
to attention. Seasonal and special gift day displays are 
featured. Windows are tied-in with civic projects. ) 
A promotional feature that has succeeded in keeping 
the name of the company associated with silver is that 
of sending out qualified persons to lecture on sterling in 
localities throughout the state and surrounding areas. 
In these talks, a history of sterling is given, various pat- 
terns are discussed and displayed, and the importance 
of reliability is pointed out. 
The talks are conducted informally, before small groups 
of from 30 to 50 persons. Audience questions are en- 
couraged. The organizations are women’s clubs, uni- 
versity and college groups and similar gatherings of 
those interested in this subject. The store has established 
itself so well in this field that organizations now write 
in asking for this service. Indirectly, many sales result, 
for when those in the audiences are ready to buy sterling, 
they are likely to remember the company and either 
write or come in to the store to make their purchase. 
A wide range of patterns is featured. A complete 


(Please turn to page 339) 
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TALISMAN ROSE... 


Wedded forever are the beauty 
of America’s favorite rose and 
America’s finest sterling in a 

pattern you will cherish always. 


ALEC 


SOLID STERLING BY 
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All patterns designed and manufactured in the United States of America by Frank M. Whiting & Company, Division of The Ellmore Silver Company, Inc., Meriden, Conn. 
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Wedding Gown by Jay 








The interior of the recently remodeled store of Grogan & Son, 
Florence, Ala., provides for attractive displays within the 
store as well as the five frequently-changed outer windows. 


Daily Window Display Changes 


Keep Customers on the Alert 


EWELERS for the most part are fully aware of the 

importance from a sales angle of their windows and 
the displays that are put in them. But in Florence, Ala., 
there is a jeweler who is even more fully alive to their 
value than are most jewelers. And his alertness is pay- 
ing handsome dividends in increased business. He is 
O. P. Grogan, owner of Grogan & Son, 108 East Mobile 
Street. 

In the newly-enlarged Grogan store there are five win- 
dows, all of the smaller type now so much in vogue in 
the larger cities. One of these five windows is completely 
retrimmed every day so that window shoppers can al- 
ways see at least one entirely new display. 

The Grogan business which was started 18 years ago 
by Grogan, Sr., is now operated by his son, O. P. Grogan. 
Last fall the adjoining store location was taken over and 
the two premises combined into one with general im- 
provements being made all around. The result is one of 
the outstanding jewelry stores in the smaller communi- 
ties in the South. 

In the remodeling process, the five small windows, as 
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by HAROLD M. PEER 


stated above, were substituted for the former large win- 
dows. Also in the remodeling process, a portion of the 
new space was laid out as a silver room with an archway 
separating it from the older part of the store. Wall cases 
line the side wall and that portion of the rear wall that 
lies within the silver room. These cases, however, are 
of the open type so that customers can reach in and pick 
out any piece of silver displayed therein and examine it 
at close hand. At first Mr. Grogan wondered how this 
would work out. He wondered if the open displays with 
the consequent handling and finger-marking might not 
entail a lot of extra work keeping the silver polished. But 
he has found that the increase in business that results 
from this type of display far outweighs the extra labor of 
keeping the stock clean and shining. 

“There is nothing that equals handling as a selling 
factor in silverware,” says Mr. Grogan in commenting 
on this open display idea. 

Besides the open wall display cases, there are two regu- 
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ae , About 23,000,000 people will see this 
ys | new Watson Sterling half-page adver- 
, aa; tisement in the Oct 6th LIFE. Many of 
me seavty of THURS | = Chem live in your community. But just 
IN STERN ee | show many of these people know you 
carry Watson Sterling silver? P , : 

Telling them, when you stop to think 4 aie Us i A Dp br Hiatt xd Su 
about it, is like writing your name under F s if dh fe ’ | x =a os 
this Watson LIFE ad. » pin Tg 6. 
~ And here’s how you can tell them — 
easily and profitably. 

Watson has — already prepared in mat form — 24 complete 
advertisements featuring each of the 12 active Watson flatware 
patterns. All you need do is fill in the name of your store — then 
run one of these ads in your local newspaper the day the Oct. 7 
13th LIFE comes out. Th 
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~ Br your very own! 


You'll find it gives you an effective, profitable, local tie-in with 
Watson’s major national advertising. And Mister, that pays off! 


Watson is featuring the lovely Juliana pattern in this new 
3 


7a 





LIFE ad. If you haven’t already received the dealer ad mats fou @Mibw that of all the truly “Modern silver with the 
. , silver ger sade, only the beauty of old masterpieces” . . 
on Juliana, send for yours today. The Watson Company, igs finest @ foamd in sasecums. designesl to bring this beauty to 
V3 song thy tweiAay ts s- you. 
8107 Watson Park, Attleboro, Mass. Dae gfe SS 
rectly insgged by these niuseui See Watson Sterling now, at 


most good jewelers’. Any of the 
five patterns shawn here. or 
Windsor Rese, Waeisor Manor, 
George If, Tohn Aiden, Coksnal 
Antique, Victoria or Lotus. You'll 
find the prices surprisingly sied- 
erate for Sterling silver of such 
heanty and distinction. The 


siver piecg 





Compar@@watson's lovely Tuli- 
pati¢ts + ; 
ie Come 
tpretateer: of tulips in silver 
rooted rf authentic traritions 
: <rattsnaiixhip of the past. 





ith this i7th century 
See how this modern 















You wil * ad tach of the eleven Watson Company, 14107 Watson 
other Waréin patterns just as Park, Attleboro, Mass, 
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Reprints of this ad make 
attractive, sales-getting dis- 
plays in your windows and 
on your counters. Write 
for them today. 
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lar dining room tables in this silver room, each covered 
with an attractive tablecloth and each table serving as 
an open display of choice silver pieces. 

A novel feature of this silver room is the fact that 


curtains are hung on the room side of the separating 


archway. Normally these are kept draped back but in 
case some bride-to-be of the section visits the store for 
the purpose of selecting a pattern for her gift silver, the 
curtains can bé drawn and the silver room assumes all 
the privacy of a room in a private home. The prospec- 
tive bride can then relax, look over the various patterns 
without the stares of curious customers who might hap- 
pen to be in the other part of the store. 

In stocking this silver room, no makeshift patterns 
have been included, only those that Mr. Grogan wishes to 
carry regularly being selected. In cases where he has 
been unable to obtain a desired pattern, he has omitted 





Five windows. one 
of which is changed 
each day. provide 
Florenee. Alabama. 
shoppers, with a 


wide variety at 


Grogan & Son’s. 
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it altogether rather than trying to find a substitute, Ip 
short, Mr. Grogan believes it poor policy to stock a silver 
department with patterns that he is not going to want 
permanently. 

To get back to the windows, two of them are across the 
front of the space occupied by the silver room with the 
other three in the front of the main portion of the store. 
The two windows fronting the silver room are devoted 
exclusively to the display of silver at all times. 

The other three windows are divided among the other 
departments of the store according to a definite schedule 
based on the division of the store’s merchandise into 
two principal classifications. One part consists of watches. 
watch bands and men’s jewelry; the other section takes 
in everything else, namely, rings, compacts, pins, lockets. 
bracelets and necklaces. One week one of these groups 

(Please turn to page 340) 

















Left—Grogan's windows are small and capable of 
displaying hollowware to advantage. Above—One 
of the windows, changed weekly, features china. 
Note venetian blind backgrounds in both windows. 
Below—A view of the china and giftware section. 
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Yes, no matter how you look at Poole Hollow Ware you can see its outstanding 
merits. Eye appeal for easy sales, fine materials for long use and expert crafts- 


manship for authentic styling. These all add up to satisfied customers for your 





store. Make sure your stocks are complete for the holiday selling season just ahead. 


POOLE SILVER CO., INC. + TAUNTON «+ MASS -; 
NEW YORK SHOWROOM: 366 FIFTH AVENUE : 
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The “Accessory Jewelry" counter at Mace's features advertised brands. 


What's In a Name? 


Answer: More Sales 


Aceenting nationally-advertised brands im 
their newly-named “Accessory Jewelry” 
section. Maece’s. Kansas City. found that 


women customers were anxious to buy. 


OSTUME jewelry has been given a clever selling 

twist at Mace’s. Kansas City jewelry store, through 
heavy emphasis on famous nationally-advertised brands. 
and re-naming the department “Accessory Jewelry De- 
partment.” 

“Costume jewelry does not have a sufficiently dis- 
tinguished connotation in the present market to be well 
identified with the jewelry store,” K. K. Klienman. 
Mace’s president, pointed out. “Literally hundreds of 
competitive retail outlets, from the ‘Five and Ten’s’ to 
2x4, hosiery shops have a ‘costume jewelry department.’ 
Therefore, women are likely to take a rather snide atti- 
tude toward costume jewelry and to feel that the term 
refers only to bric-a-brac and gewgaws. 


3o24 








“Qur method of contrasting the reputable, established 
jewelry store’s costume jewelry lines with other competi- 
tion has been to select only those costume jewelry items 
which can be carefully harmonized or correctly acces- 
sorized with other jewelry or with popular styles of the 
day, and terming this merchandise accessory jewelry. 
It seems like a rather small point, but it has a large 
effect on total sales.” 

The Accessory Jewelry Department at Mace’s is lo- 
cated on the left side of the store, where the customer 
sees it immediately upon entering. A handsome 6-foot 
case is devoted to a neatly-spaced display of costume 
jewelry in all price ranges “beginning where the com- 
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Footed Oval Vegetable Dish with 
handles. Button Top Cover—Gadroon 
Border 1114” long. 

S 821 $10.00 ea. 










Footed Oblong Vegetable Dish 
with handles. Button Top Cover— 








Footed Round Tray with Chippendale Style Gadroon Border. 13” long. 
Ridge — Gadroon and Scroll Border. 1434” S 818 $10.00 ea. 
diameter. 






S 790 $10.09 ea. 
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Cocktail Tray with handles— 
Gadroon Border. Excellent for Sugar 
and Creamer. 12” long. 

S 779 $6.50 ea. 







Oblong Tray with handles, Chippendale Style 
Ridge—Gadroon and Shell Border. 17” x 12” 
wide. 





Concave Bread Tray with handles 
and Gadroon Border. 1444” long. 


S 767 $11.00 ea. S 760 $8.50 ea. 











These are just a few of the WARRANTED — extra 


many unusual reproductions ‘ at SU is heavy silverplate on copper 
in stock. See previous is- yy Pas heavy gauge. All heavy 


sues for other exception- SS i — applied borders. 


saa , Gutradte> 


Silverware Division 


29 WEST 47th STREET « NEW YORK 19, N. Y. 
: BRyant 9-8770 
OLD ENGLISH REPRODUCTIONS 
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petition leaves off.” There are very few filled gold, or 
plated items in the store stock—Mace’s preferring in- 
stead to carry pieces more exclusive, and, of course, 
more expensive than those which are to be found in 
competing department stores, etc. 

In displays in the case, the costume jewelry items are 
spaced carefully to eliminate any “mass display theme” 
which might otherwise occur. A typical display consists 
of a three-step case bottom, each elevation toward the 
rear raised | inch above that in front, and draped with 
two white satin panels, and one red velvet. Gold cos- 
tume jewelry is shown on the white panels, and sterling 
silver on the red-—contrasting effectively. 

Suggested as “Accessory Jewelry,” the display draws 
widespread attention from fashion-wise women. Sales- 
people trained in matching up all types of jewelry for 
‘the best harmonious overall effect are quick to capitalize 
on this, and keep the word “accessory” popping up in 
the conversation as they go along. 

Still another forward step in costume jewelry mer- 
chandising has been to lay all possible emphasis on the 
fact that the store carries nationally-advertised costume 
jewelry by famous makers. Along the top of the display 
case are glass panel identifying signs which list three 
famous manufacturers whose products are shown below. 
Lettering which identifies the manufacturer is placed on 
the back of sloping glass panels in wood bases. 
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by R. A. LATHAM 


Specimens of Mace's advertising 
indicate the use of well-known 
brand names in newspaper copy. 


a 
/ 
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“Customers of today are surprisingly well up on 
sources of supply,” it was pointed out, “and, therefore, 
when we tell a customer that a pair of clips which has 
caught her attention was manufactured by one of these 
Jeading firms. the chances are that it will add extra 
luster to her purchase. By the same token, window dis- 
plays, grouped around a manufacturer’s name, are bound 
to stay in the customer’s mind longer than a mere hom- 
ogenous display of costume jewelry. Many people want 
to know whether that manufacturer’s products can be 
trusted not to wear thin. lose stones, etc., and when reas- 
sured with the information that the manufacturer spe- 
cializes in fine costume jewelry exclusively, do not 
hesitate to buy.” 

The store advertises costume jewelry regularly, in 
between seasons for the most part, and always chooses as 
a topic one outstanding item at a time. All costume 
jewelry on display is identified with a tiny price tag, 
lettered with the actual price, rather than with code 
symbols for the salesmen. Mace’s does not believe in 
blatantly displayed prices but believes that much time 
is saved, and more sales made when the customer is able 
to peek at the price tag and determine the prices for 


herself 
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peatifull 
Crafted | 
Mod erately 


priced: 


uicR 
aban Sales. 


Silver-plated 
Full Burnished 
Candlesticks 


A vailable Now The delicate charm of Hurricane Candelabra, beautifully wrought in the 


FOR IMMEDIATE late Georgian Period style... 


}D F L | V E RY The distinctive, sturdy workmanship of Benedict's master craftsmen... 





The quick customer appeal... the ideal gift 
... moderately priced for women everywhere. 
Greatly in demand. 


Send us your order today—by letter or 
wire. Please specify number of item, 
quantity, and whether you want clear 
crystal or cranberry globes. 





#1166 Single Candlesticks 414” high. List price $15.00 pair. 


#1166 HG Candlesticks with glass globes (Cranberry Red or Crystal) 
1514” high over-all. List price $30.00 pair. 


#1167 Single Candlesticks, 1244” high. List price $20.00 pair. 

#1168 Candelabra, 2-light, 844” high. List price $35.00 pair. 

#1168 HG Candelabra, 2-light with center flame ornament (Cran- 
berry Red or Crystal globes) 17” high over-all. List price 
$68.00 pair. 

#1169 Candelabra, 3-light, 13” high. List price $40.00 pair. 

#1171 Candelabra, 5-light, 13” high. List price $70.00 pair. 

(Keystone Discount) 





MEG. CO., EAST SYRACUSE, NEW YORK 


Manufacturers of fine Srlverware since 1883 


FOR OCTOBER, 1947 327 














“anger 


Ste 


ep N 


Gift Department 
Doubles Volume. 


Store Traffie 





Mr. and Mrs. Powers are more than pleased with 
the prosperous growth of their gift department. 


GIFT shop in connection with the jewelry store has 
doubled volume in three years for Powers Jewelry 
Store, Big Rapids, Michigan. 

Occupying about three-fourths of the space in the 
jewelry store today, this gift shop attracts patrons from 
as far distant as 35 miles, because customers know they 
can usually find what they want at this gift shop, and 
at the right price. 

Mr. and Mrs. E. A. Powers have gifts here ranging 
from 25 cents to $25.00, although many of the gifts sell 
at from $2.00 to $5.00 which seems to be a very popular 
price range. 





328 


The gift department occupies about 
three-fourths of the space in the 
jewelry store today and it attracts 
customers from a radius of 35 miles. 


The Powers believe in plenty of dic. 
play to get extra sales. Most of the 


— : giftwares are displayed in the open 


so they can be handled by customers 









by ROBERT NELSON 


The gift shop patron also buys jewelry now and then, 
reports Mr. Powers. He states that the traffic the gift 
section has built, has aided his jewelry business im- 
mensely,. 

In this modern gift shop the customer finds many 
items for gift and decorative purposes. There are wall 
placques to meet the demands of the housewife, sports- 
man, equestrian and to adorn the casual den. Demand 
for placques of various sorts has been very active, report 
Mr. and Mrs. Powers. 

Pictures are also selling well. There are pictures for 
the sports lover, or if you prefer, an old world touch. 
There are also wall mottoes for adults’ or children’s 
rooms. Framed verse pictures are very popular right 
now with the store’s patrons. 

The store also has a fine stock of vases in all shapes 
and sizes. These are always prominently displayed, for 
the average woman is always in the market for an addi- 
tional distinctive flower vase, and the Powers believe in 
using plenty of display to get those extra sales. 

Many people desire figurines for an otherwise bare 
corner or shelf—comic ones for the playroom or down- 
stairs bar. There is a good market for these, reports 
Mr. Powers. 

Novelty pottery lamps and dishes are items which 
bring added revenue to this jeweler. 

(Please turn to page 341) 
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SILVERPLATED 
HOLLOW-WARE 


in authentic designs of 


BY MOVE, inc. 


Each piece in these outstanding period designs 
is exquisitely styled along authentic lines. 
Fashioned in extra heavy silverplate on copper 
with hand cast and applied trim. Deliveries 
now being made. Write for full details. 
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Standard and special 
trophies by the world’s 
largest makers. 

Since 1926 important 
events have been 
commemorated with 
Dodge Trophies. 
Write for catalog. 











PERMANENT SHOW ROOMS: 225 Fifth Ave., New York City; Merchandise Marts San Francisco and Chicago 
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1. Game or poultry shears of chrome plated, fine tempered 
carbon steel with sterling silver handles in Georgian de- 
sign. Overall length of shears is I1!/ inches. Exclusive 
with Daniel Seidler & Sons, 333 Washington St., Boston. 









2. One of several new items added to the line of Bernard 
Rice's Sons, Inc., 325 Fifth Ave., N. Y., is this silver- 
plated coffee server. 16 oz. size $11, net; 28 oz. $12.50. 





3. Five-piece coffee and tea set in silver plate with a 
grape border design. Coffee pot, 1034" high, holds 8 
cups; tea pot, 9!/." high, holds 6 cups. Tray 19!/2" x 1414". 
From Keystone Silver Co., 509 West 34th St., New York. 








4. New line of simulated Laguna pearls derives its name 
"Duette" from dual-purpose case which serves as dress-up 
bag. Case is covered with black faille, has full-length 
mirror, cigarette, compact, and lipstick compartments. 


From Royal Craftsmen, Inc., 36 West 32nd St., New York. 


5. This rhinestone pin is from new line of ‘‘Astronetic” 
jewelry designed by Ralph Polcini. It retails for about 
$20. From Leading Jewelry Co., 389 Fifth Ave., New York. 


6. These new ladies’ and men's watch bracelets are now 
available in stainless steel. Links are easily taken apart 
for sizing. They are by Cotler, 4046 Broadway, New York. 
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. 
That’s w hy s so many sales hinge on the confidence 


lite ‘ ifls dT€ re sel CUT fully and with great deliberation. 


a customer places 


in the products you offer 
One way to gain this confidence is to offer and display Post-ad 


vertised products 
For your best customers — the people who appreciate and can 
afford the finer things in life — are consistent readers of The Saturday 
Evening Post. 
And they like to read advertising in the Post — far more than in 
any other magazine. So, if quality is the question—“‘It’s Post-adver- 


tised’’ is the perfect answer. 





l Your best customers 


“ucw mill e eT 


Post-ad verti cil gifts 











Send for your free copy of *‘How to Wrap Up Sales,” a 
new booklet on creative wrapping by Sally Plunkets, Ine. 


POST 


Independence Square, Philadelphic 5, Pa. 
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|. Four-piece electric percolator set. Eight-cup perco- 
lator is of aluminum, other pieces chrome plated. $7.50 


wholesale, from L. Luria & Son, Inc., 160 Fifth Ave., N. Y. 


2. This "Santa" background for Christmas ring promotions, 
is covered entirely in velvet with touches of red, white 
and green. Eighteen individual ring displayers are also 
included. $39.95 from Wm. Korn & Company; Buffalo, N. Y. 


3. New additions to the Curvo-Gram initial line of Anson 
Products, 24 Baker St., Providence, R. |., are these for 
belt buckle (shown here) and also for suspendor buckles. 


4. New model "Musalarm" by Telechron, Inc., Ashland, Mass., 
combines a radio, clock and musical alarm all in one. It 
wakens sleeper to musical program of own choosing. Comes 
in fawn color plastic case to retail at $39.95 or $41.65. 


5. New A.S.R. lighter from Gem Division of the American 
Safety Razor Corp., Brooklyn, N. Y. Action opens and lights 
it automatically. Rhodium plated it retails for $7.50. 


6. Available in 1/20 12K white, pink or yellow gold filled 
to retail at $5.25 are these ladies’ watch bracelets 
from the Glen Jewelry Company, 182 Broadway, New York. 
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here's the Esky 
Christmas display 
to help you \ 
pile up Christmas sales! 


all for "8". . 


“heres what you get 


in your Esquire Ghristmas kit: 


Esky display: 30 inches high, 20 inches Y-SOn0] OME 4-1 (9141 -S PUR CoM al-1/ 0M ZolUaolaliiat la 
wide, in 7 vivid colors; with 2 shelves for the best possible Christmas displays 
your merchandise. for holiday selling. 
Ad mats you can personalize with your Colorful labels, to help you identify 

MES (ol d-MMoN UM (ole foFMTsicehicte Melate MN Zelae xe " every gift as a genuine Esquire Christmas 
Tale ial-Wre leh am sXe lic-maZeh 2 gift suggestion. 
Mounted Esquire cover reprints, to show Lists of advertisers in both of Esquire’s 

" your gifts are advertised in Esquire’s " Twin Gift Issues, for a complete tie-in 


giant Twin Gift Issues. | for extra sales! 


only °8”... mail the coupon now! 


Esquire, Inc. : 
Merchandising Dept. 


for peak Christmas volume 266 hein Avenue 


Send me Christmas 1947 displays at $8.50 


al: In with advertisers In both each. Include the ads, window sketches, magazine 


covers for the same price. 


of Esquire’s twin gift issues! °° ~ i Meenas covering cost 


My name is 


Each kit includes a complete list! Store name____ 


Address - eas 
SS 
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1. New Parker "51" demi-size is less than five inches in 
length. Pen will retail for $12.50 and $15; matching 
pencils, $5 and $7.50. Parker Pen Co., Janesville, Wis. 


2. This manicure set for men, the "Esquire," contdlis a » * 
clipper, scissors, file, tweezers and double-end cuticle 
implement, all in nickel plated steel, in a leather case. 
Retails for $11.50. C. J. Bates and Son, Chester, Conn. 


3. Fluted cigarette case with matching compact is made of 

jeweler's bronze and is available in sterling. It holds 

full’ pack of cigarettes; thinner evening model holds ten. 

Erom Kotler &Kopjt, Inc., 303 Fifth Avenue, New York. 
oe ; ’ we Pa - ‘eS 

4. Novel bracelet tags in [4K gold witl’cabochon rubies 

and sapphires. Sea Horse, $120; Liberty Bell, $75, and 


s 
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of "Cocktails For Two," $100, all prices Keysténe. Made by, 
= Charles Gold & Company, 36 West 47th Street,’New York.’ 
oa 5. Designed for marine or home use this “Airguide” barom- 
We eter is available at $18 in brass, or $19.50 in chrome. 
Also available without spokes, $17, brass, or $18 chrome. 
. Fee & Stemwedel, Inc., 2210 Wabansia Ave., Chicago, Ill. 
* n 
ot 


4. Northern Lights," a new sterling pattern to be intro- 
duced this month by International Silver, Co., features a 
deep carving carried out on the back:oS well as the front 
of each piece? on fork and*spdon it is repeated at base. ae 
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Source: ‘Leading National Advertisers,” July 194 
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HORSE SENSE 





To turn your "dead stock" of obso- 
lete jewelry, old gold, silver, plati- 
num, etc., into working capital is 
good common sense. 


SHIP YOUR LOT TO 


DIVISION OF 





HANDY & HARMAN 


We are equipped and trained to 
swiftly and efficiently handle your 
shipments. 


Check by return mail. 


IT PAYS TO SHIP TO 


DIVISION OF 
HANDY & HARMAN 


Precious Metals 


55 E. Washington Street 
Chicago.2, Illinois 
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IDENTIFYING GEMSTONES 


(From page 268) 


Germany by slowiy crystallizing the substance on a glass 
sheet as it was withdrawn from a container of the 
liquid; in America, by forcing their coincidence as they 
grew with the crystal directions of a structurally related 
polarizing plastic-like cellulose acetate. Previous polayi. 
scopes, used in a very small way, utilized deep green 
tourmaline plates, cut parallel to the prism direction — 
However, at best these transmitted little light, and tha 
little was dark green. Nicol prisms, using calcite rhombs 
cut so that one of the colorless rays was reflected away. 
while the other came straight through, was the answer 
for mineralogical microscopes, but Nicol prisms were too 
expensive and too small for general use. The advent of 
Polaroid completely changed the picture, making large 
polarizing sheets available at little cost. 


In principle the polariscope is identical with the 
lower part of a petrographic microscope on a giant scale, 
eliminating all lenses. It uses two crossed sheets of 
Polaroid, between which the stone is to be placed. The 
polarized light coming through the first Polaroid is 
broken by the crystallized stone into two rays, vibrating 
at right angles to each other and at some angle to the 
original polarization direction. Light then, vibrating at 
an angle to the strong absorption direction of the second 
Polaroid, strikes that surface and a portion is twisied 
into the transparent vibration direction of the second 
Polaroid and then comes through to the observer. Hence, 
the insertion of a polarizing substance between the two 
crossed Polaroids wil] make that substance visible as a 
light transmitting material in most cases. In some Cases, 
if a vibration direction of the stone happens to coincide 
with the vibration direction of the upper or lower Pol- 
aroid, the incident light would not be split into divergent 
rays but would come right on through only to be stopped 
by the second Polaroid. In order to get all positions we 
find it necessary to rotate the stone between the Pol- 
aroids, and we find that in the four positions in which 
it parallels the Polaroids’ vibration directions all is dark, 
while between those positions it becomes light. 


There is one additional complication to this picture. 
It will be obvious that light travelling along the long 
axis of a six-sided crystal (hexagonal) or a four-sided 
crystal (tetragonal) will be vibrating in a plane all of 
whose axis directions are equal. Hence, there will be 
no difference in the rate of travel and the light will 
travel just as if it were glass. In this direction then, 
there would be no lightening and darkening on rotation 
between the Polaroids; only when the stone was turned 
so that it was no longer in exactly that perpendicular 
direction would be double refraction show. Properly 
cut rubies would have the prism axis, called the c-axis 
emerging from the table, hence, if no double refraction 
is observed in the first attempt all stones should be tried 
in a second position, more or less at right angles to 
the first. 


There is yet another source of error for the inexperi- 
enced. Quick cooling of glass, and synthetic spinels and 
disturbances in the crystallization of garnets and dia- 
monds cause them to have an abnormally weak polariz- 
ing effect, observable through the polariscope. The faint 
lightening and darkening observed in such stones can 
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be mistaken for true double refraction. Among mineral- 
ogists this is known as anomalous double refraction and 
in the petrographic microscope it is recognized with the 
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aid of an extra doubly refracting gypsum plate which 3 
is placed between the Nicol prisms. The effect of this oi GRAY 
plate is to add a red interference color, to the whole i WHITE 
ld. m 

— colors are observed in thin pieces of | i YELLOW x 
doubly refracting minerals, when the two light rays are z¢ “ 
forced back into a single vibration direction by the bes RED . 
second polarizer. The explanation is complex, but in BR BLUE a 
seneral, the idea is that the longer path in the mineral a? GREEN 
that one of the light rays had to travel slowed it. A »$ YELLOW 
phase difference in this vibration results on emergence * 
and upon being forced by the upper Polaroid elimina- ORANGE z 
tion of some of the colors of the white light. That par- ———e RED 
ticular thickness of the mineral grain then shows the ee re Coe LIGHT BLUE ; 
complementary color. If green is eliminated, the green repeated rainbows of dimin- LIGHT GREEN 
waves being exactly opposite in phase, the mineral grain ishing intensity. Thick, 
has a red interference color. With greater retardations nr eg agi a LIGHT YELLOW 
and differences in phase we get a whole rainbow of in order that they Aan LIGHT ORANGE 
colors, repeated over and over, but each time with dimin- look white. Anomalous double PF LIGHT RED 
ished intensity, just as we sometimes see double rain- refraction gives colors near LIGHT GREENISH BLUE 

; ‘ , the initial gray and white. 
bows, when the rain and sun are particularly favorably LIGHT BROWISH GREEN 
arranged. The spectra we see are called first order. LIGHT GREENISH GRAY 
second order, third order, and so on. If we know the LIGHT SALMON 
thickness of the crystal plate we can gage the amount 
of double refraction from the color seen, if we know PALE PINK ® 
the double refraction we can gage the thickness. WHITE i 

xz 


With any real amount of double refraction we soon 
reach a high color order that is simply white. Hence. 





STERLING SILVER 













MONEY CLIP 
Heavy Gauge Sterling. Indi- 
vidually Carded. 

$15.00 Dozen Keystone 











Attractively bene fe the = Six Sterling Coasters. Can also te Gat ao ik Trays. Attractively boxed in 
ee sas transparent boxes. $12.00 Set Keystone. 
H. HENRY SELETSKY 
: SILVERSMITH 
906 WALNUT STREET * PHILADELPHIA 7, PA. 
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IT-RITE presents...In gold 
cases of any karat and rolled gold 
plate cases their latest creational 
trend for the industry. 





Exquisitely fashioned and designed 
to FIT-RITE for a 634x8 ligne 
movement. ° 


Another ‘‘star-hit’? by FIT-RITE. 
For prompt service phone 


WA 5:4689 or write to - 
the address below. 


FIT-RITE WATCH CASE CORPORATION sectinseeent semen 
125 CANAL STREET, NEW YORK, N.Y. STYLE CREATOR OF WATCH CASES 




















FOR HONEST RETURNS 


IN 


SWEEPS 
FILINGS 
< SCRAP 


GOLD PLATINUM 
JOSEPH B. COOPER & SON 











Refiners & PRECIOUS 
Smelters METALS 
OFFICE: 
FACTORY: 26 JOHN STREET 


BROOKLYN, N..¥Y. : NEW YORK CITY 
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in a polariscope we get no interference colors jn g 
mineral of jewelry stone thicknesses when it has true 
double refraction. Glass and crystals with anomaloys 
double refraction, however, get lighter and darker in 
the very beginning of the spectrum, even lower than 
the first order of “ed. Fig. 3. Hence, the super-position of 
a plate adding that first order of red to the whole field 
makes the variation in color, as the jewelry stone ig ro. 
tated, oscillate back and forth in the first order red section 
of the interference spectrum. Then, instead of having 
the weak lightening and darkening which might be con- 
fusing, we get the most brilliant blues and yellows; a 
positive sign that no true double refraction is involved. 
This effect can easily be checked by placing a single 
sheet of cellophane between the polarizers and seeing 
the lightening and darkening effect, then swinging in the 
red plate and noting that the cellophane now change 
from blue through red to yellow and back again. Con. 
sideration of the effect of the color of deeply colored 
stones should be kept in mind. 

A modern polariscope has this double refracting plate 
in a position so that it can be swung in between the 
polarizers, giving the entire field a red cast and yet not 
affecting the color of the truly doubly refracting stones. 
The light from these is already so far up in the orders 
of color that the addition or subtraction of one order 
has no effect upon their lightness or darkness. As a 
matter of fact, this plate could be left permanently in 
position, this would simplify the explanation for those 
who felt no compulsion to learn the mechanics of the 
instrument. Lightening and darkening would then be 
characteristic of all but glass, spinel, synthetic spinel, 
garnet, diamond and opal. Red or alternating blue and 
yellow colors in all positions of the tested stones would 
be indicative of singly refracting materials, the blues 
and yellows indicating strain double refraction. 





CO-OPS DEPRIVE U. S. OF $3 BILLION YEARLY 
(From page 308) 


patronage refunds is essentially this: The margin be- 
tween billing: price an cost is not “profit” but “saving” 
and when distributed to the patron-member it is merely 
an ajustment of an “overcharge.” 

This argument overlooks the fact that the income of 
the cooperative is derived from the employment of capital 
and other factors the same as in the case of the private 
enterprise. This income should be taxed in the manner 
it was created and not exempted because of its manner 
of distribution. The. government, which provides or 
maintains the economic environment in which this in- 
come is earned, requires taxes to support its activities. 
The earnings it helps produce, by providing or main- 
taining this environment, should be taxed to pyov ride the 
needed governmental revenue. 

The proporiétits df cooperatives argue that those or- 
ganizations are really agents of their patrons and do not 
have a separate existence of their own. The fact is that 
they carry on businesses at their own risk, and not as 
agents, for their members do not take responsibility for 
losses. Neither is the agency theory compatible with the 


- fact that the cooperatives have income from investments 


and profits earned from transactions with people who are 
not members. 
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There are those who argue that even if cooperatives 
are taxed they can avoid the tax by reducing billing 
prices $0 that no margin is left between cost and billing 
price. If so, the abolition of tax exemption should not be 
resisted by cooperatives. The fact is that earnings from 
‘nvestments would still remain to be taxed. Moreover 
further capital contributions, that could be invested else- 
where at a profit, would hardly go to build up coopera- 
tives as in the past. Besides, no reserve could be ac- 
cumulated to withstand business risks and lower com- 
petitive prices of depressed years. Taxation, then, of 
cooperatives in good years would give the government 
the benefit of taxes on incomes provided by a prosper- 
ous economy that certainly was not the making of the 
cooperatives. As things now stand, tax exempt coopera- 
tives escape taxes in good years an escape the ravages 
of lean years that affect private competitors. 


THE MATTER OF “RESERVES” 


Every business, whether a cooperative or not, must 
provide reasonable reserves to provide for business risks 
and adverse conditions. Reasonable reserves of consumer 
cooperatives escape taxation even though they are not 
really distributed to patrons. All they need do is give 
evidence of indebtedness to the patrons. Farmers’ co- 
operative marketing and purchasing organizations can 
maintain their exempt character even though they ac- 
cumulate reserves for any reasonable purpose or be- 
cause such a reserve is required by state law. 

These reserves are often used to solicit and obtain new 
members; to pay debts and interest ‘incurred in prior 


periods, and buy out other business. Sooner or later 
the profits derived from these activities find their way to 
members as patronage refunds, yet such earnings are 
not attributable to sales of products received from mem- 
bers nor to overpayments for goods purchased by them 
from the cooperative. In short. these reserves are used 
for investment exactly as is the surplus of any private 
corporation. There is no “agency principle” present-that 
justifies the escape from taxation of these earnings from 
capital. Cooperatives certainly do not keep these re- 
serves idle. They use them to compete with private enter- 
prise. Certainly to the extent that these accumulations are 
permitted to exist cooperatives cease to be distinguish- 
able from taxable organizations. 
(To Le continued) 
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ACCENT ON SILVER FOR 70 YEARS 
(From page 316) 


stock in from 35 to 40 patterns and samples of many 
more are carried. 

“Perpetual inventory control is of the utmost im- 
portance to the jeweler stressing sterling flatware and 
popular items in hollowware,” said Mr. Adelsheim, Jr. 
“We set up the patterns and the various items we are 
to carry and the minimum stock to be carried for each 
pattern. The decision on number is dependent on the 
activity of the pattern. 

“There is a daily check and orders are sent in once a 
week to keep the minimum filled. It is very important 
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tation charges. 


prompt attention. 





MEMPHIS 1 


We Are Interested In Purchasing 


Any Sterling Flatware; Obsolete, Inactive or Active; 
All Makes and Patterns. 


Being one of the largest dealers in the world in the above 
class of merchandise, you will find we are paying top prices.” 
Suggest that you send for our offer. We will pay transpor- 


We are also interested in used SILVER and JEWELR 


estates, etc. No amount is too large or too small for our 


JULIUS GOODMAN & SON 


77 Madison Avenue 


CASH 


™ 
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to sales to have silver on hand. Through the inventory 
control, stock is always kept up. The test of an invent 
control is that it should never be necessary to place orders 
with a salesman, except for new items, although we are 
always glad to see them, to consult with them and get 
their advice. 

“Through the inventory control we know exactly what 
each pattern is doing—which are good—which are poor 
_ | —whether not enough sales work is being done with one 
.o i ra aon, — | -—all of which are important to sales volume. 

-— : a “We follow the same plan with hollowware, candle. 
sticks, compotes and other hollowware items.” 

4 Customer service in building a following is given 
mark gt ae jae | careful consideration. 
a “Jewelers compete with house-to-house selling,” cop. 












TRAOE 


‘ca 1 ° 66 : ‘ 
flmetica “ tinued Mr. Adelsheim. “It is therefore important that 
FASTES TQ we have greater service to offer our customers. Carrying 
SS many patterns in open stock as contrasted with three or 
GROWING 


four offered by house-to-house salesmen is one. There 
are other basic services which a customer has a right to 
expect from a jeweler. We offer engraving; we keep a 
permanent record of purchases and engravings. When 
through purchases or gifts, a person’s sterling flatware 
totals $75, a tarnish-resistant chest is furnished free by 
our store. Our expert salesmen are qualified and glad 
to offer advice and guidance in selection—a service which 
is appreciated by customers when making purchases for 


long-time use. Service is important in building a busi- 
9 


Trade Marked 
DIAMOND 
Kings 


$3 t- se 


ness, 





DISPLAY CHANGE KEEPS CUSTOMERS ALERT 
(From page 322) 





is assigned two of the three windows with the other group 
getting one of the windows. The following week, this 
procedure is reversed and in that way each group gets 
an equal number of windows in a year. 

In trimming the windows, only one line is put in a 
display at a time. If compacts are decided upon, then 
the entire window will consist of a showing of these 
items, except that sometimes, a closely kindred line may 
be used as for example, a showing of watch bands in 
connection with a watch display. Mr. Grogan has found 
that the concentrated display gets much better results 
than a general window of all sorts of jewelry items. 

Every day one of the windows is given an entirely 
new trim with an entirely different line from the one 
previously shown. For example, if one of the windows 
had a compact display and it was that window’s turn 
to be changed, a display of lockets or bracelets might 
be used. By making a radical change of this sort, the 
fact that something different is being shown is emphasized 
and Mr. Grogan has found that having a new display 
| every day in one window or another has helped greatly 
in attracting the attention of window shoppers and bring- 


Sterling J§ 
ON CRYSTAL Y 
Taber 








Prestige PLUS Profits . . . both are yours when 


you carry the full line of Silver City products. ing them into the store. At night the windows are kept 


Illustrated is the striking 5 pint Pitcher of shim- beautifully illuminaed by concealed lights which are 
mering Crystal discreetly enhanced by a delicate 


flower pattern in Non-Tarnish Sterling Silver. Our 
reputation — built on quality and character — 1s 
your assurance of satisfaction. 


kept on until late every night thus allowing them to do 
a full-time job. 

A novelty of the windows is the venetian blind backing 
that allows the background to be opened during the day- 
time so that a view of the interior of the store may be 


S ILVER C ITY e LA SS C o@ obtained. Another feature is that it allows adjustment of 
the light into the store—closed to eliminate the direct 
MERIDEN, CONNECTICUT 









rays of the sun and opened again when the sun moves 
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away. At the back of each window and partly covering 
the cream-colored blinds, there are blue velvet drapes 
caught at each side. Blue velvet completely covers each 
side of the window and the floor is covered with velvet 
‘1 some harmonizing shade. 


Apart from his regular window display schedule, Mr. | 
Grogan uses the windows for the display of some hard- | 


to-get items that he might be successful in obtaining. 
Whenever such an item is received in sufficient quantity 
to warrant a showing, one of the displays is pulled out 
and the new merchandise installed. He believes this is 
good business because it proves to the public that Gro- 
gans is really on its toes to serve them. 

“The windows are the most important part of this 





store because they attract and interest the prospective | 


customer before he or she even enters the store,” says | 


Mr. Grogan. “That is why I take so much trouble with 
my windows and see to it that they make the best appeal 
possible to the public.” 


GIFT DEPARTMENT DOUBLES VOLUME 
(From page 328) 


Mr. and Mrs. Powers use two large display windows 
to good advantage in showing and selling gift items. A 
display of new gift items is always sure to bring many 
inquiring customers into the store. with quite a few 
resulting sales. 

“We have many customers who buy in this store five 
or six or more times a year,” says Mr. Powers. “The 


repeat angle of our gift department is very pleasing. | 


One satisfied customer will tell another of the articles 
available here and the courteous treatment given cus- 
tomers and this often forms a chain which grows and 
grows.” 


WATCHMAKING SCHOOLS DEFENDED 


(From page 313) 


benches, complicated and expensive-looking lathes and 
machinery.” The new schools have the latest type -of 
watchmakers’ benches and nothing more expensive than 
what a frugal and craft-proud watchmaker would have 
in his own shop. 

These representatives of the State Education Depart- 
ment will accept no double talk from the school officials, 
and school officials of the modern schools have not yet 
been trained in “double talk.” 

And it may also be interesting to the readers to learn 
that since the enactment of the G.I. Bill, the State Educa- 
tion Departments, conscious of their added responsibility 
as the school-qualifying agencies for the Veterans Admin- 
istration (who now must “swallow” the approved or 
licensed schools). have stiffened the requirements for 
new schools. The old schools, which are so reverently 
respected, can still boast of their “maturity” as an ad- 
vantage. 

[5] It may be worthwhile to look into some of the 
practices of the Veterans Administration and not into 
the practices of the State Education Department. Appar- 
ently, because of lack of suitable staff-material, “training 
officers” assigned by the Veterans Administration to 
supervise students taking technical courses have had no 
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ee YOUR CUSTOMER WANTS | 
(J A 
PERSONALIZED 
CHRISTMAS GIFT 
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Sell him this 

distinguished, 

gold-plated key chain, 

with His (or Her) name 

in polished gold-plated letters 
down its length with 


NO STOCK! 


NO WORK! 
NO INVESTMENT! 


We make up the chain as it is 
ordered and mail it to you or 
your customer as you prefer. 


$4. 


HERE'S ALL YOU DO: 


Send us a letter asking for our ‘No 
Stock-No Investment Plan" and we 
will send you our counter display with 
the actual chain attached and two 
dozen order blanks. Just take your 
customer's order with the name to be 
placed on the chain (sorry no more 
than 14 letters, please) and mail to 
us. You will receive the chain COM- 
PLETELY MADE UP, gift-packaged 


by return mail. 


\ 
‘y 
) 
. 
iY 
; 





approximate 





retail price. 
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Brothers SPECIALTY CO., Inc. 


1833 WESTCHESTER AVE., NEW YORK 60, N. Y. 
y, 
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KINGSLEY 


WORLD'S FINEST MONOGRAMMING MACHINE 





STAMPS EVERYTHING 
Including 


Fountain Pens 
Leather Goods 
Writing Papers 
Book Matches 
Napkins 

Xmas Cards 
Gift Items 


Right in your 
own sfore 









WHEN YOU BUY A KINGSLEY, 
you get a time tested, trouble-free machine ee 
and a reliable source of type, foil and service. Ff 
More than 12,000 Kingsleys now in use. .. 
Write for Catalog and Ideas aoe 
on Monogrammed Promotions LO ae 


Kings lel <nmrns wscane co 








Special Offering: 


MEN'S WATER-RESISTANT 
SHOCK-RESISTANT WRIST WATCH 





— 
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. et 


Complete 
with 





Expansion 
band: 
No. 1055 ] 4.ob 
WP 
Box 
$1.00 add'| 


CASH IN on the strong demand for a good water-resistant watch 
ot a money-saving price. This number will move fast at a 
substantial profit for you! 


e 17-Jewel—10% Ligne ¢ Chrome top, stainless 


Lever Movement steel screw back 
e Incabloc e Stainless Steel AD- 
e Radium Dial MIRAL Expansion 
e Sweep Second Band 


Rated Concerns on Open Account, Minimum Order: 3 Watches. 


CANAL WATCH CORP. 


29 Forsythe St. New York 2, N. Y. 
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background in the subject matter they are supposed to 
supervise. A stenographer may be assigned to a watch. 
repairing school. But any school functioning under q 
State license is primarily responsible to the State Educa. 
tion Department from whom the school has received g 
license, and this Department is not asleep. 

[6] The author of the article in question cannot claim 
that he had made a personal survey of schools of watch. 
repairing. This would be more than a one-man job and 
it would take months. But he then would have discovered 
many schools that do not fit into his sweeping generaliza. 
tions—that “the student does not learn the work prop- 
erly.” It seems to be easier for a writer to condemn 
wholesale-fashion, rather than set forth (without mep. 
tioning names), a few schools that do an honest and 
efficient job. Which of these attitudes is constructive— 
and helpful to all parties concerned. the industry, the 
students and the schools? A good example evokes 
emulation. 

[7] The author asks. “. . . how to choose a school 
which will be certain to give the proper training?” The 
answer is: let the industry calibrate the schools as train. 
ing stations. The H.I.A. and the U.H.A.A. are dependable 
certifying agencies, but the industry itself can help the 
aspirant locally in a direct manner. If fathers, other kin 
and employers in the watch-repairing field recommend 
a school, the learner may rest assured he will get the 
proper training. Let the industry appoint advisory coun- 
cils to visit the schools and thoroughly study their courses, 
appraise the teachers, the equipment and the spirit of 
the schools. Then we shall have a yardstick. 

[8] The charge that there is racketeering in the pri- 
vate trade school field is old stuff. Even official controll- 
ing agencies cannot effectively catch up with them. But 
there are decent schools, and these should be encouraged, 
and not thrown into the hopper of suspects of racketeering. 

In other words, unethical practices are not peculiar to 
private trade schools alone. All industry, whatever be 
the particular field, has unethical firms parading as de- 
cent establishments. Yet no sweeping accusation can be 
applied to all firms. Neither is anything worthwhile 
gained by such procedure. 

[9] If the author made charges against the public 
vocational high schools. he would be met by a formal 
demand to specify every item and instance. Why, then, 
feel so free in generalizing, adversely, in the case of the 
private trade schools? Is it because it is always “open 
season” in their case? 

[10] When the author, in his caption, asks, “Educa- 
tion—or Enterprise” one senses he confused the term 
enterprise with racket. Or, perhaps. he guardedly em- 
ployed a euphemism for an offensive term. The fact is 
that if education were not an enterprise, what would 
it be? It is a field of endeavor, just like the practice of a 
profession or a business. It is not a dud. 


Reply 
by THOMAS V. DUGGAN 
It was. indeed. our intention to be informative—some- 
what, perhaps, in the manner of Paul Revere. Unques- 
tionably many a Middlesex farmer objected, at first, to 
being roused from his sleep, but when apprised of the 
danger it is to be doubted that he continued grumbling. 
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The statement “Form your own conclusions . . .” etc., 


Jid not, by any stretch of the imagination, condemn pri- 
vate trade schools offering courses in watch repairing and 
the jewelry trades. On the contrary, it was specifically 
stated on page 343 (third paragraph from the end) 

Jc-K still does not recommend (or condemn) any 
school on the list. The symbols following the school’s 
entry indicate the degree to which it has been approved 
by various agencies and lack of any information (as a 
result of failure to answer JC-K’s inquiries) many or may 

not indicate a reluctance on the part of the school to 

be investigated. 
That is hardly a condemnation, now is it? 

To answer Mr. Grey’s objections as simply as possible, 
we have placed numerals in brackets beside the more 
important ones. Let us now consider them in order: 

[1] it should, certainly, always be “open season” for 
finding fault with schools, private or otherwise, which 
give insufficient training while taking Government money 
for the student’s education. As an ex-GI the author feels 
it his duty to look into matters affecting the welfare of 
his fellows. After all, many of them in their enthusiasm 
to take up a profession or trade, may be misled and. 
through attending the wrong school, fritter away their 
precious “GI Bill” allowances. 

As to the inadequacy of the questionnaires sent out: 
What additional data could have been requested? It is 
axiomatic in publishing circles that the longer a ques- 
tionnaire is, the slimmer the chances of ever having it 
returned. As a matter of fact. many schools either ignored 
certain questions or answered them in an unsatisfactory 
manner. Mr. Grey’s own school, incidentally, failed to 








give any information in response to five questions, al- 
though in other respects his questionnaire provided & 
splendid amount of information. 

[2] The distinction between “approval” and “licens- 
ing” is, indeed, a great one. However, by Mr. Grey’s. 
own admission “in most states of the Union a mere ap- 
proval is sufficient.” And, since New York has a mere 
seven institutions teaching horology compared with at 
least 78 in the remaining states, it would appear that the 
splendid system of approval and licensing prevalent there 
would have little or no effect on the vast majority of 
institutions. 

[3] The sentence “How many men currently taking 
courses in nearly 100 schools throughout the country are 
being properly trained?” is not a conclusion, it is a 
question. Perhaps the answer is “All of them,” although: 
in light of the evidence this is extremely doubtful. Since 
it is a question, not a conclusion, supporting it with facts 
is hardly necessary. 

No attempt was made in the article to prove that a 
hoary institution with creaking floors and antiquated 
equipment offers a superior course in horology or any- 
thing else. A recently-established school with all of the 
attributes “supposed” by Mr. Grey should present an 
excellent horological course. But how many schools 
founded in recent years have all of these attributes? 
Some certainly do—we have no quarrel with such insti- 
tutions. Other schools appear to lack almost every one. 
How can they possibly teach watchmaking properly? 

The “one man tells another” method of spreading the 

(Please turn to page 356) 




















SALESMEN WANTED 
for the Central States 











We require men of proven ability and experience with a following to 
which we will add our established trade. 


Must be capable of doing a constructive wholesale selling job on diamond 


rings, jewelry, Swiss watches, etc. 


Opportunity for substantial earnings and bright future. 


Write giving full information and details. All applications and letters will 
be held in confidence. Interviews will be arranged only after receiving 


written application. 


Hart Jewelry Company 


27 E. Monroe St., Chicago 3, Illinois 


ESTABLISHED 1914 


FOR OCTOBER, 1947 
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Specialized ‘Shops’ 


Coneentrate Attention 


Six sections. all grouped in one 
department on second floor of C. D. 
Peacock Jewelers. Chieago. give 


eustomer complete gift inventory. 


The Stationery Shop is one of two new 
additions to Peacock's gift inventory. 


N entire floor of gifts designed to cover the entire 
field, yet offer the customer the convenience of 
sharply classified gift lines. is an outstanding new feature 
at C. D. Peacock Jewelers, Chicago, Illinois. 
The Peacock store has carried gifts in all their rami- 
fications for most of the firm’s 110 years of business. but 
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Six alcoves, each devoted to 
one classification of gifts 
open off main corridor of 
Peacock's new gift seétion. 


on Gifts 








this is the first time there has been a determined effort at 
‘‘departmentalization,” according to Betty Barton Greco 
of the store management. 

Located on the second floor, with convenient elevator 
service, the gift shop is an ultra-modern salon with abso 
lutelv no center-floor display cases. Instead, in the center 
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The Chinese Shop, long an attraction 
at the Peacock store, carries a wide 
selection of fine Oriental giftwares. 


by ROGER LOCKE 


of the room are comfortable modern settees, glass topped 
display tables for laying out table settings of glassware 
and china, and plenty of “wide open spaces” for loung- 
ing. All gift displays are concentrated either in the series 
of six small alcove shops branching off from the main 
room, or on the oval shaped partition sections which sepa- 
rate the gift shop from the elevator foyer. Representative 
samples from each of the shops will be shown on one or 
more of the six three-level display units near the elevators, 
or in inset “shadowboxes” which face inward from the 
front wall to the lounge area. 

The specialized sections, all smartly modern in styling 
and decor, include an Accessory Shop, a Chinese Shop, a 
Table Setting Shop. a Men’s Shop, a Bar and Supper 
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Shop, and a Stationery. Engraving and Leather Shop. 
The Stationery Shop is the only 100 per cent new addi- 
tion to Peacock’s gift inventory. and was incorporated as 
an answer to a constant pressure from store customers for 
reinstatement of the splendid engraving service which 
Peacock’s discontinued 17 vears ago. “Fine gift station- 
ery. with engraving and embossing service is a natural 
addition to other gift lines.” Mrs. Greco pointed out. “We 
feel that many sales of pottery, metal gifts, glassware, 
china, etc., will go hand and hand with stationery or en- 
sraving service.” 

The Stationery Shop. consisting of six fluorescently 
lighted wall cases angled around a corner of the gift shop 

(Please turn to page 357) 


The Accessory Shop, also a 
new addition, is designed 
to link together the appeal 
of the various shops with a 
selection of various pieces. 
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|. This ''fish-bowl" clock is one from a new series of elec- 
tric clocks in 42 different styles just introduced by the 
Ansonia Clock Co., New York. I+ may be retailed at $32.50. 
Distributed by Colony Products Corp., 230 5th Ave., N. Y. C. 


2. From the Lawrence Hutschenreuther factory in Germany is 
this 11!" figure "The First Step," made in white with gold 
band; retail $37. One of a number of figures being im- 
ported by Paul A. Straub & Co., Inc., 19 E. 26th St., New York. 


3. Baby sets for girl or boy, made of jewelers’ bronze (re- 
tail about $4) or sterling ($7.50). Nylon bristles, engine- 
turned back. Made too in 14K gold for $200. Sold in gift 
boxes. From Crystal Products Co., 347 5th Ave., New York. 


4. "Duette"—a 2-in-| case with drawer for cigarettes and 
compartment for powder safely sealed off from each other. 
In various designs in gold effect, retail $5; jeweled version, 


$12.50. Made by Metalfield, Inc., 17 West 34th St. N. Y. C. 


5. Back on the market after three-year absence, the Delray- 
miniature, two-cup version of the much-wanted vacuum glass 
coffee maker. Manufactured by the Silex Co., Hartford, Conn. 


6. Made in Tuscan bone china from England, a 29-piece tea- 
* set in pastel floral design (above) retails for about $80; 20- 
piece after-dinner coffee service in Dresden design, about 
$40. From Ebeling & Reuss Co., 707 Chestnut St., Phila., Pa. 
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eflecting the skilled 
craftsmanship which 
glorified the 
Renaissance but achieving 
new horizons in design 
LLINI by Tiffin 
marks an epoch in the 
art of crystal. 





UNITED STATES GLASS COMPANY, TIFFIN, OHIO 
347 
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1. Hand-made and hand-dressed ceramic figure with lace 
applique; hand-made shade; in turquoise, pink, forest green, 
ivory. From Katherine Zipper & Co., 712 S. Olive St., L.A. 


2. "Kingsdale," one in a series of Smith's English clocks 
just being introduced to this market; made of walnut; 
approximate retail is: $35 for electric, $85 for hand-wound. 


Sold by British Quality Merchandise, 1181 Broadway, N. Y. 













3. Stemware in the "Scepter" shape is decorated with the 
graceful "Romance" etching, which also appears on a series 
of flat pieces. From Fostoria Glass Co., Moundsville, W. Va. 


4. One of Spode's earliest prints, revived several years 
ago and entirely re-engraved, decorates this ||"' tureen and 
stand. It is the Gainsborough painted underglaze in rich 
colors. From Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


5. From Amsterdam comes this hand-made bowl by Jan AIl- 
bers, Holland silversmith; 8"' in diameter, it retails for about 


$150. Sold by A. J. Van Dugteren & Sons, 5, E. 57th St., N. Y. 


6. An amusing conversation piece is this "Shotgun Wedding” 
group of droll, hand-painted characters created by Brayton 
Laguna Pottery. Sold by Worth Durham, 527 W. 7th St., L.A. 
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FLORENTINE SILVER* 


*Entered through U. S. Customs as composed of copper, nickel, and zinc, washed in real silver. Not subject to Federal Excise Tax. 


PERMIT US TO CALL YOUR ATTENTION TO THE MINIMUM PACKING PER ITEM, AS WE SHALL BE FORCED 
TO OMIT FROM ORDERS ANY ITEM ON WHICH THE QUANTITY SPECIFIED IS LESS THAN THE MINIMUM 
SHOWN. WE DO NOT OPEN AND REPACK THIS WARE. IT IS SHIPPED TO YOU, AS PRE-PACKED IN ITALY. 


Item Minimum Price : Item Minimum 
Packing Packing 


$ 1.25 doz. Sugar Tongs ac kasama tac eee. 


Zz 
o 





AD Coffee Spoon 

Ice Tea Spoon .. 
Salad Fork and Spoon 
Sauce Spoon 

Cocktail Pick 

Lemon Fork 

Letter Opener 

Table Bell 


| 
2 
3 
4 
5 
6 
7 
8 
9 


Sandwich or Cake Server aay 


Sandwich Server 

Pill Box, Small Size 

Asst. Pill Box, Large Size 
Cherry Spoon 

Tea Spoon 

Corks 


Salt Spoon | ed eee 
ee? . 2 doz. 
. | doz. 


..Yz doz. 
'/2 doz. 
/y doz. 
| doz. 
| doz. 
Vy doz. 
. 2 doz. 
| doz. 
'/2 doz. 


All items in assorted designs. 


We can make prompt shipment from stock, f.o.b. Philadelphia, Pa. 


2.50 doz. 
4.50 doz. 
24.00 doz.: 
10.50 doz. 
2.50 doz. 


Tea Strainers i aia 

| 2 & SS: ri ves vache 
Sandwich Server ... 

Hors D'Oeuvre, Fork & Spoon 

Sugar Spoon 

Jam Spoon 

Relish Spoon, 2 Assorted 

Pill Box Mosaic ... 

Dessert Fork 

Round Ashtray 

Sparrow M/s 

Sparrow S/s 

Dolphin ... 

Stiletto L/s . 

Footed Nut Dish 

Letter Opener L/s Se A Puce 
Paseeen? Ge. & id. ........ eae ’ 17.50 pr. 


All orders subject to package ante a 1%. Veinis 2% 10 days, 30 net. 
New accounts please send three trade ep Wiese: or check with order. 


EBELING & REUSS COMPANY 


MAIN OFFICE, SHOWROOM and WAREHOUSE, 707 Chestnut St., Philadelphia 6, Pa. 


CHICAGO 54 
1557 Merchandise Mart 


LOS ANGELES 14 
527 W. 7th Street 


NEW YORK 10 
225 Fifth Ave. 
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|. Bubbled glass ash trays in raindrop effect by Erickson 
ranging in size from 4" to 8" may be retailed from $6 to 


$15 each. From Wm. H. Fenton Co., 366 5th Ave., New York. 


2. For Christmas parties—hand-painted candle glasses by 
Artistica; gift-boxed in sets of eight to be retailed at 
$9 for highballs, $8 for old-fashioned, $7.50 for whis- 
kies. Sold by Loewenstein & Klein, 1186 Broadway, N. Y. 


3. Javanese dancer lamp by Luigi sculptured in wood-like 
plastic with chenille shade in seafoam green or lipstick 
red. From Victor McNutt Associates, 527 W. 7th St., L. A. 


4. Goran Hongell designed this line of crystal glass stem- 
ware from the Karhula factory in Finland; goblet may be re- 
tailed at $24 a dozen. The line is carried in stock by the 
Finland Ceramics and Glass Corp., 225 5th Ave., New York. 


5. Hand-colored reproductions of familiar Currier & Ives 
prints decorate these I0!/." plates—8 different subjects re- 
tail at $16 a set. From Sun Glo Studios, 225 5th Ave., N. Y. 


6. "Persian Rose" is a new pattern in Royal Chelsea English 
bone china, hand-enamelled in rich colors and trimmed with 
burnished gold. Net price range: $45 a dozen for the after- 
dinners. From Koscherak Bros., Inc., 129 5th Ave., N. Y. C. 
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Handcut stems and KARHULA'S engraved "Northern Light” design on the 
: strikingly modern bowl are the features of the MARJATTA pattern. 


A complete stemware line is available comprising: 


,, : 


a OOM. S. |... Beads, 
- CHAMPAGNE. . . . . 27.00dz, OTA es 
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|. Hand-hammered and oxidized, this 10" x 16" copper serv- 
ing tray has a lacquered surface; priced at $10 Keystone. 
By Bell Mfg. Co., 5414 West Washington Blvd., Los Angeles. 


| 2. New items in the Candlewick design, available now, are 
| a salt-pepper set, retail about $1.25; 6-pc. cigarette set, 
| about $2.50. From the Imperial Glass Corp., Bellaire, O. 


3. Decorated with the "Orchid" etched design, this round 
tray is fashioned of bent glass, and it may be retailed at 
$4.75. Made by Kensington, Inc., of New Kensington, Pa. 


4. This smart chowder set by Winfield is in vitrified china 
decorated with a delicate bamboo design in green on white. 
The pattern is also done on dinnerware. Made by American 
Ceramic Products, Inc., 1825 Stanford St., Santa Monica, Cal. 


5. Here are three new cuttings in Tiffin crystal stemware— 
the "Stratford," the “Erin,” and the "Jefferson." Recently 
brought out by the United States Glass Co., of Tiffin, Ohio. 


6. Georgian in styling, this silver-plated three-piece sugar 


and cream set is in the Empire Colonial design; price 
$28 net. By Dodge, Inc., 401 East Sixth St., Los Angeles. 
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225 FIFTH AVENUE 

















Write for our new profusely illustrated catalog. 





AE 
NJEREEHE 
SUITE 800 ©® NEW YORK 10, N. Y. 





BUENILUM 


Lustrous hammered Aluminum 
Hostess Service Accessories by 
Messrs. Buehner & Wanner—an 
established quality product at 
popular prices—now nationally 
advertised to the consumer. 


llustrated—Sandwich Tray No. 
1076, diameter 14" — $3.50 
ea.; Basket No. 1086, diameter 
9!/,""—$1.75 ea.; Tidbit Service 
No. 1073, height 6!/,", diam- 
eter at bottom 14 inches, $4.75 
ea. 


Prices are wholesale subject to 
our usual terms, F.O.B. New 


York. 



































Spode 


THE FINE ENGLISH DINNERWARE 





Since 1770, Spode products have 
won the approval of succeeding 
generations of discriminating people. 


COPE!.AND 





(SPODE] Fine English Earthenware 
(tay | 
ENGLAND 


sPout . ‘ 
COPELARCS CHINA 
ARCS CHIN English Bone China 


Lowestoft Stone China 





Made by 
W.T. COPELAND & SONS, LTD. 
England 


Sole agents and wholesale distributors 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 
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| GEO. BORGFELDT 
CORPORATION 


44-60 East 23rd St. Tel. GR 7-0400 New York 10, N. Y. 


LEADING AMERICAN LINES 


@ POTTERY 
e FANCY GOODS 








@ GLASSWARE 
@ DINNERWARE 


Supplemented by 


@ FRENCH BRONZES 
@ VENETIAN VASES 
@ HAND SCULPTURED GLASS FIGURES 


@ ENGLISH DINNERWARE AND TEA- 
POTS 


@ CZECHOSLOVAKIAN CASED GLASS- 
WARE AND CHINAWARE 


@ ITALIAN ALABASTER FIGURES 
e@ BOOK ENDS, Etc., Etc. 


(Some of the above lines from stock) 
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VIEERAGING the returns from the various gift shows 
held throughout the country during the summer and 
early fall, one is inclined to be optimistic about the com. 
ing selling season. The early shows were terrible. At. 
tendance was generally low and sales'were, to say the 
least, spotty. But as the summer wore on, it became eyi. 
dent that buying interest was picking up. In spite of 
torrid weather, Chicago orders showed good totals, while 
New York—which had to combat both high temperatures 
and the American Legion convention—drew an unex- ! 
pectedly large number of buyers who were really inter. 
ested in buying. And exhibitors at Boston were pleas. 
antly surprised with their show, too. There had been 
some fear that a Labor Day opening would get the show 
off to a bad start. Instead, registration went well beyond 
that of last March, even on the holiday, and sales were 


& © VYAL | senerally spoken of as satisfactory. 
4 CHINA | Depleted inventories are the probable reason for these 


pleasant reports. Retailers have been handicapped with 


New wmeddls, desieus end decovations, _ high stocks of hard-to-sell goods and it was not until 

so reminiscent of our finest imports. % . _ they began to get those stocks down to “down to size” 
YUL that they felt in the mood to buy more. 

CREATORS AND MANUFACTURERS i | | | 


49 West 23rd St, New York Prices are a matter of speculation once more in the 
| pottery and glass field. Labor has been granted another 

——_~__~—_-~| jncrease and many of the factories have had to meet the 
g situation with an increase in their prices. They have 
mports by DAN | ELS done this with reluctance, knowing quite well that neither 

the retailer nor the buying public will be happy about it. 

And the retailer has emphatically NOT been happy 
about it. In many cases, his first reaction to the very 
idea of a price hike was a determination to cancel orders 
or, at least, to slash them to the bone. He could not and 
would not, he said, ask his customers to pay more for 
their tableware when the food for that table was at its 
costliest. 

Unfortunately, however, a condition exists which can- 
not be met with such drastic measures. The spiral of 
high-wages-high-prices is in effect in this industry, too, 
| and is quite as hard to deal with in glassware as it is in 
| beefsteaks or automobiles. The manufacturer must pay 
the higher wage if he is to stay in business, and the 
retailer must pay more for merchandise if he wants to 
have goods to sell. If he wants to make a profit, he must 





































NEW LAMPS AND GIFTS FOR HOLIDAY BUSINESS 






































pass the higher price on to the consumer—and if he 
; : knew at just what point the consumer will refuse to buy, 
or Twin Bottles—from Czechoslovakia _owew ould be in iy banasediies business. 
| for Exquisite Table Decoration | * * # 
No. 9/238 —Cut—3% x5!/o" oo ee. $45.00 doz. OP winners in the Haeger Potteries ceramic compe- 
j No. ee ae x 6" (Delivery now tition were Richard B. Rush, of Chicago, whose entry 
| ee Se 27.00 doz. ' , ; , 
No. 9/217—Cut—4 x 534" ..... $4.00 each...... 45.00 doz. in the vase and lamp base classification won a prize of 
No. 9/239—Etched—33% x 64/4" . 3.25 each...... 36.00 doz. | $500, and Bernard Segal, of Alfred, N. Y., who was given 
No. 9/216—Cut—4x6l4" ..... 4.50 each...... 48.00 doz. a similar award for his entry in the console set and 
f2 D / figurine classification. Mr. Rush also won fifth prize in 
V11k ; antets éx ae . = the latter class. 
31-37 West 27th Street New York |, N. Y. More than 1000 designs were sent in by ceramic 
artists from all over the country, and were judged by a 
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committee headed by Dr. Dudley Crafts Watson, of the 
Art Institute of Chicago. The winning designs are being 
put into production and will soon be ready for the 


ket. 
mat * %* * 


16-mm. color’ film, “Entertaining Is Fun,” made by 
the Everlast Metal Products Corp., is being distrib- 
uted to schools and organizations. The film shows the 
pdft played by aluminum in the home, with a running 
narration by Adelaide Hawley, radio commentator. 
«& % % 
ATES for the California gift show are ready for your 
calendar. The spring gift and art exhibit is scheduled 
for Jan. 25 to 30 in Los Angeles, the exhibits to be shown 
in the Brack Shops, the Brockman Haggarty Building, 
the Merchandise Mart, and the Alexandria Hotel. Woody 
C. Klingborn is director of the show. 
% % * 
ORRY! Back in our August issue, an incorrect price 
was given for a Breslauer-Underberg refreshment set 
in buenilum. Here are the right retail prices: Tumblers, 
$1.50 a dozen; pitcher, $7.50; tray, $8.50. 


% * % 


oo back into the Japanese import business -is 
apparently not going to be so easy as it seemed to 
be a few months ago. Prices are very much higher than 
they were, and production is far below par. Many of 
those American business men who hurried over to Japan 
to get their old connections in working order again, 
were sadly disappointed in conditions there. Some lines 
are available in small quantities, including china, but 
some time must pass before anything even approaching 
the pre-war trade can exist. 
% % % 

| Srnpuamaisa Fk. HAMILTON, president of American 

Ceramic Products, Inc., of Santa Monica and Los 
Angeles, manufacturers of Winfield china and La Mirada 
pottery, has been elected president of the California Art 
Potters Association. Mr. Hamilton is also vice-president 
and director of Registered California, association of 
California manufacturers. 

* * + 

EWSETTES: Frederick “Barney” Parsons has re- 

joined the sales organization of Walter Crowell, 
New York gift wholesaler, and will cover the states of 
New York, New Jersey and Pennsylvania. Robert 
Remple, Jr., who has been covering this territory, is 
returning to New England and will have charge of sales 
in those six states. 

Mrs. Mildred Mottahedeh, of Mottahedeh and Sons, 
New York, has returned from an extensive buying trip 
in Europe. Attending trade fairs in several different 
countries, Mrs. Mottahedeh was particularly impressed 
with the efforts being made to manufacture all kinds of 
goods for export—little if any of this merchandise was 
to be sold in the countries- of their origin. 

H. Lionel Herzfelder, president of the Fan Company, 
of New York, was among the group of American business 
men who went to Japan when commercial relations were 
reopened in late August. Mr. Herzfelder flew to Tokio 
to re-establish old connections there, his firm being one 
of the first ever to promote the sale of Japenese ware in 
this country. 
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xquisite in its breathtaking beauty and 
sparkling individuality, the durable texture of 
elegant RADIANCE adds a sumptuous note to 
jewelry gift packages. Flexible, tarnish-proof, 
this dramatic silver or gold snake-chain cord 


is available direct from the manufacturers. 


TAFFEL BROS., inc. 


95 Madison Avenue * New York 16, N. Y. 


Member, Jewelers Board of Trade 


























‘*Milady”’ 


**Craftsman’”’ 
Pewter 


Pewter 


English Hand-Hammered Pewter Hollowware by 
George Lee & Co. and Messrs. Viners Ltd. Fine 
Reproduction Sheffield Plate, Copper and Brassware 
by important British manufacturers. Antique Silver 
and Plate and Hand Cut Crystal. Visit our show- 
room where all merchandise is on display. 


Prices back to 1939 level 


SOLE FACTORY AGENT IN _ U.S.A. 
C. BERNFELD 
Z8 West 37 Street New York 18, New York 
Wisconsin 7-7903 

















THE PROVEN 
MONEY 
MAKERS!! 


This set and other 
fast selling items of 
men's jewelry at at- 
tractively low prices 
now being featured 
by leading whole- 
salers. 





Style #302 Boxette—($3 Retail Keystone) 


KENT JEWELRY MFG. CO. 


Manufacturers of Jewelry & Chain Products 


Dept. A, 50 Columbia St., Newark 5, N. J. 


NOTE: 





Jobbers and Distributors—write for illustrated 
brochure and price list. 


















NEW! FAST-SELLING! PROFIT-MAKING! 


Attractive bronze-finished 
case, 3-in. high. Lights only 
when tilted . . . off when up- 
right or horizontal. No flints 
or fluid to replace. Under- 
writers’ approved 7'/2 ft. rub- 
ber cord and plug. Lighter 
GUARANTEED FOREVER.AC 
ef DC. Individualiy boxed. 
Order initial stock today! 


LIGHTS ONLY 
WHEN TILTED 





Retails $5 Your Cost $36 Dz. 


GEORGE KOCH SONS, inc. > EVANSVILLE, IND. 








MAILING BOX 


REG. U. S. PAT. OFF. 











- ONE PIECE 
SHIPPED FLAT 





THE C. J. FOX COMPANY 
ABORN & COVE STS. - - PROVIDENCE 1, R. @. 
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WATCHMAKING SCHOOLS DEFENDED 
(From page 343) 


word about the worth of a specific school is a slow and 
wasteful method of disseminating information. What 
happens to the poor fellow attending a poor school who 
does not hear the truth until it is too late. 


[4] As admitted under [2] above, New York’s sys- 


tem, as outlined by Mr. Grey, appears excellent. Buz js 


this system in effect in the other states? We have strong 
doubts on that score. 

[5] This appears to us like “buck passing.” If g 
New Yorker (or resident of some other state which, con. 
ceivably, has an excellent licensing system) wishes to 
study horology, all well and good. But how about the 
poor fellow who wishes to study at a school located in 
a state with a haphazard system? 


[6] The author doesn’t claim to have visited a host 
of watchmaking schools being, essentially, an editor, 
However, the author has discussed the matter with repu- 
table horologists who have visited large numbers of 
schools, and the facts provided by them served, to a large 
extent, as the basis for the statements made. As for con- 
demning “wholesale fashion”—who did that? As pointed 
out in the second paragraph of this reply, JC-K did not 
recommend or condemn any school—we merely pre- 
sented data from which the reader could draw his own 
conclusions. 


[7] The suggestion advanced here is an excellent one 
and, incidentally, by no means original with Mr. Grey. 
The industry certainly should help aspirants in a direct 
manner, and preparations are being made to do so. (See 
the proceedings of the U.H.A.A. convention reported else- 
where in this issue). But such things cannot be done 
overnight. Meanwhile, it is best to have some sort of 
basis upon which to judge existing schools. How are 
“fathers, other kin and employers” to judge a school if 
facts are not made available? 

[8] Merely because a charge of racketeering is “old 
stuff’ doesn’t excuse it. Murder is, to the best of our 
knowledge, one of the oldest recorded crimes (see the 
account of Cain vs. Abel in Genesis). However, the fact 
that murder is “old stuff’ doesn’t appear to deter munici- 
pal police departments from seeking the culprit when 
such a crime is reported. 

Granted, that all industry may suffer to a greater or 
lesser extent from unethical practices. That is bad and 
something should be done about it. The usual procedure, 
however, is to go after unethical offenders in various 
segments of industry, rather than merely deplore it in 
the fashion of the preacher who was “against” sin. 

[9] Charges have not been leveled against public 
vocational schools or private schools specifically. How- 
ever, it is well to remember that public vocational schools, 
being financed by the general public, are unlikely to have 
the pursuit of the dollar in mind when they open their 
doors. 

[10] Use of the term “Enterprise” in the heading 
above the article appearing in the September issue of 
JC-K resulted from a desire to convey an idea allitera- 
tively. The term has various meanings but it is strongly 
doubted if a public school’s curriculm could be so de- 
scribed—“project” or “program” would probably be 
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In one sense (that which was intended) 


more apt. 
connotes an adventure or undertaking, not 


“enterprise : 
without the element of risk. 
In the November issue of THE JEWELERS’ CIRCULAR- 


KEYSTONE another article on the subject of schools will 
be published. Further analysis of the statistics already 
gathered, plus additional facts gleaned during the interim, 
will disclose that a number of schools now operating 
simply cannot provide an aspiring youth with a proper 


background in horology. 





"SHOPS" CENTER ATTENTION ON GIFTS 
(From page 345) 


and three comfortable knee-hole type, slanting-top counter 
cases, is located on the left hand side of the gift shop. 
Severely modern gray has been used throughout, to ef- 
fectively contrast the white of fine stationery, while over- 
head lighting comes from indirect “cove” ceiling design 
concealing fluorescent lamps. 

The Chinese Shop, long a strong magnet for trade at 
the Peacock store, carries a wide range of Oriental gift- 
wares, all the way from delicate ashtrays to teakwood 
Chinese cabinets. Fine vases, flower bowls, centerpieces, 
nut and candy dishes, miniature trees, lanterns, etc., are 
included. / 

The Table Setting Shop, which carries exclusively the 
finest imported open stock china, will be of particular 
interest to brides, according to Mrs. Greco. Two repre- 
sentative table displays will be changed daily, and another 
table will be convenient to work out complete table set- 
tings to the customer’s wishes. 

The Accessory Shop, also a new addition to the Pea- 
cock gift layout, is designed to link together the appeal 
of the various shops, making it possible for the gift pur- 
chaser to purchase practical, useful gifts which the re- 
cipient may use in table settings, in arranging flower 
centerpieces, in decorating a mantel, a bookcase, a what- 
not case, etc. 

Finally, the Men’s Shop, is laid out to appeal to the wo- 
man who finds purchasing gifts for men a particularly dif- 
ficult job. Fine leather goods, smoking accessories, mani- 
cure kits, military brushes, sporting pictures, etc., are 
included. 

Concurrently with construction of the new gift shop. 
which, incidentally, is completely air conditioned, the 
Peacock store has “broadened out” the price range on its 
gift inventory, so that it is possible for the customer with 
only $2 to spend to find something to fit her pocketbook. 
“Our gift prices are in all ranges.” Mrs. Greco pointed 
out. “We want to attract people from all walks of life, 
and therefore, we have made it possible for both the 
modest salaried worker, and the wealthiest customer to 
find something appropriate.” 

Miss Dorothy Durkin, formerly a department store 
buyer, has been appointed manager for the Peacock 
gift shops, and was given a free rein to gather both for- 
eign and domestic gift merchandise, including a_ first 
presentation of handmade jeweled picture frames, in- 
dividually designed stationery papers. imported china 
and glassware, old English china dessert plates and after- 
dinner cups. and many sparkling innovations in the Bar 
and Supper Shop. 
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Trophy-Craft is back again in production of ™ 
Sport trophies for all major events. Bakelite, 92 
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by DON MERRILL 


Every firm has news 
or a human interest 
story tucked away 
somewhere. Dig it 
out for the editor's 
eyes with a planned 
publicity program. 


Free Newspaper Publicity 


Supplements Advertising 


66 OOK at that,” wailed the sales manager. “Jones 

Jewelry Co.’s name is in an article again. The 
free publicity those guys get! Why don’t the reporters 
ask us something sometimes? Why can’t we get our 
name in the papers?” | 

Why not? “Free publicity” doesn’t just happen. It is 
the result of careful planning and execution of a program 
as thorough as that used for any selling operation. 

Publicity isn’t by any manner of means a substitute 
for advertising. Rather, publicity and advertising are— 
to use a football simile—like a speedy halfback and a 
sturdy blocking back. The halfback gets the results, in 
the form of touchdowns, but the unsung blocker con- 
tributes in large measure to his success. Advertising and 
publicity are best when teamed; advertising making the 
sales, with publicity helping to pave the way by making 
friends for the jewelry store. 

Planning a jeweler’s publicity program might break 
down into five phases: What publicity to get out, where 
to send it, who to cultivate, when to break a story, and 
how to insure publication. 

Taking the first phase, just what is a publicity story? 
What is good publicity—or is any publicity good? 

A publicity story is not only any one which does a 
direct selling job for the jeweler, but also includes any 
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story which even indirectly tends to put him in a favor- ~ 
able light. For example, a newspaper story about one | 
unusual worker and the way he performs his job helps | 
indirectly to build good will through the reaction of 
readers who say to themselves, “That must be a good 
place to work—treats its employees well.” 

To the old fashioned press agent, any publicity, good, 
bad or indifferent, was desirable as long as it included 
his client’s name. The modern public relations specialist 
looks at things otherwise. Sometimes, in fact, his job is 
to prevent, insofar as it can be done, the publication of 
articles and stories which reflect unfavorably upon his 
company. The aim of a jewelry publicity program is not 
to put the jewelry company’s name before the public in 
any way. Rather, it is to present the company in a favor- 
able light. ; 

Let’s look at a few examples of what a good publicity | 
story for the jewelry store might be. Usually, the jeweler | 
himself doesn’t know that there is a story—but, almost 7 
any good company has scores of potential articles in its | 
history, its personnel, its policies, its promotions. 

In one city, a jeweler had on display a diamond worth 
over $20,000. He put it up, not with the idea of selling 
it, but to bring crowds into the store who, he hoped, © 
would see, be attracted by, and purchase other jewelry. © 
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y APEX WATCH CASES 
3 ve been featured by leading 
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APEX WATCH CASE MANUFACTURING CO. 


304 EAST 45TH STREET 





NEW YORK 17, N. Y. 














Many a jeweler, noticing that his competitors receive mention in 


the loeal paper’s news columns, wonders why he cannot get the 
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same break. This article points out that planning is required. 


The crowds did come and they did buy, but they might 
have been bigger had he known how to merchandise the 
publicity value of his promotion. It was advertised twice. 
and a card in the window invited customers into the 
store. That was all. 

Twenty thousand dollar diamonds aren’t on every 
shelf. Few newspaper readers and few editors have ever 
seen one. Here is what the jeweler might have done to 
push the publicity value of his promotion: First, he might 
have invited newspaper editors to see it at a private press 
showing. This would have been held after store hours, 
so that the reporters sent to see it would have full oppor- 
tunity to concentrate their attention on the diamond and 
its story without being distracted by crowds milling in 
the store. 

The history of the store—and it was bound to contain 
some interesting facet—should have been given to the 
reporters. Not merely told to them, but typed or mimeo- 
graphed and handed to each. The “release” should have 
specified when, where, why, and how it was being shown, 
and who was showing it. Opportunities should have been 
extended to the newspaper photographers to take all the 
pictures they wanted, and a pretty sales clerk migh: have 


. 
"= 
* we 














= "too Mr. Hughel 
In atch repait 





"News stories of 
this sort, certain 
to catch the read- 






7 










All the 
fo be tout” 2804s pate er's eye, are the 
fore has selections "s. 
Sere the result of careful 


| 
Ht 
f 


planning. _Items 
must be based on 
something of in- 
foray Ordeal terest to reader. 





(rf 
pl 
i 
i 











iy 
? 
i 
i 










H 
{ 
h 








360 


been detained overtime to give the pictures human inter. 
est value. 

That’s merchandising the publicity value of a promo. 
tion. Not all promotions, of course, have such excellent 
news story possibilities, but many that the jeweler does 
not play up could he merchandised like that with excel- 
lent results. 

Every employee of the store did something before he 
came to work for you. What was it? Many of them 
were airmen who bombed Germany and Japan. Many 
did more prosaic things during the war, but some un- 
doubtedly did downright unusual ones. Some may have 
been merchant seamen who were torpedoed, or who saw 
strange or unusual things. 

Talking to the personnel of the store often brings out 
an interesting anecdote, an unusual experience that an 
editor would welcome. In return for ferreting out a 
human interest yarn, he’ll usually mention that Joe Jones 
works for Smith’s Jewelry Store. Not a big blurb, but 
something that makes Mr. Consumer think just a little 
more highly of the store because it is connected with a 
person whom he admires (or he wouldn’t have read the 
article). 

Have you any kind of employee benefit policy? Do 
vou furnish insurance? Help to pay the hospitalization 
costs of employees? Stories of employee relations that 
show the boss and his workers getting along well are in 
demand today. Talk to the editor! 

Newspapers—especially those in the community where 
the jewelry company is located; magazines, notably those 
in the homemaking field and those appealing to women: 
and radio programs offer excellent outlets for consumer 
publicity. 

It is usually wise to cultivate key men—editors, an- 
nouncers, and radio program directors. Contrary to 
prevailing opinion, most newspaper editors are eager to 
receive publicity, provided they are not expected to insert 
free advertisements in their news columns, and provided 
the publicity gives them something of real news or human 
interest value. When something pops at the store that 
might be newsworthy—pass it on to newspaper editors. 
Get to know them personally, let them understand that 
you are eager to help them to secure facts, figures and 
human interest material they need, regardless of whether 
a story of value to the store develops. It is axiomatic in 
the news-gathering business that there is nothing older 
than yesterday’s news. So if something of immediate 
news interest does develop—don’t sit on it. Release it 
while it’s hot. To get cooperation from publication 
bosses, it is necessary to give cooperation. Ferret out the 
news for them. 

For example, getting back to the worker whose job, 
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rsonality or past history may be unusual, it is wise 

ublicity to “package” a story for the local media. 
Follow up the information. Interview the man. Get pic- 
tures, and present the whole, in a unit, to the editor. 

If no trained publicity man is on the payroll to take 
care of this chore, call the editor of a local newspaper 
and give him an outline of the story, letting him know 
that if he cares to send a reporter to follow up your tip, 
the company will extend all the aid it can. There are hun- 
dreds of unwritten human interest stories floating around 
all the time that editors can’t cover because-they don’t 
know about them. Tips and active help in following up 
such feature material are appreciated. 

To discover the hidden human interest material among 
his employees, one jeweler gave each a long, mimeo- 
graphed form to fill out. This inquired into the em- 
ployee’s education, former employment, Army or Navy 
service if any, outside activities, asked whether he had 
ever won bowling or tennis championships, whether he 
had ever played on a champion or a runner-up softball 
team, found out if there were famous relatives in his 
family, and generally pried into his entire history. The 
answers that looked promising were jotted down in a 
notebook, and the manager amplified the information by 
a personal chat and, where a promising story developed, 
got the employee’s permission to contact a_ publicity 
outlet. 

Being wise this jeweler didn’t try to “flood’’ his local 
newspaper with these stories. He called them to the 
editor's attention one at a time a month apart. Several 
very interesting—and very profitable—feature stories 
were the result. 

Don’t expect the editor to give a glowing account of the 
company in return for such help. Consider a casual 
mention of the store—so long as it presents the company 
favorably, in a favorable-angle story—ample compensa- 
tion. 

Stunts often help to focus news interest on a special 
promotion. But stunts can be overdone. To be effective. 
they must tie in directly to the genuine news value of the 
story as it will be developed by the publication. 

A picture, many editors believe, is often worth a thou- 
sand words and, in any case, a story that is well illus- 
trated stands a better chance of being used than an un- 
illustrated article. In furnishing pictures for publication. 
it is wise to be sure they have action and human interes’. 
People like to look at people and action attracts a read- 
ers (and an editor’s) eye. 

If the story is furnished, ready-written, in release form 
to the publication, it is vitally necessary that “slanting” 
be eliminated. It must be written as the reporter himself 
would write it, without selling plugs or superlatives. 





64 Cents a Month Runs This Tower Clock 
A. J. Whitehill, a former clockmaker of Bradford, Pa.. 


now engaged as an engineer, recently completed building 
a new clock for the tower of his town’s municipal build- 
ing. The work, done in his spare time, consumed nearly 
14 months. 

To quote Mr. Whitehill: “This clock was designed 
and built with the thought in mind of eliminating as 
much as possible all factors that, to the builder, had 
been a source of trouble with the ordinary tower clock. 

“Variations in the timing caused by temperature and 
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humidity, so common to pendulum clocks, was eliminated 
by using a synchronous motor as the source of power. 
Not much larger than a baseball, the motor furnishes two 
pounds torque at 1 RPM, and when this is reduced 
through gearing to 1 revolution per hour, the center post 
has a torque of 120 pounds, which allows a safety factor 
sufficient to overcome snow and ice formations on the 
hands and an occasional starling or pigeon which might 
perch there. The gear train runs in ball bearings 
throughout, and since the fastest shaft makes only 1 RPM, 
the need of oiling is done away with. The center wheel 
has been index drilled and equipped with an index pin 
for setting the hands. 





A. J. Whitehill with mechanism of his tower clock. 


“The striking mechanism is the rack and snail type, 
the snail being driven by the striking motor and timed for 
two seconds between strikes. The balance of the strike 
mechanism is connected to micro-switches which start 
and stop the strike motor at the proper time. In other 
words, when the center post cam drops the warning arm 
on the hour, the motor starts the striking, and the pawl 
falling in place under the rack at the end of the striking 
stops the motor. The striking motor closes a switch on 
each revolution of the snail and this switch in turn op- 
erates a solenoid that strikes the bell. This does away 
with much of the linkage and vibration common on the 
old pull wire type of hammer. Since the master plate re- 
volves once in twenty-four hours, any combination of 
striking can be set by altering this master plate. This was 
designed in this manner so that the clock could be silenced 
at night. 

“The plates and base were all heat treated and stress 
relieved before they were line bored so as to safeguard 
against the possibility of binding from internal stresses 
in the steel. After the clock plates were completely finish- 
ed, they were ground and scraped and damaskeened, this 
latter having no particular advantage other than finishing 
what I choose to consider a nice job. 

“The clock in its entirety weighs a little less than 350 
lbs., and the operating cost should not exceed 64¢ a 
month. All parts were fashioned with the aid of a milling 
machine. Doall Saw, and bench lathe. 
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IS LOOKING FOR A MAN LIKE YOU?! 


Tf you are a watch or jewelry salesman... 


If you have held territories prior to 1940... 





If you realize the opportunities existing in 
representing one of the world’s fine watches .. . 
watches that are being nationally advertised 

- 65,000,000 readers —then you’re the man we're 
looking for. There is no limit to what an alert, — 


ageressive salesman can achieve with Harvel. 


Apply by letter only. 





HAR | I L WATCH COMPANY ¢ ROCKEFELLER CENTER « N. Y. 20, N. Ye 
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UHAA Acts to 








New England Jewelry Mfrs. 
Faced With Labor Shortage 


The biggest problem facing jewelry 
manufacturers in the Rhode Island-At- 
tleboro area at the present time is se- 
curing women workers. Several hundred 
more persons could be currently employed, 
spokesmen for the industry report. 

Orders, including repeats, are said to 
be coming in well. However, one Provi- 
dence firm reports that the inability to 
secure women employees has made it im- 
possible to keep up with increased business 
activity. “We are four months behind on 
our orders,” they report. 

There have been a number of other simi- 
lar reports. Some say they have never been 
able to catch up on orders, the main rea- 
son being that women cannot be found to 
fill the jobs awaiting them. 

Newspaper and radio advertising is be- 
ing used daily in an effort to staff the 
plants, but personnel directors state that 
it appears that the women have just de- 
cided not to work. 


MANUFACTURERS’ VIEWPOINTS 


One prominent manufacturer comment- 
ing on the situation said, “Our experience 
has been that since the unemployment 
benefits were increased, more girls than 
ever quit their jobs and when the USES 
send them to our plant they half-heartedly 
tell us that is not the type of work they 
could do or that is too hard for them, etc., 
etc. We have conferred with other manu- 
facturers on many occasions and they are 
in the same boat, and oddly enough, we 
cannot seem to find a solution. 

“Last week we lost 12 girls and upon 
investigation we found out that only four 
of them went to work elsewhere and the 
other eight went on unemployment in- 
surance. At this writing there remains 26 
light foot presses that are vacant and we 
cannot find girls to put on them. All this 
is happening in the face of the highest 
wage rate that Providence has ever paid, 
namely a scale of 65 cents to 75 cents per 
hour with time and a half for eight hours 
over 40 hours, which is mandatory at our 
plant.” 

On the other hand, another manufac- 
turer reports the labor situation is due to 

(Please turn to page 368) 
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Annual Convention Held at Charlotte, N. C., Decides 
To Check Schools by Examining and Grading Students 


An important step in the direction of improving the quality of training 
given to student watchmakers and thus to help insure that the young men 
entering the craft shall be better qualified was taken at the 14th annual con- 
vention of the United Horological Association of America held at Charlotte, 
N. C., from Sept. 11 to 14, inclusive. | 

Outstanding among the resolutions adopted by the convention in its final 
business session was one providing for the creation of a laboratory and exam- 
ining board under UHAA auspices to pass upon the qualifications of student 
watchmakers shortly before their graduation and thus indirectly upon the 
qualifications of the schools training them—a check-up of some kind being 
obviously necessary in the light of the facts disclosed in the survey of horo- 


logical schools published in the September issue of JC-K. 


Also with an eye to the same objective, 
it was voted to recommend to the con- 
stituent state organizations that each of 
them should create an advisory educational 
committee to work and counsel with state 
boards of education on the question of 
granting state approval and consequent ap- 
proval by the Veterans Administration in 
the GI training program. 

A third approach to the problem was 
provided by still a third resolution endors- 
ing the formation of an association of stu- 
dents in the horological schools which 
would work for better educational stand- 
ards and act in close coordination with 
UHAA to that end. 

UHAA is firmly determined to do every- 
thing in its power to insure that the flood 
of ex-Gls now studying watchmaking shall 
be adequately trained in the craft both 
for their own future welfare and for the 
protection of the public, and intends to 
leave no stone unturned to accomplish that 
end. 

Officers elected at the business session 
included: John J. Neagoyen, Encinitas, 
Calif., who has been president for several 
years, to succeed himself, and F. A. Morey, 
Cleveland, Ohio, as vice-president succeed- 
ing John DeVogel of Albany, N. Y. Named 
to the executive board in addition to the 
above were: D. G. Underwood, Winston 
Salem, N. C., and Carl Hurst, Tulsa, 
Okla., both for two-year terms. Orville R. 
Hagans continues as executive secretary 
and treasurer. 

Baltimore was selected as the place for 
next year’s convention with the Lord Bal- 
timore Hotel as headquarters and June 17, 
18, 19 and 20 as the convention dates. 


| 





The opening day of the convention, 
which was attended by some 250 representa- 
tives of the watchmaking field, was de- 
voted to sessions of the National Association 
of Horological Schools which was organ- 
ized at Cleveland last year under the 
aegis of UHAA, with a membership of 
29 institutions from 13 states. Since that 
time five additional members have joined 
making a total of 34 member schools at 
the present time. 


JOHN J. NOOYEN 


Re-elected President 





Vice-President Tod New of the American 
Academy of Horology, offered a number 
of recommendations for action by the 
schools association including periodic 
meetings of the educational heads of those 
organizations as well as the _ business 
executives; the creation of a committee to 
act as a clearing house for visual material 
in the field of horological teaching; and 
another committee to collect and correlate 
other types of technical material and data 
such as watch company manuals, articles 
appearing in the trade press, etc.; and 
finally, the compilation and publication of 
a glossary of watchmaking terms in order 








MIXING BUSINESS WITH PLEASURE 


Sea 








Although it was hot and muggy on Thursday evening, September |1, the people shown above 

attending the annual dinner of the National Association of Horological Schools managed 

to smile because the banquet hall was air conditioned. However, some gents still felt warm 
and insisted on discarding their jackets. 


to establish a standard nomenclature that 
would be uniform between various instruc- 
tors and schools. 

Robert S. Nolan of the Veterans Admin- 
istration, explained the workings of that 
body and particularly its policies with re- 
spect to the approval of horological schools 
and the establishment of curricula. 

The old-established schools, he stated, 
are used as the basic standard by which 
others are rated, pointing out, however, 
that the national policies of the Veterans 
Administration are on a very broad basis 
and that the application of those policies 
in different states and localities may differ 
fairly widely and still be within the frame- 
work of the over-all regulations. 

He pointed out the difficulty of estab- 
lishing completely uniform standards for 
all watchmaking schools on the ground 
that there is necessarily considerable dif- 
ference between tax supported public 
schools, those whose income is derived 
largely from endowments and those which 
must depend upon tuition and fees for all 
income. 

Educationally, however, the VA _ en- 
deavors to hold all of them up to approxi- 
mately equivalent standards and according 
to Mx. Nolan will welcome the advice and 
cooperation of qualified advisors, such as 
UHAA committees on this point. He closed 
his remarks with a question and answer 
period on various details of VA procedure. 

Following his talk, Mr. New offered a 
resolution recommending to the UHAA 
that the latter organization establish a 
body which would examine students in the 
horological schools shortly before their 
graduation on their proficiency at the 
bench and in the theory of watch repair- 
ing, and grade them on the basis of such 
examination. The resolution asked that the 
UHAA set up a laboratory for the pur- 
pose of mutilating watches to be sub- 
mitted to students for repairs and for 
examination of the repaired watches after 
the student had completed his work, as 
well as a body for creating and grading 
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the examination papers and recommended 
that the men comprising it be drawn en- 
tirely from UHAA and not from the 
schools. 

Mr. New pointed out that if such an 
organization could be established and could 
arrange to provide gradings of the students 
within a period of 30 to 45 days prior to 
the date of the graduation so that reports 
would be available to the schools before 
the students had been graduated, it would 
be of inestimable value to the schools in 
rating their own teaching performance and 
in preventing the graduation of students 
who were not properly qualified. More- 
over, he said, it would help UHAA in its 
work of accrediting schools, and further- 
more, would be of great assistance in en- 
listing support and cooperation of the trade 
in general in behalf of adequate standards 
of training. 

The resolution was unanimously adopted. 


NAHS ELECTS OFFICERS 


All officers of the schools association 
were elected for another year, namely Wil- 
liam O. Smith, Western Pennsylvania 
Horological Institute, Pittsburgh, presi- 
dent; Tod New, American Academy of 
Horology, Denver, Colo., as vice-president ; 
Arthur T. Johnson, Philadelphia College 
of Horology, treasurer; Orville R. Hagans, 
executive secretary and Forrest Osborne, 
Southern College of Watchmaking, as the 
remaining member of the executive board. 
Two new members were also added to the 
board, Archie McGee, New Jersey School 
of Watchmaking, Jersey City, N. J., and 
J. F. Watson of North Carolina. 

The annual dinner of the schools asso- 
ciation which was held Thursday evening, 
was featured by an address by Dr. J. S. 
Hoffsinger, Director of the National Coun- 
cil of Technical Schools, who discussed 
ways and means to enable the horological 
institutes to do a better job and to ac- 
quire a higher degree of acceptance by 
state and national educational authorities 
and by the general public. He related how 





the National Associaticn of Correspond. 
ence Schools had achieved these ends and 
suggested that the same methods might 
well be applied in the horological field. 

The convention of the UHAA proper got 
underway on Friday with an address of 
welcome by W. A. Davidson, president of 
the North Carolina Watchmakers’ & Jewel. 
ers’ Association, followed by the annual 
report of the president who outlined his 
activities of the past year in traveling about 
the country visiting local bodies and 
counselling with them on _ organizational 
matters. He paid particular tribute to the 
cooperation of Executive Secretary Orville 
Hagans and UHAA’s legal counsel, Ben 
Heald, without whose help, he said, much 
of the work would have been impossible, 

He recommended the adoption of a 
standard system of accounting and records 
for watch repair departments and enm.- 
phasized the need for continuing activity 
on the question of watchmaker registration 
and licensing. 


WILLIAM O. SMITH 





Delegates from the various states re- 
ported on activities in their localities, the 
general picture being one of earnest ac- 
tivity and progress. A framed certificate 
was awarded to the members of North 
Carolina on the remarkable growth of 
membership in that state last year, it hav- 
ing now the largest membership of any 
state organization in UHAA. 

Frank D. Urie, President of the Horo- 
logical Institute of America, extended the 
greetings of his organization to the UHAA 
convention and stated that as far as he per- 
sonally was concerned, he favored the pro- 
posal for the UHAA tto establish an ex- 
amining and certifying organization. The 
fact that this might be regarded as com- 
petitive to some extent with an activity 
already being carried on by HIA is com- 
paratively unimportant in his opinion, he 
stated, since he felt that there was need 
for and room for more activity in this 
direction and that more intensive work 
along these lines would be to the benefit 
of both organizations. He emphasized, 
however, that he was speaking only as 
an individual and not for the organization 
which he heads. 

Frank Holland of the E. W. Reynolds 
Co. discussed the ordering of watch mate- 
rials from the standpoint of the supplier, 
stressing the fact that it is essential that 
desired items should be fully and ac- 
curately described, since without such in- 
formation the watch material house is often 
at a loss to know exactly what items the 
horologist desires. 


(Please turn to page 366) 
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Christmas Selling Survey 
Discloses Pertinent Data 


Retailers who are pondering the matter 
| of Christmas merchandising and promo- 
tion may find some interesting points in a 
survey that has just been conducted by 
the Meyer Both Co., New York advertis- 
ing agents, among department and jewelry 
stores, as to what they are planning in the 
way of special Christmas activities. 

Seventy-seven per cent of all the stores 
queried stated that they are planning to 
be open on at least some evenings preced- 
ing Christmas. A number of these have 
not done this previously but they decided 
that this year it will be advisable. Also, 
a number of those who have previously 
been opened evenings before Christmas are 
going to be open more evenings this year. 

Free gift wrappings will be provided by 

73 per cent of the retailers, though a few 
of them stated that special wrappings 
would be confined only to selected depart- 
ments or to purchases above a certain 
amount—generally $10. 
} Less than half of the retailers are going 
to issue Christmas catalogs. Forty-six per 
cent said yes to this question and 54 per 
cent said no. However, of those who are 
issuing a catalog, 62 per cent will show 
more items than they did last year and 
none are planning to have a smaller list- 
ing. 

Most of the stores who will have catalogs 
will send them to all customers and pros- 
pects, whose names and addresses they 
have, though approximately one-third of 
the 32 per cent say they will send it to 
charge customers only. Most merchants, 
however, evidently felt that it is desirable 
to give these catalogs the widest possible 
circulation. 

Eighty-five per cent said that they are 
going to stress ordering by mail in the 
catalogs and opinion is about evenly 
divided as to whether or not price should 
be played up. Forty-eight per cent stated 
that prices would be prominently featured 
while another 48 per cent said that they 
would not and four per cent didn’t answer. 

More of the responding . merchants 
stated that they would feature “quality” 
more than any other promotional point. 
Other angles that were mentioned by sev- 
eral as things that they intended to stress 
in the catalog included the newest and most 
desirable “wanted merchandise,” “bigger 
and better assortments of items” and “mail 
and phone shopping.” 











COMING EVENTS 


October 
o-8—Denver Gift & Jewelry Show, Hotel 
Albany, Denver, Colo. 
16—New England Manufacturing Jewel- 
ers and Silversmiths Association, Annual 


Meeting, Sheraton-Biltmore Hotel, Provi- 
dence, R. I. 


January, 1948 
5-10—Pittsburgh China & Glass Show, 
William Penn Hotel, Pittsburgh, Pa. 
25-30—California Gift & Art Show, Los 


Angeles. 
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When you need supplies and replacement parts fast, specify Air 
Express—and forget your worries. Your shipment arrives in hours, 
not days. Air Express brings your most distant suppliers close at 
hand. Even coast-to-coast overnight shipments are now routine. 


Because Air Express goes on every flight of all Scheduled Airlines, 
your shipments never “grow moss’’—never have to wait around for 
loads to accumulate. Rates are low, and you’re getting better service 
than ever because of faster planes and increased schedules. For 
better, more profitable customer service, use Air Express regularly. 


Opecity Air Express-its Good Business 


e Low rates—special pick-up and delivery in principal U.S. towns and 
cities at no extra cost. pi se on all flights of all Scheduled Airlines. 

e Air-rail between 22,000 off-airline offices. 

e Direct air service to and from scores of foreign countries. 


Just phone your local Air Express Division, Railway Express Agency, 
for fast shipping action . . . Write today for Schedule of Domestic and 
International Rates. Address Air Express, 230 Park Ave., New York 17. 
Or ask for it at any Airline or Railway Express Office. Air Express 
Division, Railway Express Agency, representing the Scheduled hidlias 
of the United States. 


PRESS 


EXPRESS 
GETS THERE FIRST- 


Fastest delivery—at low rates 





Refrigerator parts (120 lbs.) in Detroit were 
needed in ‘West Palm Beach fast. Picked up 
4:20 PM the 16th, delivered 10 AM on 
17th. 1135 miles, Air Express charge only 
$40.52. Other rates, any distance, similarly 
inexpensive and fasé. 
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UHAA CONVENTION 
(From page 364) 


At the evening meeting, Secretary 
Hagans presented a recommened program 
for increasing UHAA membership, stress- 
ing the fact that the organization must 
have a specific program of objectives and 
must be able to show a tangible record 
of accomplishment in order to hold the 
interest and allegiance of the field. He 
recommended the creation of a student 
organization to be affiliated with UHAA 
as a training ground for future full-fledged 
members—a recommendation which was 
later adopted by the convention in the 
form of a resolution. 

A strong national body is necessary, the 
speaker asserted, for while state or local 





groups may function effectively on certain 
matters there are others in which only. a 
good national body can obtain the desired 
results. 

T. F. Morey, President of the Ohio State 
Association, likewise emphasized the need 
for a potent national organization to work 
with and support the efforts of the state 
and local levels to improve horological 
standards, pointing out that the national 
body can be of great assistance in correlat- 
ing the experiences of the district organiza- 
tions in providing interesting and construc- 
tive programs and in furthering the cam- 
paign for watchmaker licensing. 

Allan Clevenger, Director of Publicity 
for UHAA and Miss Josephine Neislar, 
Assistant to the Executive Secretary, 
described projected plans and programs 
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for increasing membership and improvin 
the handling of various organizational de. 
tails. 


P. D. Moore, a student at the Southern 
College of Watchmaking, endorsed the idea 
for an association of students and testified 
to the value of such an organization as 
UHAA from the standpoint of the young 
man studying watchmaking as a profes. 
sion. 


LOCAL ORGANIZATIONS NEEDED 


Saturday morning’s session was opened 
with a brief talk by W. J. Roeder, presi. 
dent of the Jacksonville, Fla., Watchmak. 
ers Guild, who discussed the need for 
local organizations, pointing out that the 
individual watchmaker is often lacking in 
self-confidence and that association with 
fellow craftsmen promotes his faith in 
himself, and that the guild provides a 
clearing house for “selling” the watch- 
maker to the public. Watchmakers and 
jewelers must learn mutual trust and re- 
spect for each other if all wish to prosper, 
Mr. Roeder declared. 


Fred V. Cole, Editor of JEWELERS’ Cir- 
CULAR-KEYSTONE, in discussing the sub. 
ject, “Must the Veterans Be the Suckers?” 
cited statistics as to how watchmaking 
schools have mushroomed since the adop- 
tion of the GI Bill of Rights, stating that 
while many of the schools are unquestion- 
ably doing a good job, there are others 
whose standards of training are dubious, 
to say the least. He pointed out such 
things as the fact that length of the 
courses offered varies all the way from 
six months to an extreme of four years, 
expressing the belief that not all of them 
could be right and that either some are 
providing inadequate training or others 
are keeping the students in school un- 
necessarily long in order to collect more 
money from the Veterans Administration. 


DISCREPANCIES IN TUITION 


Similar discrepancies exist in the tuition 
charged, which omitting tax supported in- 
stitutions, ranges all the way from a rate 
of $100 per year to $2300 per year in one 
extreme cause. Probably, said Mr. Cole, 
the lower rate is not sufficient to provide 
an adequate education, and the higher one 
certainly seems excessive in view of the 
relatively moderate fees charged by the 
established top-grade schools which are 
universally accepted as being above ques- 
tion. 

He further pointed out that while prac- 
tically every institution on which informa- 
tion is available has the approval of the 
Veterans Administration, this approval is 
relatively meaningless since it is not based 
upon examination of the schools by people 
who are qualified in the horological field. 
He recommended that the UHAA and HIA 
speed up their programs of inspection and 
accreditment and make the results public 
since only through some such inspection 
by properly qualified authorities can the 
good schools be separated from the 
“diploma mills.” 

He further urged that the UHAA make 
public the names of those schools which 
have been inspected and found wanting, 
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as a danger sign to prospective students; 
that the UHAA create or recommend to 
its state associations that they create ad- 
yisory committees in each state to counsel 
with the state board of education with re- 
gard to approval by state educational au- 
thorities; and finally _that the UHAA 
adopt the recommendation of the schools’ 
organization for examining and _ certify- 
ing watchmaking students shortly before 
their graduation as a means of rating the 
various schools. 

Only by a body of men _ thoroughly 
qualified in the watchmaking field can 
this problem be solved, the speaker stated, 
and urged UHAA to accept the job of 
assuming this responsibility to the vet- 
erans, the watchmaking trade, and most 
important of all, to the public. 

Frank Mercer, Master of the Worshipful 
Company of Clockmakers, London, En- 
gland, who was the guest of honor at 
the convention, explained the methods of 
training watch and clock repair men in 
that country and told of a plan now un- 
derway to rate the repairmen in Great 
Britain on a scale according to their 
abilities and to make those ratings pub- 
lic as a guide to the uninformed consumer 
who might desire the services of a com- 
petent watchmaker. 


ORVILLE R. HAGANS 





It is also planned, he stated, to create 
a Standards Committee which will grade 
British-made watches and clocks and 
finally a project for the creation of a Cen- 
tral Horological School in London, which 
will be supported out of the funds of the 
Worshipful Company of Clockmakers. 

Ben W. Heald, legal advisor of the 
UHAA, and Mr. Elgin of the Cleveland 
guild, discussed the progress of watch- 
maker legislation with particular mention 
of the opposition that has been encoun- 
tered in some states, notably in Ohio where 
what the speaker described as a “cam- 
paign of misrepresentation and distortion” 
had been carried on among retail jewelers 
by a paid executive of the Ohio Retail 
Jewelers Association. 

The fact of the matter is, said Mr. 
Heald, that watchmaking licensing benefits 
the jeweler just as much as the watch- 
maker, and cited evidence from the ex- 
perience of Wisconsin—the first state to 
adopt watchmaking licensing in support of 
that statement. | 

Featured speaker at the annual banquet, 
Saturday evening, was the Hon.. Louis 
Y. Ballentine, Lt. Governor of North Caro- 
lina, who as a member of the consuming 
public, stated that the activities of the 
UHAA toward improving the _ technical 
education and ethical standards of the 
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watchmaker are and should be welcomed 
by the public at large and congratulated 
the association on the fine work that it is 
doing. 

Numerous door prizes contributed by 
exihibitor watch supply houses were dis- 
tributed and the evening closed with an 
entertainment and dancing. 

At the final session on Sunday morning, 
an address was presented by V. E. van 
Hoesen who described the history of the 
development of the precision watch from 
the origination of the hairspring principle 
by Huygens in 1675 down to the present- 
day miraculous accurate chronometers. 
Mr. van Hoesen was followed by L. D. 
Staullcup who discussed technical aspects 
of the horological field. 


The business session which concluded 





the meeting, in addition to the election of 
oficers, and the adoption of resolutions 
previously noted, also elected Fred V. Cole, 
Editor of THe Jeweters CrircuLar-Key- 
STONE, and “Watchmaster” Charles Pur- 
dom, as honorary members; voted for the 
formulation of an Information and Ad- 
visory Service to aid local guilds in build- 
ing their programs, and increased the na- 
tional dues from $4.00 to $8.00 per year 
in order to provide the funds for the new 
and enlarged activities which had been 
voted at the convention. A resolution was 
also adopted expressing the formal thanks 
and appreciation of the UHAA to the 
exhibitors at the convention and to all 
of the participants in the meetings for 
their cooperation in helping to make the 
event a success. 
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Jewelry Mfrs. Face Labor Shortage 
(From page 363) 


the fact that business is very good and 
most manufacturing jewelers have more 
orders than they can possibly fill before 
the end of the current year. The basic 
reason for the condition, in his opinion, 
is that in the early part of this year when 
the slump hit the jewelry industry, it was a 
-very easy matter to secure all of the labor 
the manufacturers required, and now that 
the picture has changed so drastically for 
the better, the exact reverse was bound to 
occur. 

Admitting that his firm is affected in 
some measure by the rate paid for un- 
employment insurance, he states that this 
does not mean too much because the aver- 
age skilled worker would prefer to con- 





tinue working, and those who prefer to 
loaf are the people whom they wouldn’t 
want to hire under any circumstances. 

A new and entirely different slant on 
the labor situation was expounded by a 
well-known manufacturer. He stated that 
the problem had not affected his company 
because they obtained a sizable volume 
of business the early part of this year 
and as a result of this volume, and what 
they anticipated would be the reception to 
their line, have kept manufacturing at top 
production through the Spring and Sum- 
mer, the result being that they have built 
up a sizable stock which together with 
present production, will take care of Fall 
requirements. Declaring that it is difficult 
to entice employees back into industry 
after they have been fired because of 
liberal unemployment benefits and the fear 
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they will be laid-off again, he suggested th 
firms should attempt to level-off their wo 
ployment periods so that they can smn 
on a more consistent employment level] dur: 
ing the year, namely by maintaining a year. 
round employment level for at least g 
minimum number of people. 

The lack of female help is not beine felt 
by the jewelry manufacturing indent 
alone. Rubber products makers of his 
area, to say nothing of some segments of 
the textile industry, are facing a Similar 
problem. 

Reason for the lack was contained jn 
a recent report of the Rhode Island De. 
partment of Labor showing that the Rhode 
Island area is growing industrially, anq 
that while one worsted plant was lost to 
the area in the past year 251 new manv. 
facturing plants have begun operations ip 
the State. 

A study of the new plants reveals that 
female help predominates, many of them 
making jewelry. State figures also show 
that there are not as many women en. 
ployed now as during the war. When the 
patriotic factor was removed from work. 
ing in a factory at the end of the war many 
of those employed returned to housekeep- 
ing. 

The shortage of women workers is ex- 
pected to last until such a time as more 
industries employing men _ begin opera- 
tions in the area. Such a condition would 
entice new families to Rhode Island and 
vicinity and bring women to this locality 
who desire to work. 


Halpert's Double Former Space 
By Enlarging and Remodeling Store 


Halpert’s has enlarged and remodeled 
their retail store and by annexing the ad- 
joining shop has doubled their former 
space. They occupy two stores at 140-142 
NE Second Ave., Miami, Fla. 

The entire front is covered with black 
grained Georgia marble. One extra large 
burglar proof window displays diamonds, 
while a second carries watches and cos: 
tume jewelry. A special feature here is 
the patented moving display which is 
changed monthly to fit the seasons. 

The interior of the store shows a lavish 
use of mahogany panelling and display 
cases. Fluorescent fixtures plus special 
ceiling spotlights provide adequate light- 
ing. 

A specially built air conditioning unit 
has been installed in order to provide com- 
fortable temperature at all times. 

Eye level show cases are used through- 
out, and rcessed private rooms provided 
for the convenience of customers. 

The remodeling program involved an ex- 
penditure of approximately $15,000. 


Little Sister Plays Detective 


The first job William Farance had when 
he opened his new jewelry store in Con- 
neautville, Penn., was to open a pair of 
handcuffs. Sara Austin arrived about a 
half hour after the opening, late in Au- 
gust, with both wrists tightly encased in 
handcuffs. The cuffs had been accidentally 
snapped by a younger sister. 
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' rules ensues covering the questioned prac- 


FTC States a4 olicy for Settling Complaints; tices, and which are subscribed to and 





accepted by the affected members of the 


Adopts Tr ade Pp r actice Confer ence M ethod | industry, the commission will give careful 


The Federal Trade Commission has made 
ublic a new statement of policy under 
which the trade practice conference method 
of settling complaints will be widely used, 
and on many occasions initiated by FTC. 
A reappraisal of the policy applying to 
settlement of cases by stipulation proce- 
dures was also made public. 

The action settles a long standing con- 
troversy among the Commissions five mem- 
hers as to what the FTC attitude should 
be. 
FTC made it clear however that simple 
adoption of trade practice conference rules 
will not grant future immunity to firms in 
regard to Commission complaints. Under 
the new policy, FTC will use “the trade 
practice conference and stipulation pro- 
cedures to encourage widespread _ ob- 
servance of the law by enlisting the coop- 
eration of members in industries and 
informing them morefully of the require- 
ments of the law, so that wherever con- 
sistently possible the Commission may 
avoid the need for adversary proceedings 
against persons who, through carelessness, 
may violate the law unintentionally.” 

While this new policy should put an end 
to FTC’s hit-and-miss method prosecution 
by attacking problems on a _ cooperative 
industry-wide basis, the agency declared its 
reservation of “the right in all cases to 
withhold the privilege of settlement by trade 
practice conference or stipulation agree- 
ments.” 

“The object of the Commission is to cor- 
rect—not to punish,” FTC stated. “But 
there must be a reasonable assurance that 
any cooperative procedure will be effective 
and provide full freedom to institute such 
further proceedings as are or may become 
necessary in the public interest.” 

FTC further stated that “when con- 
spirators are discovered, or when they are 
on the verge of being discovered, they 
would doubtless be glad to make use of 
the commission’s trade practice conference 


or stipulation procedure as a_ protection. 


against the more rigorous procedure pro- 
vided by the anti-trust laws.” 

Trade practice conference rules may in- 
clude rules against restraints of trade and 
against violations of the Clayton Act. In- 
sofar as such rules may be informative to 
and followed by members of the affected 
industries, they have a substantive value, 
FTC believes. 

“They should not be accepted, however, 
as a basis for the settlement of cases in 
which the commission has reason to be- 
lieve that such violations have occurred,” 
the Commission says. 

FTC now states that upon promulgation 
of trade practice conference rules for an 
industry, examination will be made of 
pending charges against members. If the 
pending charges are covered by trade prac- 
tice conference rules, FTC “will consider 
the advisability of closing the matters with- 
out prejudice to reopening.” 

Similarly, service of complaint may be 
withheld upon FTC’s receipt of a stipula- 
tion agreeing to abstain from “unfair 
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consideration to whether or not the public 
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methods of competition or unfair or de- | interest requires further investigation of 
o . 9 | + . . 

ceptive acts or practices of commerce.” | such informal matters,” the commissioners 


All such stipulations will become matters | decided last week. 
of public record, and may be used as | Regarding the new policy governing set- 


tlement of cases by stipulation, FTC says 
significantly: “It is not the policy of the 
commission to thus dispose of matters in- 


evidence. 
But FTC’s ace in the hole is its reserva- 
tion of the right to withhold settlement 


privileges sought via trade practice con- | volving intent to defraud or mislead; sup- 
ferences or stipulation agreements. “When _ pression or restraint of competition through 
in connection with an industry-wide inves- | conspiracy or monopolistic practices; or 
tigation informal matters of whatever na- | where the commission is of the opinion 
ture are docketed against individual mem- | that such procedure will not be effective 


in preventing continued use of the un- 


bers of that industry from which the 
lawful methods, act, or practice.” 


promulgation of trade practice conference 
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New York Horologists 
Attend First Fall Meeting 


The Horological Society of New York 
opened its fall season in a convention-like 
atmosphere attended by more than 150 
members and guests with President James 
J. O’Shaughnessy presiding. 

Robert Taylor, president of the New 
York State Watchmakers Association, was 
the first guest speaker. He listed the aims 
of his state-wide organization and told of 
the necessity for state legislation. Mr. 
Taylor outlined his campaign for enact- 
ment of a licensing law and pointed out 
the urgency for cooperation of every local 
trade group soliciting the support of these 
organizations. 





The next speaker was Daniel P. Geed- 
ing, superintendent of the Gruen Watch 
Co. Mr. Geeding told of the efforts of 
his company to aid technically in the bet- 
terment of the country’s watchmakers and 
cited the many educational drives of the 
Gruen people to do so. 

Mr. Geeding then introduced the sound 
color film “Guardians of Precision” pro- 
duced by the Gruen Watch Co. This pic- 
ture was shown and it was the consensus 
of opinion that it ranked high among the 
best films of its type. 

The film shows in detail] the painstaking 
operations required in dismantling a watch 
movement, the tools used and the opera- 
tions in cleaning, oiling and assembling 
the watch. A number of remarkable shots 
show with enlarged clarity the jewel holes 
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Of course you can...immediately...with the 


NEW HERMES 2272alle 


The World’s Finest Engraving Machine 


Now the time has come when you 
too need additional sales and 
additional income through imme- 
diate engraving service. 


New Hermes Portable engraves on 
jewelry, silver, flatware, fountain 
pens, watches, compacts, etc....in 
a matter of seconds...equal to 
hand engraving. 


It eliminates merchandise returns 
and refunds. 

More than 2000 stores, among 
them the leading jewelers,are using 
the New Hermes Portable. Why? 


it is so simple to operate! 





Western Representotive 


HIGBEE & DORRER 


5 Ww eet. Los Angeles !3, Catiforn 





and oiling process. In one Scene, the 
° . .* ’ 
microscope shows in live action how the 


oil enters the hole jewels and cap jewels 


as they are being oiled. 

The running time of the film is about 
35 minutes. Mr. Geeding followed the 
showing by distributing a manual pub- 
lished by his company in which many 
pictures in the film are reproduced. 

Mr. O’Shaughnessy then introduced 
surprise speaker, Frank Mercer, FRS, Mas. 
ter of the Worshipful Company of Clock. 
makers. Mr. Mercer who is president of 
the Mercer Chronometer Co. and one of 
the most famous of English horologists 
had arrived from England only five hours 
earlier on the Mauretania. 

Mr. Mercer spoke of the aims of the 
Clockmakers Company and the British 
Horological Institute. He told of the rapid 
strides of the newly created British horo- 
logical industry and of the many good trade 
schools being started in England. Mr. Mer. 
cer spoke of his previous American visit 
and of his itinerary here. He was ac- 
companied by Messrs. Rawlings and Ait- 
ken. 

Mr. Mercer was warmly applauded and 


thanked by Mr. O’Shaughnessy. 





Jewish Philanthropies 1947 Drive 
Headed by Gerald Rosenberger 


Continuing a family tradition of philan- 
thropic activity, Gerald Rosenberger, of 
Coro, Inc., has accepted the chairmanship 
of the Costume Jewelry Division in the 
1947 campaign of the Federation of Jewish 
Philanthropies of New York, it was an- 
nounced by Victor S. Riesenfeld, city-wide 
leader of the drive. 

Mr. Rosenberger follows in the footsteps 
of his father, Carl Rosenberger, who had 
served for 20 campaigns since the begin- 
ning of the industry’s participation in 
Federation drives, as chairman of the divi- 
sion. This year, the elder Rosenberger is 
occupying the post of honorary chairman. 

Milton Heller, of L. Heller and Sons, 
who served as chairman of the trade’s cam- 
paign last year, has been named associate 
‘-hairman. 

Plans for the industry’s annual dinner 
were made at a luncheon gathering of key 
trade leaders on Thursday, Septemher 18, 
at the Empire State Club. With enthusiasm 
running high throughout the trade, com- 
mittee memhers hope to conduct an event 
that will outdo last year’s dinner, and they 
are enlisting the cooperation of every one 
in the industry. 

Assuming his post Mr. Rosenberger said. 
“Naturally I am proud to do what my 
father did with such distinction for so 
many years. It is, if I may say so, a 
heritage of my family as Federation is the 
great heritage of our Jewish community. 

“T will do my utmost in the current 
campaign to increase the support which 
Federation now recives from the Costume 
Jewelry industry and to insure as far as 
possible that in these days of higher prices 
not one of Federation’s 116 health and 
welfare institutions will have to curtail its 
services. Speaking for my colleagues in 
the trade, I am sure they will give a full 
measure of cooperation and support.” 
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Will British Brides Grab the Brass Ring? 
Treasury's Ban on Gold Forbids Domestic Use 


Use of gold in the manufacture of 
jewelry for the home trade was prohibited 
in an order issued by the British Treasury 
on August 22, the London Daily Mail re- 
veals. This may mean no more gold wed- 
ding rings for British brides. 

The order took Hatton Garden  mer- 
chants and Birmingham jewelry manufac- 
turers by surprise. 

Wholesale jewelers expect to be swamped 
with orders from retailers for their remain- 
ing stocks, and prices for all articles con- 
taining gold are expected to jump. 

For the past 18 months manufacturing 
jewelers were allowed a “bonus” of 50 per 
cent for home manufacture of the amount 
of gold they used in jewelry for export. 
It is this “bonus” which has now been dis- 
continued. 

A member of one Hatton Garden firm 
said: “People will be rushing in to buy 
up all the gold ornaments they can lay 
hands on, and it will be hectic while 
they last.” 

Hubert Southam, secretary of the Brit- 
ish Jewelers’ Association, said in Birming- 
ham, “The only women who will be able 
to get married with gold wedding rings 
will be overseas brides. We have had to 
put up with the wartime utility nine-carat 
wedding rings, even though the war has 
been over for two years. Now it will not 
be possible for jewelers to supply even 
this makeshift wedding ring. The Govern- 
ment order will mean a continued period 
of austerity for British brides.” 

Mr. Southam said it would still be pos- 
sible for brides to get a wedding ring of 
good quality gold if they had friends 
abroad—perhaps Eire. All gold wedding 
rings will now be exported. 

British women going to the European 
continent on vacation received a shock 
when Customs officers “relieved” them of 
rings and jewelry they were wearing. This 
action followed swiftly on the announce- 
ment banning the export of valuable 
jewelry, furs and other personal belong- 
ings, except under license, to prevent sales 
abroad. 

Women, apparently unaware of the new 
rule were taken to the Customs offices, 
where officials took charge of their valuables. 
Owners were asked to supply an address 
to which the articles could be returned. 


Buying Habits of Public 
Studied by Jewelry Mfrs. 


Jewelry manufacturers have created the 
improved business they are now experienc- 
ing by paying strict attention to all the 
factors affecting business volume. Among 
these have been new jewelry designs and 
the creation of merchandise that can be 
sold at a figure the consumer is willing 
to pay. 

Studies of the buying habits of the pub- 
lic has shown the producers that the 
jewelry items selling for from $1 to $5 
are in the greatest demand. It is this 
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grade of jewelry that is bringing in the 
largest orders and the most repeats. Jewelry 
above $5 is selling, but at a sharply re- 
duced rate. 

Still the customer wants a piece of 
jewelry that looks like the more expensive 
lines. To satisfy Mrs. Shopper the manu- 
facturer has substituted base materials, in 
many cases using brass instead of sterling 
silver or white metal or a slush alloy for 
brass. 

In this way the over-the-counter cost has 
been reduced. The jewelry item has the 





more expensive appearance and suits Mrs. 
Shopper completely. 

Emphasis is still being placed on new 
patterns and designs. Research and de- 
velopment departments are working over- 
time to find that elusive bit of jewelry that 
will strike the buyers’ fancy and result in 
orders for the company. 

All jewelry plants realize now that the 
war is over and that business is right down 
to a highly competitive basis. They also 
know, however, that the American public 
learned to wear costume jewelry during 
the war years and that it will never be 
satisfied without it again. If the industry 
can keep its lines fresh and new good 
business volume is considered a surety. 
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YOUR WATCH REPAIR 
DEPARTMENT 
DESERVES THE BEST 


TOOLS 
MATERIALS 
SUPPLIES 


ONE RISK 
NO REPAIR MAN 
CAN AFFORD TO TAKE 


As the repair job goes—so goes 
your reputation. Of the total cost 
of the average repair job, only 
10% is in materials. The 90% is in 
labor. Plainly, then, it is needless 
to risk your reputation as a repair 
expert by using cheap, inferior, 
makeshift parts. 

By imsisting on only genuine 
parts, you save yourself valuable 
time. And you restore your custo- 
mers’ watches to the same mechan- 
ical perfection and running order 
as when they left the factory. 


Genuine parts are identical with 
those used in the creating of 
watches, They reach you in factory- 
sealed boxes or envelopes identi- 
fied with the type, size, and num- 
ber of parts. 


Guard each repair job’s vital 
10%. Use only genuine parts. 
53 YEARS OF SATISFACTORY 


SERVICE TO HUNDREDS OF 
WATCHMAKERS 








BUY ONLY GENUINE 
ELGIN 
HAMILTON 
WALTHAM 
GRUEN 
LONGINES 
AND SWISS 
MATERIAL 


from 


JOS.B.BECHTEL& CO.,INC. 


Wholesale Jewelers 
Established 1894 


729 SANSOM STREET 
PHILADELPHIA 6, PA. 
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Chase Brass & Copper Co. 
Construct New Building 


To accommodate an ever expanding 
business, the Chase Brass & Copper Co. 
has constructed a serviceable and attrac- 
tive warehouse and office building at 66 
Branch Ave., Providence. 

The new facility is more than twice as 
large as the former warehouse leased from 
the Grinnell Co. and located at 301 West 
Exchange St. The business had been lo- 
cated there since the Providence branch 
was opened in 1936. The quarters were 
soon outgrown but construction of a new 
building was not possible during the war 
years. 

Needed relief from cramped quarters is 
provided by the new edifice which is con- 
structed of tan brick along modern lines. 
The increased modern facilities will per- 
mit the company to extend improved ser- 
vice to the trade in the Providence area, 
Branch Manager F. M. Burton states. 

The first floor of the new building is 
given over in its entirety to warehouse 
space. Offices are comfortably located on 
the second floor. Depressed inside ware- 
house loading space is accessible through 
three truck delivery doors, so arranged 
that the floors of standard truck bodies 
will be level with the warehouse floor for 
ease in loading. 

Charles A. Maguire and _ Associates, 
Providence architects, were responsible for 
the design of the new building, and the 
A. F. Smiley Construction Co. of Paw- 
tucket, was the general contractor. 

Every facility for receiving, storing and 
shipping has been incorporated into the 
new building, including an overhead tram- 
rail system for loading and unloading 
trucks, as well as for storing heavy goods. 
Heating will be by the most modern ra- 
diant heating system, extensions of which 
have been installed beneath the sidewalks 
and delivery entrance to facilitate the re- 
moval of winter’s ice and snow. 





President of Sparkes Mfg. Co. 
Heads Allied Commonwealth Corp. 


Milton B. Dorison, president of the 
Sparkes Manufacturing Co., Newark, N. J., 
producers of necklaces, bracelets and 
watch bands, has recently been elected 
president of the Allied Commonwealth 
Corporation of New York and Newark. 

Allied Commonwealth has recently been 
organized for commercial financing and 
capital underwriting. The new firm will 
present to industry a new theory of man- 
agement banking which the directors be- 
lieve is one of the sore spots in American 
business at present. 

Offices of the new organization are lo- 
cated at 420 Lexington Ave., New York, 
and 1060 Broad St., Newark. By the end 
of 1947, it is hoped that offices will be es- 
tablished in Philadelphia, Chicago, and 
Dallas. Its directors are leading financiers 
and industrialists in the Middle Atlantic 
area. 

Upon graduation from the University of 
Missouri, in 1933, Mr. Dorison opened a 














private banking house. Since then he has 
been connected with national and interna. 
tional finance circles taking part ip many 
major financial propositions. 

In addition to his excellent reputation 
in banking and finance circles, Mr. Dori- 
son is well known for his progressive 
theories on industrial management. These 
theories have been printed in many maga. 
zines and distributed in booklet form. So 
popular have Mr. Dorison’s management 
ideas become that he has been guest lec. 
turer at many educational institutions 
throughout the country. 





Appointed Committee Chairman 
Arthur J. Sundlun, president of A, Kahn, 


Inc., jewelry firm, has been appointed 
chairman of the Washington, D. C., Board 
of Trade’s retail committee. In making the 
announcement, John A. Reilly, board pres. 
ident, pointed out that Washington is now 
the nation’s sixth largest retail market, 
grossing more than $1,000,000,000 yearly. 

Function of the retail committee is to 
provide retailers with helpful statistical in- 
formation, trade trends, business sugges. 
tions and studies of proposed legislation 
affecting merchants. 

Hotel Charms, Inc., of Miami Beach, 
Fla., has been granted a charter by the 
Secretary of State to engage in the jewelry 
business. Authorized capital stock is 50 
shares, no par value.  Incorporators: 
George J. Talianoff, Bertram C. Watter and 
Dorothy Goodman. 
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Canada is Still Plagued 
with Retail Purchase Tax 


The Honorable D. C. Abbott has spoken 
—and the Retail Purchase Tax Shall Re- 

af 
iadadioes of its effect on the welfare 
of more than 17,000 people engaged in 
the jewelry trade in Canada, the tax re- 
mains. Two years after the end of the 
war, the tax that was imposed to “dis- 
courage excessive wartime spending” is 
still being levied in spite of continued pro- 
tests from retailers and manufacturers 
who can see genuine hardship in the 
months to come. 

Since the Canadian Budget was brought 
down last April, the Canadian jewelry 
trade has voiced in no uncertain terms its 
complete disappointment regarding the so- 
called “wartime” Retail Purchase Tax. 
Jewelers all over Canada had anticipated, 
with a certain amount of justification, that 
the new budget would at least provide 
some change in the present set-up. Early 
in January, a delegation of jewelers from 
the Canadian Jewelers Association waited 
on the Finance Minister who intimated 
that some tax change was probable. At 
that time, Mr. Abbott was reported as 
considering the existing form of taxation 
as “discriminatory” in the sense that it 
placed jewelers at a disadvantage with 
other retail trades. Now, apparently, Mr. 
Abbott does not care whether the tax is 
discriminatory or not—Canadian jewelers 
will still have to put up with it. 

It has been claimed that because no 
other trade has been afforded tax relief, 
no change was possible in the retail pur- 
chase tax. In other words, the present 
Administration is quite willing for the 
Canadian jewelry trade to face unfair com- 
petition, to see sales dwindle, to see their 
craftsmen become unemployed as long as 
it can gouge 25 per cent on the sale of 
such “luxuries” as watches, silverware and 
alarm clocks! 

It seems manifestly unfair for the Do- 


minion Government to expect the retail — 


jewelers of Canada to act as unofficial col- 
lectors of this unpopular levy, all the 





Extensive Remodeling Program 
Begun by Rost Jewelry Company 


The Rost Jewelry Co. has begun an ex- 
tensive enlargement and remodeling pro- 
gram. at its store at 25 N. Illinois St., In- 
dianapolis, Ind. The first floor is being 
doubled in size to accommodate enlarged 
diamond, watch and other jewelry depart- 
ments. The sterling and silver department 
also will be enlarged. 

A balcony is being built at the rear of 
the first floor, extending the width of the 
store, and will be used for a new camera 
department. The second floor will be 
devoted to china, glassware, giftware, 
radios, luggage, records, and the watch 
and jewelry repair departments. An ele- 
vator and new lighting and display facili- 
ties are also being installed. The firm 
was founded in 1886. 
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while seeing their sales shrinking because 
of public resistance to the tax. There is 
no doubt that the tax is directly respon- 
sible for the present falling off in sales, 
and with growing buyers’ strikes reported 
in many different parts of the country, re- 
tail jewelers are in the unenviable position 
of having to “sell” the tax as well as the 
merchandise. 

However, while admitting the series ef- 
fect the continuation of the tax will have 
on business in the months to come, Cana- 
dians are not hesitating to join those who 
predict the complete breakdown of the 
Canadian jewelry trade. Since the tax was 
first imposed, every time a budget is 
brought down in the House of Commons 








at Ottawa, despairing cries are heard that 
the trade is “finished”—that blue ruin 
stares everyone in the face, but in spite 
of all such dire prophecies, jewelers are 
still managing to keep their doors open. 

Since it seems hardly likely that there 
will be any further change in Mr. Ab- 
bott’s first budget—of which he seems to 
be inordinately proud—it would appear 
that the Canadian retailer’s best policy 
now would be to put forth every effort 
towards increasing his sales. Canadian 
jewelers are being asked by their asso- 
ciation not to remind customers about this 
iniquitous tax, but rather to take the ob- 
jective look to see what actually can be 
done about getting more business. 








For the watchmaker who appreciates 
the finest in tools, a complete set 
of true precision Levin chucks are 
now available in full sizes 1 to 64, 
including half sizes from 1 to 10. 
Priced at $275.10, encased in a 
beautifully finished wood box with 
transparent lucite cover. Chuck box 
separately ..... . $5.00 


DIAMOND LAPPED FOR 
MODERN ACCURACY... 








All Levin high accuracy chucks from sizes 51 to 64 are relieved to a 
depth of %” with no shoulder to interfere with lapping the hole true. 


Compare true precision Levin chuck at left with ordinary chuck at right. 
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Levin Chuck 
Levin craftsmen diamond lap all holes to size. Slot thickness is 
graduated to correspond with hole diameter to allow for maximum 
gripping circumference. 

This permits work to be held rigidly and true without marring. 
Compare the enlarged view of a Levin true precision No. 1 chuck at 
left with the ordinary No. 1 chuck at right. 
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Los Angeles 21, Calif. 


OF WATCHMAKERS 
TOOLS SINCE 1920 





ot3 











The 
Talk 


of the 
Town 


The whole town’s buzzing 
about the current values at 
Che Bouse of Tobert. Shipment 
after shipment from England 
and the Continent have been 
arriving at the lowest prices 
in years. The entire ouse of 
Tohert building is bristling 
with select pieces of antique 
and modern silver, Victorian 
plate, Sheffield reproductions, 
bric-a-brac and other objects 
of art at prices slashed from 
25%, to S0%. 
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Report From South Africa 


Illegal traffic in gold between South 
Africa and North Africa is increasing, and 
the leakage of bullion across the Union’s 
borders to countries where it can be sold 
at double its market value is unchecked. 
Ironically enough, the traffic is being aided 
by a law which legalizes the sale of gold 
to manufacturing jewelers and other legiti- 
mate users. Before the war, the sales of 
gold to Indian manufacturing jewelers did 
not total more than 70 ounces a year. To- 
day sales have rocketed to nearer 7000 
ounces a year. Much of it is never used 
for manufacturing purposes and is smug- 
gled out of the country. Gold can be ob- 
tained from the Rand Refineries, Germis- 
ton, Transvaal, at 172s.6d. per fine ounce, 
and it is sold in Cairo and Bombay at any- 
thing up to £16 an ounce. The only danger 
lies in getting it out of the country. Users 
of gold, whether jewelers or dentists, are 
not granted permits to buy it without care- 
ful check on their bona fides. They are 
obliged to submit a monthly return show- 
ing what quantity of gold purchased that 
month has been used, and for what pur- 
pose. 


MUST DECLARE SURPLUS GOLD 


Any surplus gold must be declared. 
Since dentists rarely buy more than half- 
an-ounce of gold a month, and European 
manufacturing jewelers are using only 
three times their pre-war quantity, the 
blame for disappearing gold is being placed 
on India. Gold leakages from Rand mines 
are negligible, and police precautions have 
almost entirely eliminated the possibility 
of theft. Small mining companies in the 
North and Northeastern Transvaal do not 
enforce the same strict precautions, and it 
is believed that serious leakages of bullion 
take place there. Such gold is easily smug- 
gled over the border between the Union 
and Southern Rhodesia, reaching Alexan- 
dria and Cairo through secret channels. 
Losses have never been calculated accu- 
rately, but they are estimated at between 
£500,000 and £2,000,000 a year. 

Considerable confusion has resulted on 
account of the adoption by the authorities 
of new rulings in regard to the application 
of customs duty in respect of the different 
types of watch bands. The new rates vary 
from 33 1/3 per cent down to 10 per cent, 
depending on whether or not the strap was 
detachable, non-detachable, ornamental, 
etc. Efforts are being made to obtain a 
definite ruling from the authorities. 

For some months now there has been 
a gradual falling off in the turn-over in 
jeweler shops. This is believed to be due 
to a falling-off in the spending power of 
the public. In spite of this the volume of 
business still being dene is satisfactory, 
with the strongest demand probably for 
good watches, which are still scarce. 
Novelty and jewelry lines, particularly in 
the lower priced field, have been selling 
well, 

A number of American types of jewelry 
that have been popular in the Union for 
a long time have been freely obtainable, 
but on the whole jewelers are having a 


great deal of trouble over imports, Euro 
pean manufacturers have been showing 
more interest in the South African trys, 
and increasing quantities from those conn. 
tries have been arriving. Most of it has 
been in the medium and low Priced 
brackets, but there has also been some 
deliveries of Continental jewelry of high 
quality. The demand for floral costume 
jewelry in a large variety of styles has 
found a good market. Plastic materials 
have been prominent in the manufacture 
of many items now being stocked by South 
African jewelers. 


IMPORTS FROM OTHER COUNTRIES 


Increasing quantities of Czechoslovakian 
jewelry is being sent to South Africa, and 
some of the manufacturing jewelers jp 
Johannesburg are expressing anxiety about 
this, as they believe that such imports are 
not competing on a fair basis with the 
local product. Cheap labor in that country 
seems to have created manufacturing con. 
ditions against which the local industry 
may have to seek protection in the near 
future if it is to survive. For its price 
Czechoslovakian jewelry is excellent value, 
a fact which appeals to the many South 
African stores stocking it. The South Afri- 
can industry is committed to a policy of 
paying high wages to craftsmen, and there 
is no intention locally to depart from that 
standard, but it will only be possible to 
maintain it if there is protection against 
competition from countries where very 
much lower wage standards obtain. 

There has been an excellent local de- 
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mand for many types of plated ware, and 
much of it has been American. For a long 
time there has been a serious shortage in 
South Africa of metal giftware of many 
types, SO that any new consignments have 
been snapped up as soon as they were 
displayed. This condition seems likely to 
continue, for customers are still showing 
keen interest in such items. Items in both 
the low and the high price brackets are 
selling well. There is an attractive market 
for good silverware, even though the prices 
are now much higher than they were in 
the past. Glassware is also in short sup- 
ply, for orders that were placed many 
months ago have still to be executed, and 
it is possible that a long time will yet pass 
before this market is satisfied. Even though 
here prices are also higher it has had no 
effect on the demand. Where there is less 
spending pressure is in the novelty and 
other cheap lines where the supplies are 
large enough to meet all demands. 


Employers in the local diamond cutting 
industry are finding it increasingly diffi- 
cult to maintain high wage levels, which 
have been higher in South Africa than in 
other parts of the world. It is now neces- 
sary to reduce production costs. Thus 
diamond cutters will have to accept more 
normal wage conditions after the long 
run of artificial prosperity they enjoyed 
during the past few years. If production 
costs are not cut appreciably in South 
Africa the local industry will not be able 
to compete on an equal basis with diamond 
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cutting concerns in other countries. Thus 
the South African industry has not been 
so much feeling a lull as having costs 
which are too high to attract business on 
an economical basis. 

A large industrial diamond research 
laboratory is now being erected at Booy- 
sens, Johannesburg. The foundation stone 
was laid by Sir Ernest Oppenheimer on 
March 21. Every effort is being made to 
complete the laboratory as soon as possible. 
An extensive program of research into the 
industrial uses of the diamond has been 
planned. 

In Tanganyika Territory the diamond 
laws are being altered in order to make it 
more difficult to commit crime. The new 
Diamond Industry Protection Ordinance 
amends that of 1932. The principal pro- 
visions are as follows: 

1. Conferring upon the director of Lands 
and Mines full power to approve or veto 
the persons who are authorized to engage 
in diamond mining. 

2. Providing for full control over the 
method of cutting stones and the use of 
diamonds in machine tools. 

3. Enabling closer control to be exer- 
cised over the exportation of diamonds 
and the importation of cut gems. 

4. Providing prison sentences for first 
offenses and the confiscation of the 
diamonds in respect of which an offense 
is committed even though they may be 
owned by the offenders. 

5. Conferring powers of entry, search 
and arrest upon the Director of Lands 
and Mines and persons to whom he dele- 
gates such power. 

6. Enabling honest finders of unclaimed 
diamonds to be rewarded. 

7. Restricting the right to trade in 
diamond areas. 

8. Protecting from criminal penalties 
and civil damages officers who act reason- 
ably in the exercise of these powers. 





RCAF Veteran Opens Modern Store, 
Served Apprenticeship with Father 


A veteran of the Second World War, 
Harold J. Miller of Simcoe, Ont., formerly 
of Kitchener, Ont., recently opened a 
modern jewelry store in Simcoe. 

Born in Walkerton, Ont., Mr. Miller is 
a son of Mrs. George Miller and the late 
Mr. Miller. He spent his early days in 
Saskatchewan, returning to Ontario at the 
age of 10 to Kitchener. After attending 
the schools in Kitchener he started his 
apprenticeship in the jewelry business with 
his father. 

He was in business with his father for 
five years and with a wholesale jewelry firm 
for four years. In the year 1942 he joined 
the Royal Canadian Air Force, serving for 
more than two years in the Eastern Air 
Command. Following his discharge in 
1945 he came to Simcoe, and was employed 
in a jewelry store there for a year. During 
the past year he has conducted a watch 
repair business at his residence. 

The store he located in has been com- 
pletely renovated. The walls have been 
finished in pastel blue and new natural 
wood showcases are to be installed along 
with new fluorescent lighting. 
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your check ? 


If you had a fire, you would 
want an adjuster to appear on 
the scene promptly . . . and your 
claim settled without dilly-dal- 
lying! 


Jewelers Mutual claim service is 
immediate! For example: Mr. 
C. J. Duncan, of Massillon, 
Ohio, carried two policies—one 
with a good line company, and 
one with Jewelers Mutual. A 
fire damaged his store. After ad- 
justers representing both com- 
panies had called on him, Mr. 
Duncan wrote us: | 


“The old-line company took 
nearly 60 days to pay the claim 
—but the Jewelers Mutual sent 
me a check immediately in full.” 


In addition to prompt claim ser- 
vice, you will enjoy substantial 
savings by insuring with Jewelers 
Mutual—current dividends are 
40% on fire insurance, 25% on 
windstorm and extended cover- 
age. A card will bring full de- 
tails—no salesman will call. 


NATIONAL JEWELERS MUTUAL 
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104 E. Wisconsin Ave. 


Neenah, Wisconsin 





o7d 














YOUR 
OWN NAME 


and address printed 
on each bottle of 


Nationally Distributed 
Fine English 
SILVER POLISH 














brush for irregular and - 
ighly engraved pieces. 





8 oz. size 
To Retail for 50¢ 


Write for Particulars 


THE EMKAY 


CHEMICAL COMPANY 


319 SECOND STREET 
ELIZABETH, N. J. 


















































376 


Rhode Island Jewelers 


Confused Over Sales Tax 


Rhode Island retailers and manufac: 
turers have had three full months under 
the new 1 per cent sales tax that became 
effective July 1. 

While it has worked smoothly for the 
public, there have been many bothersome 
problems for retailers and producers, with 
manufacturers most confused over the use 
tax and its many ramifications. 

Jewelry manufacturers of the area have 
sought aid from the New England Manu- 
facturing Jewelers’ & Silversmiths’ Asso- 
ciation office in the Providence Sheraton- 
Biltmore Hotel. 

The staff has been helpful in_inter- 
preting the regulations. They have pointed 
out, for instance, that materials that go 
into an article on which a sales tax will 
be paid later are not taxable if bought 
out of the state, and that this also applies 
to acids, chemicals, cleaning compounds, 
buff wheels, etc., purchased out of the 
state and used to produce an article that 
will be subject to the sales tax when pur- 
chased by the customer. 

These are but two examples of the com- 
plicated use tax regulations, but so that 
every manufacturing jeweler in its asso- 
ciation shall be fortified with fuil infor- 
mation regarding the new R. I. tax, the 
staff has prepared a 10-page copy of those 
provisions of the sales tax and the use tax 
that apply to manufacturers, 

The material was compiled in coopera- 
tion with the tax division of Rhode Island. 
Association members are also informed 
that a complete copy of the regulations is 
on file at the association’s office where it 
will be kept for the purpose of supplying 
answers to any questions not covered in the 
digest that has been mailed to each mem- 
ber of the association. 


New, Modernistic Jewelry Store 
Opened by Thad B. Reese, Inc. 


Thad B. Reese, Inc., jewelers and silver- 
smiths, formally opened their new store 
in Albany, Ga., on June 28. Mr. Reese 
said that the opening of the store was the 
realization of an ambition of many years’ 
standing. He said his efforts have been 
to establish a “different” up-to-date-jewelry 
store. 

The store, representing a sizable invest- 
ment, has a modern front, and the wall 
and floor display shelves have a mirrored 
background, the store is air conditioned, 
has ample floor space for convenience of 
customers, and is arranged throughout in a 
modernistic pattern. 

The officers and directors of the busi- 
ness, in addition to Mr. Reese, include W. 
L. Jones, vice-president; Jerry Butt, sec- 
retary-treasurer; Directors D. W. Brosnan, 
C. S. W. Joiner, C. J. Knight, John Duke, 
W. L. Jones, Jerry Butt and Thad B. 
Reese. 

President and general manager Reese 
has been in the retail jewelry business for 
more than 37 years and is a graduate of 
the Philadelphia College of Horology 





where he studied watchmaking, engraving, 
jewelry designing, and precious stone val. 
ues. He has managed some of the largest 
jewelry stores in Pennsylvania and Florida 
Mr. Reese also was general manager of ‘ 
small chain of jewelry stores for more 
than three years. 





Members of Trade Receive O.K. 
To Travel in Germany on Business 


Recently-relaxed War Department ;e. 
strictions on visits of American business. 
men to the United States-British zones of 
Germany are resulting in a steadily-in. 
creasing number of applications from 
members of the jewelry community, 

Among the U. S. members of the trade 
now traveling in Germany for commercial 
purposes approved by the War Depart. 
ment’s Military Permit Section are the 
following: 

Maxwell Miller and John O. Naustrold, 
for The Sheffield Association, of Los 
Angeles, for purchase of cameras; Abe 
Cramer, for Cramer’s Jewelry Company, 
of Washington, D. C.; Abraham Schorr, 
for Abraham Schorr, of Miami Beach, Fla., 
for purchase of antiques and sime-precious 
stones. 

Jacob Manheimer and Evelyn Timm- 
Frauct, both of New York City, were 
granted permits for the general purposes 
of establishing business contacts and _ at- 
tending the commercial fair at Hanover, 
Germany. 
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Jeweler Improves Display Windows 


Some improvements have been made in 
the windows of the J. A. Foster Co. store 
in the heart of the Providence shopping 
district. 

During the Summer the counters of the 
windows have been raised in an effort to 
bring the merchandise displayed into better 
line with the passerby’s vision. 

Window lighting has been improved so 
that the windows are illumined completely, 
without any shadows and dull spots to mar 
the display. 

The marquee over the store entrance has 
been edged with fluorescent lighting. This 
improvement removes what was formerly 
a dark spot on the sidewalk at night, and 
also attracts attention to the store front 
and its attractive windows. 





Diamond Situation in South Africa 


Sales of gems and industrial diamonds in 
the Union of South Africa in 1946 reached 
a record value of nearly £30,000,000 almost 
all of which were effected during the first 
nine months of the year. Since October 
1946, the diamond market has been quiet. 
Sales for 1947 are expected to be con- 
siderably less than the preceding year’s 
record. 

A reduction in the demand for gem 
stones has been responsible for a lowering 
of wage rates in the diamond-cutting in- 
dustry. In March about 300 members of the 
Diamond Workers’ Union (cutters, saw- 
yers, and polishers) went on strike against 
the decision of employers to reduce wages 
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by 33 1/3 per cent. They returned to work 
in April after accepting a wage cut of 25 
per cent. 





Canadian Jewelers Hold Meeting 


Retail jewelers from Red Deer south 
gathered in Lethbridge recently for a meet- 
ing of the Southern Alberta Jewelers Retail 
Association. Held in the Marquis hotel, 
the meeting was one of a series designed 
to help build a higher standard in the 
jewelry trade, in order that jewelers may 
provide the public with better service, finer 
merchandise and more skillful attention to 
repairs. 

Those present at the meeting included 


President Frank Trainor: Directors C. M. | 


Hanna, Morris Shortt, and Harry Jacques: 
Secretary Jack Rowan; N. Lammle, Albert 
Blumenthal, Alex Martin, William Jones, 
L. Gillespie and Carl Wolfsberg, all of 


Calgary and N. Neddow and Percy Hunt | 


of MacLeod. 





Wholesale Sales Decrease 30°, 


Jewelry wholesalers sales were 30 per 
cent lower in July, 1947, than during the 
same month of 1946, according to data 
from 185 firms throughout the New En- 
gland, Middle Atlantic, East North Cen- 
tral, West North Central, South Atlantic, 
West South Central, Mountain and Pacific 
Coast states. Sales were 20 per cent lower 
in July than during the preceding month 
of June. 

Comparing the first seven months of 1947 
with the corresponding period of 1946, 
jewelry sales showed a decrease of 24 per 
cent. 





Jeweler Enters Political Campaign 








Chris J. Christenson, of Granat Bros., | 


Inc., 2390 Mission St., 
Calif., past president of the California Re- 
tail Jewelers Association, recently joined 
the race for the Board of Supervisors in 
San Francisco. 

In announcing his candidacy he said 
that he was acting in the belief that the 
people of San Francisco “are ready for a 


new approach to the many problems of | 


city government which for many years 
have remained unsolved.” 


Mr. Christenson is 46 years old, married | 
and has a son 18 and a daughter 20. He | 
has been active in San Francisco’s busi- | 
ness and civic life for the past 20 years. | 
During the war he headed the jewelry in- | 


dustry’s division in war bond sales. 





Washington Area Jewelers Elect 


Bernard N. Burnstine, 
Burnstine’s Inc., Jewelers, Washington, 
D. C., was elected first president of the 
Greater Washington Retail Jewelers’ Asso- 
ciation as the the newly formed organiza- 


tion held its second annual meeting in the | 


Ambassador Hotel, Aug. 19, 1947. 

Others elected were: William Wright, 
vice-president; Arthur Sheinbaum, secre- 
tary; and Harry Greenberg, treasurer. 
Named to the board of directors were 
Samuel Schwartz, George Falkenstein, 
Arthur Stephens, Ernest Burke, Theodore 
S. Grape, Mrs. Elizabeth Kettler and Al 
Mensch. 


San Francisco, | 
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London Letter 


The diamond market here has responded 
with very active business to the substantial 
raise that polished diamonds have regis- 
tered lately in Antwerp and Amsterdam. 
In connection with this acceleration a mem- 
ber of Backes & Strauss, diamond dealers 
of Holborn Viaduct, says: 

“Merchants as well as manufacturing 
jewelers whose stocks during the past few 
months had become depleted were offering 
high prices, especially for small brilliants 
and melees, but the volume of actual pur- 
chases fall far short of their requirements 
in view of the very much higher prices 
asked. Nevertheless, important transac- 
tions have been concluded and the Market 
is convinced that for some time to come 
available stocks will be unable to cope 
with world demand. 

“Large brilliants from two carats and 
upward have been in great demand the 
past week or two and here again the 
Market is insufficiently stocked with fine- 
quality goods; prices in consequence have 
shown substantial increases. Because of 
the summer vacations public auction sales 
of fine jewelry have been suspended with 
a consequent shortage of high-class second- 
hand jewelry pieces.” 

Ivor Thomas, Under-Secretary for the 
Colonies, outlined to the Keighley Rotary 
Club the other day methods by which 
diamonds can create dollar aid to Britain. 
Referring to substantial diamond deposits 
in Tanganyika he said the stones were 
needed for industry more than for the 
adornment of the person but, “so long as 
they bring dollars we shall not ask too 
many questions.” 

The ban by India after September 30 of 
uncut and unset diamonds has come as a 
blow to the Birmingham jewelry industry. 
S. Dawson Collins, of the Jewelry Associa- 
tion Council, Birmingham, says he does 
not think the import ban will force any 
British jewelers out of business but the 
effect on the export trade will be severe. 
Industrial diamonds are not affected by 
the cessation of import licenses by the 
new Indian government. The ban covers 
complete fountain pens, some toilet articles 
and gold and silver plated cutlery. 

It is too early yet to say what effect the 
new emergency measures in the U. K. will 
have on the jewelry industry. The govern- 
ment, in its efforts to offset the drain on 
dollars, says it may have to close down 
some non-essential industries and concen- 
trate available labor on industries producing 
mainly for export. ' 

Referring in Commons to the coming 
conference here of the governors of the 
African territories in connection with the 
300 million pounds sterling colonia] de- 
velopment scheme, Colonial Secretary 
Creech Jones commented on the Tangan- 
yika diamonds “find” as a most remark- 
able discovery. Following conversations be- 
tween the Tanganyika government and the 
Tanganyika diamond producing companies, 
the Diamond Trading Co. Ltd. and the 
Diamond Corporation, the two last-named 
companies, he said, have agreed to buy 
from the Tanganyika producers in this 
year (1947), and each of the following 





four years, a quantity of diamonds equal to 
10 per cent of their net sales during the 
year in question. The Tanganyika diamond 
producers, said Mr. Creech Jones, have 
agreed not to sell their stones to any other 
purchasers. 

Opposition members of the House warned 
the minister against what they termed 
“exploitation” and the need for safeguards 
to be worked out in detail. Exploitation, 
it was pointed out, could come just ag 
easily from a government department jp 
another country as from the “fabulous 
monster of private enterprise.” 

The cutlery industry of Sheffield has 
caught the blast of the Yorkshire ¢oa} 
strike owing to the reaction on the gas 
supply. Half a million Yorkshire workers 
are threatened with part-time working or 
unemployment. Some 2,000 firms in the 
country have only four days’ coal stocks. 
Some 420 firms in Sheffield making cutlery 
and similar lines are affected by the gas 
cuts. Several will have to close. The cut. 
lery forging industry which supplies 90 per 
cent of cutlery manufacturers with knife 
blanks, will be able to work only on a 
half-time basis so long as the heavy gas 
cuts are in operation. 

A large trade is being done in the U. K. 
in cheap carded jewelry lines that find 
their way to the public outside the legiti- 
mate retail channels. Agents peddle the 
stuff out in small lots to go-betweens who 
circulate it among householders on _ap- 
proval. All the precious metals and gems 
are faithfully copied, prices ranging from 
75 cents to a dollar or two. 














4 ewelry Wox es 
d 


an 
Displays 
Distinctive Designs 


by 
MAHAN 


From 
* Paper 
* Plastic 
* Velvet 


* Leatherette 


Harry B. Mahan Co. 


Jewelry Box Division 
320 W. South St. 


Indianapolis 4, Indiana 








THE JEWELERS’ CIRCULAR-KEYSTONE 























) ike 


q Adams Watch Co., formerly of 150 La- 
fayette St., is now located in their modern 
offices and factory on the twelfth floor, 74 
West 46th St., New York. . 

q Norman C. Norman and Shirley G. Suger- 
man, co-partners now doing business under 
the partnership name of Charles M. Levy 
and Son, recently announced they will here- 
after conduct same as co-partners under 
the firm name of Norman C. Norman and 
Co., 67 West 44th St., New York. 

q Nat Newman of S. K. & W. Inc., 216 
East 45th St., New York, flew to Chicago 
on Saturday, September 6, and returned 
Sunday, September 7, 1947. He went to 
attend the banquet of the annual conven- 
tion of the Blinded Veterans Association, 
Inc., in which he is actively interested. 
Approximately 150 blinded veterans ac- 
companied by their wives attended this 
affair. Mr. Newman presented his annual 
award of $100.00 to the blinded veteran 
who made the most progress during the 
year 1947. This award was won by Leonard 
Shelamer of Arlington, N. J. 

Mr. Newman also presented a great 
many gifts of jewelry to the wives of vet- 
erans. The gifts were donated by his firm 
and friends in the jewelry industry. Alan 
Corelli of Medford, L. I, head of the 
Theatre Authority, accompanied Mr. New- 
man and was toastmaster at the banquet. 

q Johnson & Elliott, Inc., 252 Broadway, 
Monticello, N. Y., recently announced that 
they have extended their operations to in- 
clude Elliott Jewelers, Roscoe, N. Y., and 
Elliott Jewelers, Livingston Manor, N. Y. 
q Dinhofer Cerporation, importers of dia- 
monds, formerly of 599 Broadway, are now 
located in their new home on the twedfth 
floor, 74 West 46th St., New York. 

q In addition to his other duties, Murray 
Lewis, who covers the metropolitan area 


for Flex-Let Expansion Products, 20 West 


47th St., New York, has taken over the 
territory formerly covered by the late 
Joseph Mariella. Mr. Lewis will continue 
to cover his old territory and will also call 
on the trade in Brooklyn, Queens and Long 
Island. 

q Harry A. Friedman, Bernard Rice’s Sons, 
Inc., 325 Fifth Ave., New York, left on 
August 29th for Los Angeles on an ex- 
tended business trip. He will call on the 
= in San Francisco, Chicago and Cleve- 
and. 

q Two new salesmen have been added to 
the staff of Bernard Rice’s Sons, Inc., 325 
Fifth Ave., New York. The two new- 
comers are Morris Moses, formerly with 


Louis Manheimer & Bros., 608 Fifth Ave., , 


New York, who will cover the metropoli- 
tan area, and Julius Narod, well known in 
the giftwares line, who will cover Philadel- 
phia, Baltimore, Washington, New England 
and New York State. 

q A business name has been filed in the 
county clerk’s office for Lindholm’s Jewel- 
ers, 61 Buffalo Ave., Hamburg, N. Y., by 
Earl Lindholm. 
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q Mrs. E. Von Burg, Grana Watch Corpo- 
ration, 521 Fifth Ave., New York, has re- 
turned home after a five week stay in 
Europe where she visited the Kurth Freres 
watch factory in Grenchen, Switzerland. 

q Eric E. Siebert, Inc., manufacturers of 
gold bracelets and bracelet watches, for- 
merly at 655 Fifth Ave. and now located 
at 665 Fifth Ave., New York. 

q Kenneth I. Van Cott, jeweler of Bing- 
hamton, N. Y., and vice president, North- 
eastern Region, ANRJA, has been re-elect- 
ed to the board of dirctors of the New 
York State Council of Retail Merchants, 
Inc. 





MetropolitanWatchmakers 
Urged to Join State Ass n. 


All members of the Horological Society 


of New York were invited to join the New. 


York State Watchmakers Association by 
Robert Taylor, president of that organiza- 
tion. 

At a recent meeting with James J. 
O’Shaugnessy, president of the society, 
and Henry B. Fried, the society’s execu- 
tive secretary, Mr. Taylor outlined the pur- 
pose of the state group and its aims and 
ideals. Admittng that the Horological So- 
ciety had done remarkably good work with 
the many watchmakers in its scope and 
that it had benefited the watchmaker in 
the metropolitan area, Mr. Taylor said 
there is still much to be done in the way 
of benefits, legislation, education and much 
more of mutual interest in a wider geo- 
graphical scope. For this purpose a 
strong state association made up of the 
numerous local groups was needed. 

Pointing out that the watchmakers of 
this state were in virtual unanimous agree- 
ment for watchmaker licensing, Mr. Tay- 
lor asserted this was a job for a state 
organization made up of a membership or 
representation amounting to ten per cent 
of the watchmakers in this state. It was 
estimated that there were close to 5,000 
watchmakers in this state and that a mem- 
bership of 500 would impress the legisla- 
ture. He contended that his organization, 
composed of members in the various up- 
state city and town groups represented 
more than the percentage required, adding, 
however, that the membership of the Horo- 
logical Society of New York was needed 
in order for the state association to be 
truly representative. 

The Horological Society of New York 
at one time was a member of the state 
association but because of differences that 
were at times termed “provincial,” the so- 
ciety lapsed its membership. Mr. Taylor 
maintained that now the upstate member- 
ship, banded together in a fine loyal 
and spirited manner with active member- 
ship and meetings, now greater than ever 
before, has a definite plan and program, 
foremost of which is its legislative goal. 
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The West Coast 


q Richard N. Talcott, Olympia jeweler and 
president of the Washington Retail Jewel- 
ers Association, contacted member and 
non-member jewelers personally on a trip 
that took him about the state early in 
September. A meeting of the executive 
board was held late in September and the 
contacts and new ideas picked up by the 
president helped him to begin the year’s 
activities. 

q A vacation outing turned to tragedy for 
Harry D. Saul, Seattle jeweler, late in Au- 
gust, when Samuel D. Posner, fishing with 
Saul at Clallam Bay, was drowned when 
their boat overturned. 

The 16-foot boat struck a submerged 
rock off Slip Point, where Saul and Posner 
were fishing for salmon. Saul clung to the 
overturned boat and eventually drifted to 
shore, but Posner, proprietor of a 5th Ave. 
dress shop, was lost. His body was later 
recovered. 

q The Washington Retail Jewelers Asso- 
ciation has been active recently in meetings 
with army and navy PX heads in this area, 
for clarification and revision of some PX 


. practices. 


Dave Allen, secretary of the Association, 
reports that the service bossmen have 
agreed to cooperate in eliminating unau- 
thorized sales through PX outlets which 
were not equitable to northwest jewelers. 

The Association plans to send all mem- 
bers a bulletin soon, which will include 
data on open and restricted items, and the 
latest information on PX operations. 

This month manufacturers and whole- 
salers were notified that the army has 


_ changed their procedures for PX sales in 


Alaska. Henceforth, merchandise may be 
sold directly to the 15 base post exchanges 
in that territory. 

q R. E. Jones has been named district 
manager of Dodge, Inc., in San Francisco, 
Calif. He will make his headquarters in 
Room 278, Merchandise Mart. 

q Stocking costume jewelry, and all man- 
ner of personal ornamentation and adorn- 
ment for Milady, the Evelyn Gibson Spe- 
cialty Shop, for women’s specialty wares, 
has recently been opened at the corner of 
Hawthorne Boulevard and S. E. 14th St., 
Portland, Ore. 

q Lloyd L. Roberson of Seattle, Wash., 
was elected new president of the North- 
west Federation of Mineralogical Societies 
meeting in Seattle this Fall. Missoula, 
Mont., was chosen as the seat of the 1948 
Fall convention of these federated socie- 
ties. Since it is the adopted policy to 
rotate conventions among the Northwest 
states of the association each year, Bend, 
Ore., was selected for the 1949 convention 
and plans to meet in Idaho in 1950 are 
already being made. 

During the staging of the convention 
some 8,000 gem collectors and amateurs 
strolled around showcases and heaps of 
gems and fossils piled for their delight by 
the Seattle Gem Collectors Club, whose 
members were hosts on that occasion. Rare 
specimens of jade, agate, jasper, thompson- 
ite and other stones valued at a quarter 
million dollars were on display. 


q Capitalized at $50,000, the Moericke 
Jewelers, Inc., was recently incorporated 
in Yakima, Wash., by Walter A. Moericke 
jeweler of that city. 
q Off to a flying start in the new bowling 
season just under way in Seattle, Wash., 
are the Saul Jewelers. This bowling team 
swung into action with a 3-0 victory over 
the Hall-Berglund team—in the Indepen- 
dent Bowling League of Seattle. The new 
bowling season was opened during Sep. 
tember. 

q New honors have come to Edward Im. 
pala, operating Hanson’s Jewelry estab. 
lishment at 257 S. 11th St., Tacoma, Wash.. 
in his recent election to membership in 
the Tacoma Chamber of Commerce. 

q An extensive remodeling and renovation 
program was launched at the silver-plating 
and silversmith establishment of the Wi. 
liam H. Collier Co. of 507 East Mercer 
St., Seattle, which was _ closed during 
August for the purpose of putting this im. 
provement into effect. 

q Weisfield & Goldberg, Tacoma, Wash., 
branch at 925 Broadway, recently bolstered 
sales in their phonograph record depart- 
ment by inviting the public to come in 
and meet the famous jazz bandleader, Gene 
Krupa. 

According to Arthur B. Raitano, man- 
ager, the store really “jumped” when 
Krupa began autographing records for jazz 
fans, and another jump was noticeable in 
the record sales curve. 

q In line with their policy of progression, 
the Weisfield & Goldberg store has been 
granted a permit for $50,000 in alterations, 
to be made on the Tacoma store. 

q Saul’s jewelry store on Westlake Ave., 
near Pine St., Seattle, Wash., is having a 
face-lifting operation this fall. The new 
facial will provide a stunning light green 
facade with attractive lettering and light- 
ing effects for the more modern display of 
diamonds and gems. 

q Completely remodeled and_ thoroughly 
modernized, the new jewelry store of R. H. 
Rueff at 829 S. W. Broadway, Portland, 
Ore., ‘staged a gala reopening recently. 
Customers viewed and admired the walls 
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of gray pastel color, new grained black 
walnut woodwork, floors carpeted in lush 
green, and lighting fixtures roseate, plus a 
full panel glass door trimmed with Italian 
marble. For 40 years a jeweler, Mr. Rueff 
for the past four years was secretary and 
treasurer of the Oregon Retail Jewelers’ 
Association. Associated with the veteran 
jeweler in the enterprise are Jesse L. Paul 
and H. F. Golden in the jewelry depart- 
ments and H. A. Beckendorf, watchmaker. 
q Weisfield & Goldberg have doubled the 
street floor space of their 406-8 Pacific 
Ave., Bremerton, Wash., store and added 
service and repair departments for watches, 
clocks, radios and household appliances. 
Gala festivities featured the grand open- 
ing of the enlarged store, with an orchestra 
providing music during the afternoon and 
evening of the opening days. An optical 
department is also being added to the bal- 
cony within the store. 

q A “mystery clock” with its two hands 
seemingly floating in space without visible 
means of support, though pointing to the 
correct time, displayed in the window of 
the Friedlander Gem Shop in the Hotel 
Olympic, Seattle, Wash., arouses onlookers’ 
curiosity and makes them pause and view 
the rest of the display. 

q Manufacturers are being queried by the 
Washington Retail Jewelers Association 
regarding fair trade policies, in an effort 
to clear up some alleged unequitable prac- 
tices. 

There have been ugly rumors of price 
cutting on fair trade items by factory rep- 
resentalives, and manufacturers are being 
asked to clarify fair trade policies and line 
up their representatives to back factory 
policy. 

Inasmuch as Northwest Jewelers feel that 
the problem is not a local one, but a na- 
tional one, letters have been directed to 
the National Associations, both credit and 
retail, to enlist their aid in smoothing out 
what might become a most confusing and 
business debilitating shambles. 


Cease and Desist Orders 
Served to Firms by FTC 


Eight Chicago corporations and twelve 
individuals have been served by the Fed- 
eral Trade Commission with an _ order 
directing them to discontinue the un- 
authorized use of well-established and 
highly regarded trade names as well as 
other misrepresentations with respect to 
the identity, origin, character, value and 
guaranty of miscellaneous merchandise. 
Misrepresentation of the identity and busi- 
ness status of some of the corporate re- 
spondents is also prohibited. 

The misrepresentations prohibited by the 
order were made, the Commission found, 
in connection with the sale of such mer- 
chandise as electric shavers, cameras, elec- 
tric sunlamps, talking machines, electric 
clocks and electric lighters. 

The order bans use of the trade name, 
“Elgin,” “Hamilton,” Remington” or 
“Underwood,” or any simulation thereof, 
to designate, describe or refer to the re- 
spondents’ products. It also directs that the 
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word “Elgin” be deleted from the cor- 
porate or trade name of Elgin Razor Corp. 
The Commission found that the re- 
spondents engaged in the practice of 
adopting and using for some of their prod- 
ucts, particularly electric shavers and 
cameras, such well-known trade names as 
“Elgin,” “Hamilton,” “Remington” and 
“Underwood.” These names were imprinted 
on the products and on the packages in 
which they were sold and were also fea- Lf 
tured in advertising, according to the find- 
ings, which characterize the practice as P 
“wrongful and grossly misleading.” i q i 0 fl | a m 0) fl ( S 
These trade names are the property, re- 
spectively, of Elgin National Watch Co., 
Hamilton Watch Co., Remington Rand, 


Inc., and Underwood-Elliott-Fisher Co., / match stones 


manufacturers of precision instruments. : 
They have no connection with any of the to any size and 
respondents, or their products and have 


not authorized the respondents to use the in any quantity. 


names, the findings state. By using such 
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trade names, the respondents misled pur- V 
chasers into believing that their products ; 
were manufactured by those well-known Speedy On-Approval Service 
companies, the Commission found. ; 
Wire Collect 
Internal Revenue Collections Down 
Internal Revenue collections of the 20 
per cent retailer’s excise tax on jewelry WY v 
for July, 1947, amounted to $18,643,194.76. ein b e rg 
This represented a decrease of $601,465.85 
under collections for July, 1946. DIAMOND COMPANY, Inc. 
July’s collections showed an increase of 580 Fifth Ave., New York 19, N.Y. 


$3,576,910.62 over those for June, 1947, 














when collections reached $15,066,284.14. 
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Joseph C. Hahn Retires 


Be The FIRST 
Joseph C. Hahn, a widely known figure 
T O a sae tT OR a >. in the watch material trade, has retired 


from more than 60 years of activity in that 
T H S p A 7 7 | N G N F W field, the last position he held having been 
as head of the Watch Material Department 
of Meiskey’s, Inc., wholesale jewelers, of i 

BROWNIE-LITE (eee 
Mr. Hahn was born in Fulton, Pa., in 
1864. He learned watchmaking as an 
apprentice under W. W. Mohler, at Shep- 
herdstown, W. Va. After eventually hav- 
ing had charge of the business of that 
establishment, in 1886, he came to Lancas- 
ter, Pa., as foreman of the large trade 
watch repair department of Bowman & 
Musser, the noted firm who introduced and 
manufactured many of the modern tools 





SR 


Earrings in various patterns in 14 KT 
Green and Red Gold 


St. Christopher Key—1i4 Kt in three 
sizes; also Bill Clips, Charms and 
Links to match 


Love Knot Ring- 14 Kt Red and Green 
Gold Combination in four sizes; Ear- 
rings, Cuff Links and Studs to match 


Our comprehensive line of 
Gold, Platinum and Enam- 
el Novelties, tncinuding 
Vanity, Cigaraette and Card 
Cases are distinctive and 
| have sales appeal. 


CLIFFORD A. MILLER & CO.. Ine. 
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% SMALLER BY HALF THAN. SMALL- ape ene ar | - a gg 
: e% ree? 
EST FLASHLIGHT ever mode, this for watchmakers, jewelers and engravers, | ew York 
gleaming pocket gem of 1000 uses is only that have since become standard all over 
2" x '/"—weighs only !/2 oz.—takes up the world 
less than key room in pocket or handbag! When Bowman & Musser was re-organ- 


ized and became the firm Ezra F. Bowman 


& AMAZINGLY POWERFUL spot beam & Co., Mr. Hahn was made manager of the 


instantly picks out keyholes, house sum- watch material department and continued 
bers, handbag contents, bedside needs. in that capacity during several subsequent 
Godsend to motorists, campers, theatre changes in the organization of the business, 
and movie goers—everyone! the last being the incorporation under the 





ari. present name about 15 years ago. His 
w& GLAMOUROUSLY STYLED in rich home is in Lancaster, with Mrs. Hahn and 


STERLING SILVER. Available in polished- their daughter. 1 C OIN C] DEN o Ei 








plain surface; engine turned designs; or Mr. Hahn’s many friends in the trade 
affixed molded ornamental figures. They're will be pleased to hear that he is still hale 
as exquisite as they are useful. and hearty, and decided upon retirement WATCH 
: from business activity in order to enjoy 
%& GIFT SUPREME for men, women and his principal hobby of gardening and OBSERVATION 
children, BROWNIE-LITE is a | read d y flower-growing. 
snapped up by “big name” Fifth Avenue AND RATING 
shops. Out just in time to boost your Retail Jewelers of Rhode Island 
Xmas business! Note unusually low prices Report on Current Business Trends UNIT 
for so unique a quality item. Retails at— 
; Jewelry retailers in Rhode Island and Results are indicated automati- 
All Sterling Silver ............... $2.95 vicinity are looking forward to good busi- cally — directly in minutes and 
Same with Key RY lenkeGe had $3.75 ness volume this Fall. second d Ob + n 
Same with Key Chain and Ring, or The months of July and August were ‘ + per cay. Servers 
Key Chain and Name Tag, All not as good as desired, but now that vaca- time: 15 apd 30 seconds. Watch 
eS ae $4.50 tion time is drawing to a close it is be- noises audible in loud-speaker. 
Sterling Silver, Plastic Head ..... $2.50 lieved that attention will turn to jewelry An instrument of utmost simplic- 
ORDER TODAY FOR QUICK DELIVERY! — ee and Winter wardrobes are ity and low cost. Swiss made. 
stocked. 
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good month, and that since that time lines 
of many manufacturers have been ex- JEAN L’EP LATTENIER 
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See your jewelry jobber Jewelry salesmen report that June was a | DESIGNED BY 
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panded to include merchandise that will | 


prove not only attractive but also indis- 























(SWITZERLAND) 
pensable. 
Stores are well stocked with the old U. S. A. agent or license-holding 
MANUFACTURING CO. established goods and with the new mer- manufacturer wanted. 
195 William Street, N.Y. 7, N.Y. chandise that is available. 
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Movies Sponsored by Watch 
Companies Receive Acclaim at 
UHAA's 14th Annual Convention 


An interesting feature of the UHAA 
convention in Charlotte, N. C., last month, 
was the moving pictures sponsored by 
yarious watch companies which proved 
one of the major attractions of the pro- 
gram. 

Films shown included a couple of sec- 
tions of the visual training films on the 
watch establishment used in the Bulova 
School of Watchmaking which has de- 
veloped the technique of visual education 
to a high degree. The film with slow 
metion and narration is an exceptionally 
clear exhibition of the principles and 
workings of the establishment mechanism. 

The Gruen Watch Co. supplied its fea- 
ture movie entitled, “Guardians of Pre- 
cision” which with sound narration and 
in technicolor makes clear to the layman 
the amount of work and the large number 
of operations involved in cleaning and 
servicing a watch—an excellent piece of 
public education for the average customer 
who has no conception of why a watch 
cannot be cleaned and oiled in a few 
minutes and for a charge of a dollar or 
two. This film is one that should be 
widely shown by watchmaker groups to 
clear up these misunderstandings. 

A film by the Elgin Watch Co. des- 
cribed the development and properties of 
the new Durapower mainspring in a highly 
effective and dramatic manner illustrated 
by various severe tests to show the 
superiority of the new alloy and _ par- 
ticularly its imperviousness to rust and 
crystallization. 

Watchmakers in attendance found all 
three films of keen interest. 





Protective Bureau of JVC Requests 
Cooperation in Reporting Smugglers 


Due to increased European travel, of 
both tourists and importers, the activities 
of the Protective Bureau of the Jewelers 
Vigilance Committee have recently been 
intensified. Advertisements are again be- 
ing inserted in the Paris edition of the 
New York Herald Tribune, also in several 
foreign language newspapers. 

The Protective Bureau asks for the co- 
operation of all jewelers, who can ma- 
terially assist the work by reporting any 
information which might lead to the re- 
covery of unpaid duties. While it is 
realized that all details in connection with 
smuggling may not be obtainable, all avail- 
able information should be furnished. 
Every effort should be made to secure as 
much of the following information as pos- 
sible: names and addresses, accurate 
description of merchandise, port and date 
of entry into the United States, transpor- 
tation which was used, whether air or 
ship, and any other pertinent facts, Par- 
ticular attention is called to the fact that 
the name of any person who furnishes in- 
formation is not divulged and that any- 
one may receive a reward up to $50,000 
for original information leading to re- 
coveries. 

The American Jewelers Protective Asso- 
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Clation was merged with the Jewelers 
Vigilance Committee in 1945. The Pro- 
tective Bureau, a standing committee of 
the Vigilance Committee, now carries on 
the work of that organization. 





Wholesale Jewelers Assn. Considers 
Resumption of Midwest Market 
Week 


Members of the National Wholesale 
Jewelers Association were polled last 
month to learn their views on the ques- 
tion of whether or not the “Midwest Mar- 
ket Week” which was a feature of the 
association’s activities before the war but 
suspended during the past few years 
should again be resumed. 

Other questions asked had to do with 
the dates preferred, the length of time 
which the Market Week should cover and 
which of the Midwestern cities should be 
preferred as the location. 

Results of the poll are not yet available 
as of this writing but will be reported 
when announced. 

Midwest Market Week was always a 
major event in the field of jewelry dis- 
tribution in the pre-war days and it will 
be interesting to see whether a majority 
of members will favor its resumption at 
this time. 





Arthur Herzl, diamond importer, 580 
Fifth Ave., New York, has reopened his 
offices in Europe at Rue Pelican, Antwerp; 
Weesperplein 4, Amsterdam; and Rue Con- 
dorcet 40, Paris. 
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17 West 45th St. New York 19, N. Y. 
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RUBBER 
MIXING 
BOWLS 


Another NEW casting supply item by Alexander Saunders and Co. 


For quantity mixes use the 
NEW 5 quart Jumbo size 


Jumbo 5 qts. 8x8 $5.00 
Extra Large 1, qts. 6x6 $2.00 
Large 1 pt. 4'/, x 4!/, $1.25 Made of highest quality 
Medium /z pt. 4x4 .80 — =e to = —_ 
Small 1/6 pt. 3x3 MO. aun te Ge 


Precision Casting Equipment 


and Supplies 


turing jewelers, precision 
casters, sculptors, artists, 
etc. 


ALEXANDER SAUNDERS & CO. 


Successor to J. Goebel & Co. Est. 1865 


95 Bedford Street 
BEekman 3-6050 


New York 14, N. Y. 
Cable Address HOWDAH 
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q Members of the Boston Jewelers Bowling 
League started off the fall 1947 season with 
some good rolling, scores not being avail- 
able as this page went to press. First meet 
was on Tuesday, September 9, and on each 
Tuesday from that date on until just be- 
fore Christmas holidays, the boys from the 
following teams will be competing strongly: 
Shreve, Crump & Low; The E. B. Horn 
Co.; Thomas Long Co.; D. C. Percival & 
Co., Inc.; E. H. Saxton Co.; Smith Patter- 
son Co.; Bigelow, Kennard Co.; Mahar & 
Engstrom; A. Stowell & Co.; and Frank 
A. Gendreau. Official scorer Sam Robinson 
of Kennard & Co. is on hand again, and a 
most successful season is looked forward 
to under the able presidency of Arthur 
Bleckstein of A. Stowell & Co. 

q As the fall bowling season got under 
way, so, too, did the fall classes in gem- 
ology. Harold A. Partridge, president, an- 
nounced that the first get-together on Sep- 
tember 24 at the Harvard Faculty Club 
brought out a large gathering for the din- 
ner and the informal meeting afterward at 
which time election of officers was held. 
Announcement of the new officials will be 
made here next month. Prof. Cornelius 
Hurlburt outlined plans for the subsequent 
meetings of the New England Guild of the 
American Gemological Society, to which 
a large number of gem students have 
made applications to attend. 

q The firm of the late Edmund W. Kirby, 
Jewelers Building, has been taken over by 
Miss Catherine A. Egan, who has been 
associated with Mr. Kirby for the last 24 
years. She had acted as Manager and now 


NEW ENGLAND 


attracted more widespread attention with 
a far greater stock than in many Years, 
with correspondingly greater sales volume. 
Everyone agreed that it was one of the 
best stocked and best patronized Gift 
Shows in many years. Highlight of the 
shows, and one on which everyone was 
asking: “Have you been to Smith and 
Zaff’s?” was Bernie Smith’s unique idea 
of introducing an attractive Chinese-A meri. 
can young lady, Miss Marjorie Chin of 
Brockton, who, in Chinese embroidered 
kimona was on hand to greet visitors and 
to show them the new Speidel Ming Taj 
watch bracelet, which Smith and Zaff were 
featuring. It made a universal hit during 
the entire week. 
q Paul’s Jewelry Store at 390 Central Ave, 
Dover, N. H., has opened for business. 
The owner of the store is Samuel B. King. 
The store has been completely redecorated 
and the interior is of attractive design. 
Expert watch repair work will be featured, 
and the store will carry a full line of per- 
sonal jewelry and allied lines. 
q William J. Murray of 901 Jewelers Build- 
ing is back from an extended vacation he 
spent with his wife in New Brunswick. 
Forest fires prevented as much fishing as 
Billy would have liked, but he reported a 
good rest, and a pleasant time, nevertheless, 
q John S. K. Mills, who occupies the same 
room with Billy Murray, 901 Jewelers 
Building, is still out, convalescing steadily 
from a long sojourn in the hospital. 
q William J. Orkin of 1003 Jewelers’ Build- 
ing is home recuperating from a recent 
operation at the Peter Bent Brigham Hos- 





takes over the firm, with the name and the 
staff remaining the same as formerly. Dick 
Moore will continue to cover the New 
England territory. 


pital, Boston. 

q Dick and Johnny Perrone, of Amesbury, 
Mass., are reported to have opened a new 
store there known as Perrone Jewelers. 
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GEMOLOGY — DIAMONDS 


The only complete course in gemology, 
the science of all gemstones. Courses in 
all jewelers' merchandise except watches. 
Available under G. |. Bill of Rights. 


GEMOLOGICAL INSTITUTE OF AMERICA, Inc. 
Dept. J-10 541 S. Alexandria, Los Angeles 5, Calif. 
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q Two big Fall Gift Shows in Boston—one 
at the Parker House and the other at the 
Hotel Statler, from September 1 to 5— 





Acclaimed as by far the most unusual and 
attractive display at the Boston Gift Show 
at the Parker House, September | to 5, 
Smith & Zaff of the Jewelers Building in- 


troduced Miss Marjorie Chin of Brockton 


to highlight the exhibit of Speidel Ming Tai 

watch bracelets. Shown above, left to right: 

Bernie Smith, Miss Chin and James Bridges 
of the Smith & Zaff firm. 





q One of Boston’s oldest jewelry stores, the 
E. B. Horn Co., Inc., at 429 Washington 
St., was sold recently when Davis & Haw- 
ley, of Bridgeport, Conn., and Frederics, 
of 561 Fifth Ave., New York City, became 
interested and Benjamin and Samuel Finn 
took over the active management of the 
store. Everett B. Horn will retain an in- 
terest in the business and remain as presi- 
dent of the store—third generation of the 
name to carry on. New merchandisg¢ is 
being displayed, and windows and cases 
take on added luster under the new setup. 
The same help and the same policies that 
have prevailed for so many years at Horn’s 
will be retained the Finn brothers stated. 

q George Salisbury, for many years carry- 
ing on his engraving and metal carving 
business in the Henry Arnold quarters at 
904 Jewelers Building has moved down 
the hall to Room 907, sharing quarters 
there with J. Joftes, jeweler. New par- 
titions were erected, and a modernistic 
touch added with aluminum trimmings. 

q Mrs. Claire Hahn has joined the K. A. 
Murphy Co. which succeeded to the C. W. 


Sweetland Co., a couple of months ago. 
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q1. Alberts’ Sons, Inc., have opened a new 
branch office in Syracuse, N. Y., with Aaron 
Alberts, youngest of the Alberts family, 
installed there as General Manager. 

q Roy L. Spring, Jr., 12 years old, joined 
with his father in 706 Jewelers Building 
for a few weeks this summer as a part of 
his vacation, learning the business from the 
floor up. He was more interested in boat 
designs than in keeping the floor clean, 
however, his Dad reported. 

q Miss Natalie Arnold, granddaughter of 
Henry Arnold, 904 Jewelers Building, who 
has been working for Louis F. Guiness, 
Inc., 711 Jewelers Building, has left there 
to go back to college. In her place: Miss 
Carol Thorup. Over the Labor Day week 
end and the week following, Mr. and Mrs. 
Louis F. Guiness made a trip to Virginia. 
q Louis Lemay of Lemay Brothers, Man- 
chester, N. H., reported that their new 
store, replacing the one at 1217 Elm St., 
which was burned out last winter, will be 
opening soon across the street at 1104 
Elm St. 

4 George Coughlin, shipper for Mahar & 
Engstrom, Jewelers Building, was in the 
hospital in September for a check-up. 

q Mr. and Mrs. Marjorie A. Noury, of Man- 
chester, N. H., are back from several 
weeks’ fishing trip in the wilds of Canada. 
Mr. Noury was among those visiting the 
Boston Gift Shows. 

q Mrs. Wood of Kendrick & Davis Co., 
Lebanon, N. H., spent her vacation at her 
camp in the Canadian woods. 

q Emile Langlais of Berlin, N. H., com- 
bined the visit to the Boston Gift Show 
with purchase of his new Cadillac car. 

q Herbert W. Stranger, Jr., associated with 
his father in the Washington Building, 
spent several days in New York in 
October, taking part of the time to learn 
more about the making of Gemex watch 
bracelets at the Gemex factory. 

q Irwin Gay of the Village Jewelers, Brook- 
line, Mass., has been confined to the Vet- 
erans Hospital, West Roxbury. 

q Mrs. George H. Atwell, wife of the Rox- 
bury, Mass., jeweler, flew to Europe re- 
cently, touring the country, and flying back. 
q “Flying jewelers” are getting around 
these days, Charles W. Alsterlund of 816 
Washington Building having lunch with his 
wife in Boston, flying to California for 
treatment, and phoning her that same night 
to report his safe arrival. He is combining 
business and pleasure on the trip. 

q Harry Jolley of North Adams, Mass., re- 
cently bought the E. B. Van Vorst jewelry 
store in Great Barrington, and will operate 
it along with his own Jolley Jewelry Shop 
at 13 Eagle St., North Adams. 
q Henry Munsey of Cambridge, who opened 
a jewelry store in Edgarton, Mass., Vine- 
yard Haven, for the summer, reports that 
he is going to keep the place open all 
year around. 

q Edmond L. Belley and wife, of Lowell, 
Mass., were on a recent vacation and busi- 
ness trip to Canada. 

q Mr. and Mrs. O. G. Robey of Lowell, 
Mass., spent their vacation in Buffalo and 
Niagara Falls. 

q A new name was being added to the sign 
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on the door of the B. H. Goodrich diamond 
firm in the Washington Building recently. 
It reads: “C. V. Keshishian, Watch Re- 
pairing.” 

q Henry H. Solomon of 300 Washington 
Building has been renovating his quarters, 
adding new partitions, lighting fixtures, 
and fresh paint. 

q Miss Genevieve Brandt, of the Harry 
Heller, Inc. firm, 796 Washington Build- 
ing, was married on September 15 to Frank 
Murphy. She will be back at her old post 
following the honeymoon. 

q John Ramsey of Ripley-Howland Mfg. 
Co., 333 Washington St., is recovering from 
a recent illness. 

q The Boston Gift Shows and other things 
combined to bring about a cancellation of 
the schedule fall outing of the New Hamp- 
shire Retail Jewelers Association at the 
Granliden in Sunapee, N. H., September 
6, 7, and 8. Reservations were so light that 
the committee decided to postpone the 
event. 

q Hugh Maclsaac, associated with Alfred 
DeScenza, 609 Washington Building, is at- 
tending the American Institute of Gemology 
in Newark, N. J., studying gemology. Ed- 
ward DeScenza, brother of Alfred, is re- 
cuperating after a six weeks’ illness. 

q Don Somers and wife of the C. W. 
Somers Co., Inc., 606 Washington Building, 
narrowly escaped serious injury when their 
automobile in which they were riding was 
smashed up by a drunken driver who side- 
swiped several cars in a mad dash down 
a Quincy boulevard. The Somers car was 
badly wrecked. 

q James Welsh of Swartchild & Co., 502-5 
Washington Building, has just returned to 
work after an extended vacation in Maine. 
q J. Q. Miller of Melrose, Mass., for a 
number of years with the Alvin Corp., is 
now representing the following firms in 
New England: Hunt Sterling Hollowware 
Co., New York; Crescent Silver Plated 
Hollowware Co., Port Jervis, N. Y.; and 
the Colonial Clock Co., Brockton, Mass. 

q The Colonial Clock Co., by the way, is 
a new firm, operated by war veterans, and 
turning out replicas of Colonial Banjo and 
Terry shelf clocks at its plant on Belmont 
St., Brockton. 

q James W. Downey, jeweler on the 7th 
floor of the Washington Building, moved 


to 44 Bromfield St., Boston, on Septem- 


ber 1. 

q Benjamin S. Battye, of 311 Washington 
suilding, returned to his quarters after an 
extended tour of the West Coast, where he 
has been for the past two months. 

q Members of the Boston Jewelers Club 
will hold their fall Beefsteak Dinner in the 
Salle Moderne: of the Hotel Statler on 
October 11. This affair is for members only. 
q Willis Goode, watch department head 
with Smith-Patterson Co. for 22 years, 
resigned on September 12 to take up resi- 
dence in Florida. 

q Henry Alsterlund of the Silver Depart- 
ment of Thomas Long & Co., is back on 
the job after being out on account of 
illness for six weeks. Bob Horn of the 
Diamond Department in the same store is 
back also after several weeks’ illness. 
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GUARANTEED 
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FITTED EXCLUSIVELY. BY 
GYGER BROTHERS’ 
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q Daniel Duane and Edwin Downing have 
formed a partnership in a new jewelry 
store located in Room 615, Province Build- 
ing, 333 Washington St., Boston, to be 
known as Duane and Downing. 

q Miss Pauline Donaldson, for several years 
secretary to Allen and Forest Davidson of 
the Thomas Long Co., has left to stay at 
home. 

q Mrs. Alice E. (O’Conner) Galvin, for 
many years located at 705 Jewelers Build- 
ing, Boston, died on September 3. Services 
were held on Monday, September 8. 

q Arthur D. Washburn, jeweler of Brewer, 
Maine, was drowned during the latter part 
of August while on a fishing trip in Lin- 
coln, Maine. 

q Frank E. Doucett, Jr., of Newton, Mass., 
died on August 20. 





Members of the sales staff of the D. C. 
Percival Co., Boston, held a meeting and 
outing at Beach Bluff, Mass., on July 26, 
followed by a sailing party out of Marble- 
head Harbor. Left to right, front row: 
Elmer Vassar, Everett Hardy, Lorenz Ernst, 
James Hossley (holding little Nicholas Per- 
cival, son of Lawrence Percival), Richard 
Arnold, and David Percival. Standing, back 
row, left to right: Lawrence Percival, Ches- 
ter Wiggins, Frank Jackson, Warren Don- 
nelly, Harry Sederquist, William Keating, 
Thomas Powers, Roy Fisher, Norman Hayes, 
and Stuart McKenzie. 





Jewelry Manufacturers 
Observe 50th Anniversary 


The 50th anniversary of the establish- 
ment of Silverman Bros., Providence jewel- 
ry manufacturing concern, was observed 
September 17 with festivities arranged by 
the employees and without the knowledge 
of management. 

A surprise program honoring the Silver- 
man brothers—Archibald and Charles— 
was climaxed by the presentation to them 
of a plaque “in appreciation of the fine 
spirit you have shown as employers and 
friends, presented by your grateful em- 
ployees on the occasion of the fiftieth an- 
niversary of Silverman Bros.” 

In addition the brothers were presented 
memory books containing the signature of 
each and every employee of the plant at the 
time of the anniversary, together with a 
history of the company. 

The firm was founded in 1897 by Archi- 
bald Silverman, then going on 18 years of 
age, who borrowed $5.00 from his father 
and decided to go into the jewelry busi- 
ness. With this small amount he bought 
some wire and hired two spaces in a 
jewelry factory. By hand, the wire was 


bent into small beauty pins, which he was 
successful in placing on the market, and 
from these few beauty pins a thriving in. 
dustry was started. 

A few months later, he induced his 
brother, Charles, to join him in a partner. 
ship, Silverman Brothers. After several 
changes of location, the brothers, in 1917 
moved into their own building at 296 
Public St., Providence, where for 24 years 
they have produced costume jewelry. 

During World War II Silverman Broth. 
ers stopped producing their regular line 
and turned to the manufacture of Army 
insignia, surziral instruments and airplane 
and torpedo parts. The firm was awarded 
the Army and Navy “E,” the only company 
in that branch of the jewelry industry to he 
so honored. 

With the termination of the war a re. 
conversion program was effected, and by 
the end of 1946 Silverman Brothers was 
once again in full swing on a line of cos. 
tume jewelry of wider range than they had 
ever made before. On December 5, 1946, 
Silverman Brothers became a corporation 
which from that time on has been known 
as Silverman Brothers, Inc., with officers as 
follows: President, Archibald Silverman: 
Vice President, G. Leon Silverman; Sec. 
retary-Treasurer, Charles Silverman; As- 
sistant Treasurer, C. Sydney Silverman, 
and Assistant Treasurer, Norman Silver. 
man. 





NWJA Appoints Silver Committee 
President R. Dix Edwards of the Na- 


tional Wholesale Jewelers Association re- 
cently announced the appointment of the 


Silverware Committee covering the entire 


United States. H. B. Tagg, president of 
J. W. Johnson, Inc., New York, was elected 
chairman. 

Other members are: John Goll, Baldwin- 
Miller Co., Indianapolis, Ind.; Donald S. 
Gautherat, E. H. Pudrith Co., Inc., De- 
troit, Mich.; C. W. Knights Ball Co., Chi- 
cago, Ill., and M. D. Lumbard, M. A. Lum- 
bard Co., Inc., Des Moines, Iowa. 

Committee consultant is Craig D. Mun- 
son, International Silver Co., Meriden, 
Conn. 
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Twenty-Four New Junior Watchmakers 
Announced by Horological Institute 


Horological Institute of America certificates have recently been granted to 
the following watchmakers: 


JUNIOR WATCHMAKERS 


ADDRESS EMPLOYED BY 


Indianapolis, Ind. Wilbur B. Irwin 
San Carlos, Calif. May Jewelers 


| always 
SOMETHING NEW 


in old, dependable lines 


° WATCH BOXES 





NAME 
WILLIAM PATRICK CURTIN 
WILLIAM F. JACOPI 


yore 5 Sine PURNER Taunton, — aaaene Maker Co. e RING BOXES 

WaYNeE A. WoopDY ae ~~ A. S. Rowe 

HUNTER M. BisHOP poss te 5 oan, at Tampa Watchmaking * GIFT BOXES 

Max BUETTNER rming - Ala. ae St Semtinen School of | * DISPLAYS of all types 

RussELL L, CANTER Bethel, Ohio — at Gruen School of Watch- 

JAMES J. GARDNER Greensboro, N. C. Student “at Greensboro School of | ® JEWELERS’ FINDINGS, SUPPLIES 
Watchmaking 


Niles, Ohio 
Beacon, N. Y 


Student at Elgin Watchmakers Col- 


WILLIAM J. RIES 
ege 
Student in New York City School 


© CLEANING MACHINES 


FRANK CHARLES STEWART 


Jasper, Texas 
Waltham, Mass. 
Manchester, N. H. 
Waltham, Mass. [water at Waltham School of 


IRWIN H. WOLTER 
ROBERT B,. BROWN 
ALBERT H. CURRIER 
ROBERT JOSEPH DORVAL 
JoHn M. MotTT 

PauL N. RAEDEL 

R. A. WRIGHT 


¢ WATCH ATTACHMENTS 


BRETTON BANDS: stock always on hand 
Leather Watch Straps 


* JEWELRY ITEMS 


GERALD J. FALLA Palo Alto, Calif. 

Cate et Rochester Mey | a at San Jose State College . JEWELER’S TOOLS 
. FISHER ssumption, . 

Jone J Haver Poorly th ewan at Braatey Universi | © WATCH MATERIAL 


Lincoln, Maine Watchmaking 
North Adams, Mass. 
Waltham, Mass. 
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Brackin Sells Jewelry Chain; 
To Open New Store in Mobile 


The sale of the far-flung interests of the 
Brackin jewelry chain, the fourth largest 
jewelry store chain in the entire South, 
was disclosed recently. 

Nelson L. Brackin, owner, received more 
than $500,000 in the transaction, which was 
consummated by a title transfer on 
August 22. 

The 15 stores of the chain, located in 
14 southern cities, were sold to the Busch 
Kredit Jewelry Co., Inc., of Pittsburgh. The 
Busch firm now operates one of the largest 
jewelry chains in the East and is headed 
by William J. Kappel, of Pittsburgh. The 
stores of the Brackin chain are located in 
the following cities: two in Birmingham, 
and one each in Bessemer, Montgomery, 


Gadsden, Mobile, Tuscaloosa, Huntsville, . = : , Bank ref- 

Columbus, Ga., La Grange, Ga., West amination, and if passed successfully will 30 

Point, Ga., Pensacola, Fla., Jackson, Green- | then enjoy full privileges of membership. boa ear 

ville, and Vicksburg, Miss. | Plans are now being made for offering perience. 
The Brackin’s sale consisted of the these examinations later this year and 

stores only. The six corporations behind each store will be notified. The examina- Regardless 

them will not be liquidated, Mr. Brackin tion will be conducted by correspondence. egy a a 


said, and he will continue to own them. 


In substance, the firm is selling off a por- watches which have been damaged by 

, : , . quickly, 
tion of their assets, mainly the 15 stores. the Board of Examiners, and at the same without risk 
For the past two years they have been con- time will be sent an examination paper. or loss, write 
structing a new building in Mobile, Ala.. He will be expected to supply a suitable directly to: 


the total cost of which is in excess of 
$600,000. 

Mr. Brackin stated that they hope to 
have the new building completed about 
November 1, 1947 and will operate under 
the trade name “Brackin’s.” Also, plans are 
for a new and separate wholesale jewerly 
business in Mobile. 


Membership in CJI Nears 1500 
As Recommendation Period Ends 


As announced on different occasions, 
membership by “Recommendation” in the 
Canadian Jewelers’ Institute, has termi- 
nated. There was a substantial last-min- 
ute rush with approximately one hundred 
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applications rolling in during recent weeks. 

The Board of Examiners met briefly in 
July at which time 81 applicants were ap- 
proved, leaving the balance of applications 
for another meeting to be held shortly. 
This meeting will wind up all applications 
for “recommendation membership.” It is 
expected that the final count will run the 
Institute membership well over the 1500 
mark, with every city and town in Canada 
well represented by Certified Watch- 
makers. 

Although nearly 150 applications have 
been approved, a substantial number of 
applications have been temporarily reject- 
ed, either through lack of experience or 
lack of training. It is not intended that 
these persons are to be denied member- 
ship, each having been notified that he 


will be invited to write an entrance ex- | 


The applicant will be supplied with two 


sponsor who will certify as to the manner 
in which the work has been performed. 





Benrus Finances Time Fellowship 


Julian Lazrus, secretary of the Academy 
of Time, recently announced the Academy 
has made a grant of $1,000 to American 
University, Washington, for research on 
time during the 1947-48 semester, from 
funds made available by the Benrus Watch 
Co. 

The recipient of the fellowship will be 
announced by Dr. Paul F. Douglass, presi- 
dent of the university. Other grants are 
being considered and will be announced 
soon. 


WRITE FOR CATALOG 
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5 N. Wabash Ave., Chicago 2, Illinois 
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Prompt Mail Service 


GOLDBERG & POSSOFF 


124 South 8th Street Philadelphia 7, Pa. 
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JEWELER'S FINDINGS & SUPPLIES 
* 


DISTRIBUTORS 
K & D - LEVIN - G & F TOOLS 
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In All Your Needs For... 


@ Watch cases, @ Staking tools 
dials to match. @ Cleaning 


. machines 
@ Watch materials @ Other precision 


@ Lathes tools 


IMMEDIATE DELIVERY 
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CENTRAL WATCH MATERIALS 
& SSIPPLY CO., Inc. 


Wholesale Jewelers 
134 So. 8th St. Phila. 7, Pa. 
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q The Sansom Street Business Men’s Asso- 
ciation held a dinner meeting Thursday 
September 4th at the Benjamin Franklin 
Hotel. Mickey Orloff, of 706 Sansom St., 
presided over the discussion in which five 
guests participated: A. Rocoosin, represent- 
ing Bulova Watch Co.; Philip Colby, rep- 
resenting Benrus; Philip Wengrow, repre- 
senting Gruen; Mr. Grodman, representing 
M. C. Peyster, Inc.; and Mr. Talbert, rep- 
resenting Schless-Harwood. The discussion 
included methods of developing better re- 
lationships between wholesaler and retailer 
in the jewelry field; and other matters 
effecting the welfare of jewelers. 

q Frank A. Jaskiewicz, who was in the re- 
tail jewelry business for more than 12 years 
before the war at Eighth and Sansom St., 
and has continued that business from his 
home at 3639 E. Thompson St., since his 
recent return from the service, has now 
procured an old bank building at 2701 E. 
Allegheny Ave. which he is completely 
redecorating in preparation for opening 
a new and larger jewelry store there. A 
well known jeweler remarked that the 
modern front is “terrific” and is an out- 
standing example of what wonders can be 
done to make a dreary, totally unsuitable 
building into a pretentious home for a 
jewelry business. 

q Samuel Harburger of 1014 Chestnut St., 
passed away Tuesday September 2. He had 
been actively engaged in business since 
1902 in and near his last location; and was 
respectfully known as “the Father of Credit 
Jewelers of Philadelphia” by almost every- 
one in jewelry circles. 

q A meeting of the Directors of the San- 
som Street Business Men’s Association took 
place Thursday September 11th at which 
a member of the Vigilance Committee 
spoke and plans were made for the meet- 
ing of October 25th. Preliminary plans 
were also made for the regular meeting 
for October at which the members of the 
Retail Jewelers Association of Philadelphia 
and vicinity will be invited. A film showing 
the story of a diamond from the time it is 
mined to the time it is made into a finished 
item will be featured. Tentative plans were 
formed for a banquet to be held early 
in the coming year. This organization is 
also currently attempting to have half hour 
restricted parking regulations put into 
effect and peddlers prohibited on Sansom 
Street between Seventh and Eighth Sts. 

q Samuel Lashoff, Chairman of the Board 
of Directors of the Sansom Street Business 
Men’s Association, is now on an eight 
thousand mile motor trip around the 
country. 

q Milton Griffis of Upper Darby is con- 
valescing from an illness suffered in the 
spring. C. Edwin Crothers has tempor- 
arily discontinued traveling throughout 
Pennsylvania selling for the Griffis store, 
and has confined himself to work within 
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the store until such time as Mr. Griffis 

shall have completely recuperated. 

q Time Store of south Fifteenth St. is now 

using a display in the window which at. 

tracts considerable attention. It is called 

the “Curiosity Corner” and consists of a 

pastel panel behind the curve where the 

large display window along the side street 

meets the long one in front of the store. 

At the foot of this panel a small platform 

is slightly elevated above the floor level 

of the window and is covered in various 

shades of velvet or other display materials, 

On this platform, about waist level to the 
average person, some odd or little known 
time piece is displayed with weekly changes 
in the item featured. A music _ teacher’s 
watch, a cuff link watch, a blind man’s 
watch, kitchen alarm clocks and _ other 
pieces have each caught the eye of pass- 
ersby for a short period of time. The title 
Curiosity Corner printed in antique “hand 
writing” on a scroll against the panel is 
just eye height. 

q The Terminal Personalized Repair Ser- 
vice at Darby, Pa., is displaying a printed 
page resembling that of a slick paper maga- 
zine in their window. It explains that 
“Heat breaks main springs!” When asked 
if it brought in business, a spokesman for 
the shop replied that it was not supposed 
to do that. It’s purpose was to explain to 
the public the possibility of a broken spring 
to prepare them for the most frequent 
diagnosis of watch illnesses during the 
spring, summer and autumn months and to 
instill confidence in their work. 

q Tuckers of Darby, Pa., are remodelling 
their store with blond wood panelling and 
new display shelves lining one wall for 
heavy gift items and luggage, a popular 
side-line with this store. 

q Carl A. Doubet moved his jewelry store 
from 716 Edgmont Ave. across the street 
to 715 Edgmont Ave. after completely re- 
modelling and _ redecorating the latter 
place. This store now has more than twice 
the former amount of floor space and two 
other floors are available and will soon be 
opened with gift merchandise. 

q The American Gem Society began the 
fall season with a meeting at the St. James 
Hotel Thursday September 18th. Plans are 
now under way to obtain someone who 
will take over the instructorship for the 
Society during the coming season. Just who 
is being approached has not been made 
public. 

q A long list of local jewelers, too long 
to add to this column, have reported that 
they have returned from the New York 
jewelers convention after having had a 
grand time as well as a profitable one 
making Christmas purchases. 

q Allan Gurwood of Gurwood Jewelers, 817 
E. Allegheny Ave., reports that his store 
is adding a new plastic tile floor. 

q The Louis Jagielky store, 1603 Walnut 
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St. Philadelphia, has been completely re- 
nodelled inside including the addition of 
dramatic new statuary. Alterations were 
completed the first of September so that 
this store might continue this season with 
an impressive setting even more suitable to 
their exclusive neighborhood and the high 
quality merchandise they handle. 
4 The Kurtz jewelry store at Upper Darby 
is now in the process of being renovated. 
This was partially necessitated by damage 
caused by smoke in a fire which damaged 
the restaurant in the basement of the same 
building several months ago. Taking ad- 
vantage of this beginning, store executives 
decided to do a complete renovating job 
on the interior. 
4 Joseph Abraham, of 4602 Frankford Ave. 
in this city, has just returned after staying 
the entire summer in Atlantic City. His 
son managed the store during his absence. 
¢ A spokesman for the S. J. Lyons Co., of 
Philadelphia, reports that several of their 
stores are being redecorated. 
q Pasikow and Shrewsbury, 2640 German- 
town Ave., are glad to relate that they 
have noticed a definite increase in business 
since redecorating early this year. 
q M. Simon & Co., of 1222 Market St., will 
soon open a basement department in their 
store. More details as to their exact plans 
will be available soon. 
q Joseph Baker will soon be travelling to 
sell jewelry for Mickey Orloff, wholesaler 
of Sansom St. He will cover a territory 
including Pennsylvania, Delaware, New Jer- 
sey and Washington, D. C. 
q Albert Robbins moved his jewelry busi- 
ness to 803 Sansom St. from 137 S. Eighth 
St. recently. 
q J. Bruce Byall, of C. R. Smith & Son, 
18th and Market St., modestly attributes 
an exceptionally busy summer season to 
“luck.” 
q Edward A. Farnan, 101 South Eleventh 
St. returned recently from a_ six-weeks 
pleasure trip with Mr. Farnan to the West 
Coast. 
q The Retail Jewelers’ Association of Phila- 
delphia and Eastern Pennsylvania, Inc., 
held their first meeting of this season 
Tuesday, September 16 at the Ritz Carlton 
Hotel. They completed plans for their 
eighth annual dinner dance to be held 
Monday, October 13th. Plans have already 
been started to make it top all the others, 
according to Allan Gurwood, who is enter- 
tainment chairman. The show will be con- 
ducted by one of the biggest booking agents 
in the country, he informs us, and will be 
a most unusual one. Jewelers are expected 
to attend from every part of the country; 
and a number of wholesalers are already 
preparing for lavish entertainment in con- 
nection with this affair. Philip Kind of S. 
Kind and Sons, Chestnut St. at Broad, is 
Chairman of the entire affair. George 
Lyons of S. J. Lyons & Co. who have four 
stores in the city, is in charge of door 
prizes. Jack K. Green of Louis S. Gross- 
man, 415 West Girard Ave., is in charge of 
tickets and seating arrangements. The affair 
will be held in the Grand Ballroom of the 
Bellevue Stratford Hotel. 


q The Strawbridge & Clothier Store was 
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closed Thursday Sept. 11 in respect to Mr. 
Clothier, Chairman of the Board of Direc- 
tors, who passed away that week. 

q Mickey Orloff of the Orloff Co., Sansom 
Street, has been named Chairman of the 
Wholesale Jewelers Committee for the Com- 
munity Chest Drive which will soon begin. 
He is now planning for the rest of his 
committee, members of which will be an- 
nounced next month in this column. 

q At a special meeting of the Retail 
Jewelers on Tuesday September 9, plans 
were made for the hand book to contain 
150 pages of information of value to 
jewelers, and to be distributed at the 
annual dinner. 


Pennsylvania RJA Begins 
Broad Expansion Program 


Leonard D. Helfer, president of the 
Pennsylvania Retail Jewelers Association, 
recently announced that plans have been 
completed for an extensive expansion pro- 
gram for that organization. 

During a recent meeting held in Pitts- 
burgh and several meetings of the officers 
and directors of the association held in 
New York, a modernized streamlining of 
the activities is in progress. A_ special 
meeting has been called by Mr. Helfer 
for October 13, 1947, at the Penn Harris 
Hotel in Harrisburg, Pa., at which time 
the new plan will be submitted to the 
membership. 

The association plans to increase its 
membership to more than 1,000 members 
and to establish permanent offices in 
Harrisburg with regional offices in Pitts- 
burgh and Philadelphia. The addition 
of seven regional vice presidents for the 
State organization, and seven additional 
directors to the board, each of whom will 
conduct regional monthly meetings of cities 
and towns surrounding their particular 
area, has also been proposed. 

A new legislative committee will be ap- 
pointed and a varied program of activities 
is scheduled and will consider trade re- 
lations and a fair trade program cooperat- 
ing with all local Chambers of Commerce 
and Better Business Bureaus. A specific 
committee will devote its entire time to- 
wards the elimination of the excise tax. 
The organization plans a regular monthly 
bulletin service to the members which will 
include up-to-date items of vital interest 
to the jeweler with regard to all forms 
of taxes, legislation, etc. 

Commenting on the expansion program, 
Mr. Helfer said, “The renewed activities 
and expansion program will take in all 
branches of the industry in manufacturing, 
distributing and retailing, and its public 
relations program will provide information 
of vital interest to the general public as 
well as to the jeweler.” 

The tentative program for the meeting 
in Harrisburg calls for an officers and 
directors breakfast session and a luncheon 
meeting for the general membership. Two 
important speakers will attend. Additional 
plans will be made for holding a State 
convention in 1948. 
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Here's What 
Jewelers 
Write About 


Fpinvess 


BONDED DIAMOND 
RINGS 
"We've just taken the PRINCESS 


diamond line with its fine adver- 
tising and merchandising helps. 
A ring that's bonded for replace- 
ment in event of theft or loss is 
a good sales idea, long needed 
by the jeweler.'* 


That's only one of a number of 
favorable comments. Ask for 


full details on the PRINCESS 
Plan. 


* From actual letter on file 
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q The U. S. Jewelry Co., Baltimore, has 


' recently purchased a trailer in order that 























their representatives may show their com- 
plete line of holiday merchandise, includ- 
ing toilet sets, electrical appliances, clocks 
and hollowware. They have had displays 
in all of the key cities throughout their 


| territory, as well as locally. 


q The branch store, together with the in- 
ventory, of J. Carroll Monmonier, at 2904 
Edmondson Ave., Baltimore, has been pur- 
chased by Charles McElroy, who, for some 
time, has been employed as a jeweler and 
watchmaker in this city. He will main- 
tain a jewelry and watch repair depart- 
ment and the store will be run on a strictly 
cash basis. 

q.M. Weiss & Son, 3831 Liberty Heights 
Ave., Baltimore, are remodeling their store. 
They are putting in new solid walnut fix- 
tures and extending the store, which is 
now 16 feet by 50 feet, 30 feet. The cost 


| will be approximately $8,000. 


q Giftland Jewelers, Baltimore, have 
opened a new and beautiful store in the 
business section of Glen Burnie, Md. All 


new fixtures have been installed and a 


complete line of new merchandise is be- 
ing shown. Melvin Waxman, the owner, 
will manage the new store and Mrs. Wax- 
man, his wife, will manage their other 
store on Light St. 

q The retail jewelers of Washington, D. C., 
have recently organized under the name of 
The Greater Washington Retail Jewelers 
Association, Inc. The officers are B. Burn- 
stine, President; William M. Wright, Vice 
President; Arthur Sheinbaum, Secretary; 
Harry Greenberg, Treasurer; and_ the 
Board of Directors consists of the four 
officers, Ernest Burke, George Falkenstein, 
Theodore S. Grape, Mrs. Elizabeth M. 
Kettler, Al Manch, Samuel T. Schwartz, 
and Arthur Stethens. Meetings are held 
on the third Thursday of each month, with 
the exception of July, August, and Decem- 
ber, and there are now approximately 60 
chartered members. 

q The Hecht Co., Washington, D. C., will 
open their new Silver Spring store, which 
will have a fine jewelry department, in 
October. 

q Reliable Stores Corporation, who ex- 
pected to open their new store at 9th and 
F Sts., Washington, D. C., in the near 
future, have run into more difficulties in 
the construction work so that opening will 
be delayed until later in the year. 

q William Miller has recently remodeled 
and enlarged his store at 1222 Wisconsin 
Ave., N. W., Washington, D. C. 


q Charles W. Miller has opened a jewelry — 


store at 223 Pennsylvania Ave., S. E., 
Washington, D. C., and is trading as 
Charles Jewelers. In addition to nationally 
advertised lines of jewelry and watches, he 
is carrying a very fine selection of antique 
clocks. 

q Rose Brothers have just completed the 
remodeling of their store in Franklin, Va. 


& THE SOUTH 


They now have a modern store with two 
beautiful display windows, new wall cases 
and new floor cases. 

q The business of Galloway & Moseley, 
Marion, S. C., has recently been purchased 
by James H. Freeman, who will trade yp. 
der the name of Freeman’s Jewelry, ¢/o 
Galloway and Moseley, until the lease on 
the building, which is not transferable to 
any other name, expires. Mr. Freeman 
has had eight years of experience in watch 
repairing. He was with Galloway and 
Moseley for 4% years in charge of the re- 
pair department. 

q Schneer’s have just completed an exten. 
sive remodeling job on their store in Nor. 
folk, Va., and now have one of the most 
beautiful and modern jewelry stores in the 
South. 

q Albert Snyder, trading as Snyder’s Jewel 
Box, Staunton, Va., and Arthur Land, trad- 
ing as the Jewel Box, of Fredericksburg, 
Va., no longer have any connection with 
the Jewel Box, of Culpeper, Va. This lat- 
ter store was sold on August 7 to Jack 
Fox and Herman Levy, of Culpeper, Va. 
qH. A. Iauch, Sr., trading as Iauch 
Jewelry Co., has moved from Baxley, Ga., 
to Daytona Beach, Fla. He is remodeling 
his new place of business and will have a 
very attractive jewelry and gift store. 

q Harper F. Diehl, Hancock, Md., is mov- 
ing one-half a block west of his present 
location. He is remodeling his new store, 
putting in a new front and new fixtures. 

q Lawrence B. Holzman of Atlanta, Ga., 
recently announced the appointment of 
Harry L. Sullivan as vice president and 
manager of Holzman’s, Columbus, Ga., 
store. Mr. Sullivan was formerly manager 
of the Duval Jewelry Company’s, Jackson- 
ville, Fla. 

q The Mission Jewelry Co. of San Antonio, 
Texas, has opened its first Dallas store 
with Joseph S. Yonack as manager. Dr. 
J. C. Chenoweth, optometrist, will operate 
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the optical department in the store, which 
will carry a full line of diamonds, watches, 
silverware, gift items, radios, home appli- 
ances, luggage and cameras. Walter N. 
Viner of San Antonio is general manager 
of the Mission stores. | 

q Walters Jewelers, 410 Second St., Macon, 
Ga., announces the appointment of Mrs. 
L. B. McCallum as manager of the jewelry 
department. Mrs. McCallum has had 17 
years of sales experience and has been con- 
nected with Walters Jewelers for several 
months. 

¢ A huge aquamarine brooch, studded with 
smaller precious stones and bearing on the 
back an engraved likeness of President 
Truman was on display in a show window 
of the Quitandinha Hotel in Quitandinha, 
Mexico. The brooch was to be presented 
to Mrs. Truman as a gift upon her arrival 
in that city with the President. 

q Bryant’s Jewelry Store at Tiptonville, 
Tenn., will occupy the east part of the 
John Vaughn Building now in the process 
of erection in the downtown section of that 
city. The Bryant store is now located in 
the Homra Building. 

q Jack Bishop and B. W. Brolis recently 
opened a new jewelry store, the Jewel 
Mart, in Gladewater, Texas, with a capital 
stock of $14,000. Mr. Bishop has been a 
watchmaker for the past 16 years. He grew 
up in the jewelry business under his father 
who has operated a jewelry store in Gilmer, 
Texas, for the past 38 years. 

q At Sainte Genevieve, Mo., the jewelry 
firm of Koetting’s, Inc., celebrated its 60th 
anniversary during August. The founder of 
the firm, John Koetting, began his jewelry 
and clock repairing business in a very 
modest manner. It is now in a modern and 
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enlarged building. Since Mr. Koetting’s 
death in 1936, his two sons have been con- 
ducting the business. 

q The formal opening on Aug. 15 of the 
Brosh-Long Jewelry store in its new loca- 
tion at 118 Walnut St., Newport, Ark., was 
attended by more than 1500 persons. 
Charles Brosh and Phillip Long are own- 
ers of the firm. 

q The Dusch Jewelery Co., dealer in jewel- 
ry and gems, was granted articles of in- 
corporation at Dover, Del., in August, with 
a capital of $300,000. Principal office— 
the Corporation Trust Co. at Dover. 

q Charles Gartner has been named man- 
ager of a new store recently opened at 
1606 Main St., Dallas, Texas, by Zale 
Jewelry Co. It is one of 21 stores now 
operating in Texas, Oklahoma, Missouri 
and Nebraska. The new store is air condi- 
tioned throughout. The fixtures are of nat- 
ural mahogany. Mirrored columns decorate 
the interior and the store is equipped with 
both direct and indirect lighting. 

q The name of Nathan’s Jewelers of 
Odessa, Texas, has been changed to 
Nathan’s Jewelers, Inc., and the capital 
stock of the corporation increased to 
$25,000, according to an amendment to the 


| corporation’s charter filed with the Secre- 








| tary of State in Austin, Texas. 


q.R. Clayton Bright, owner and manager 
of Bright’s Jewelers in Asheville, N. C., 
has announced the opening of a new store 
at 60 College St. there. 

q The Normal Jewelry Co. has formally 
opened its new and larger store at 529 
South Highland, Memphis, Tenn. Leo 
Nemetz and W. J. Spencer are co-owners 
of the company. 

q Retail jewelry store sales in Texas 
showed a decrease of five per cent in July 
from June, and of 16 per cent in July from 
July, 1946, according to figures of the 
Bureau of Business Research of the Uni- 
versity of Texas. 

q The Phipps Plating Company, formerly 
located at 1910 Pleasanton Road, San An- 
tonio, Texas, has moved into new and 
larger quarters at 305 East Grayson St. 
The firm, which moved to San Antonio 
three years ago from Austin, Texas, is a 
father-and-son partnership consisting of 
Uel Phipps and his son, W. R. Phipps, 
and together they have 48 years of experi- 
ence in the plating field. 

In addition to gold and silver plating, 
the Phipps company is equipped in its 
new home to do brass, cadmium, chro- 
mium, copper and nickel plating. 

q Richard L. Martin, son of Mr. and Mrs. 
L. B. Martin, proprietors of the Martin 
Jewelry Co., 348 Main St., Eagle Pass, 
Texas, has enrolled as a student in the 
Cranford College of Watchmaking, San An- 
tonio, Texas. A veteran of World War II, 
young Martin will spend at least one year 
at the school, and, after completing his 
training, will return to the Martin Jewelry 
Co. as a watchmaker. 

q The Gordon Jewelry Co., of Houston, 
Texas, has leased the store formerly occu- 
pied by the Mission Jewelry Co. at 501 
East Houston St., San Antonio, Texas. It 
is considered one of the best jewelry store 
locations in San Antonio, with a corner en- 
trance at East Houston and Broadway, and 
big display windows along both streets. 
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Eastern Star Ring provides three 
styles and three prices. 


* Enameled star — richly engraved. 
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altar. 
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beautiful stone colors. 
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plate for setting diamond or altar as 
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Matron ring. 
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q Mr. and Mrs. Ernest Roseth of Stein & 
Elibogen Co., attended the wedding of 
Annabelle Mary Noonan to Richard A. 
Tomke in Eagle Grove, Iowa, on Sept. 1. 
The bride’s father, Maurice Noonan, Sr., 
is one of Iowa’s prominent jewelers. 

q Axel E. Caspersen, watchmaker in the 
Heyworth Building in Chicago celebrated 
his 66th year of watchmaking last month 
and is still regularly at his bench every 
day. 

q Announcement has been made of the en- 
gagement of Miss Dorothy Mattis and 
Walter Stuart. Both are members of the 
jewelry department of Stein & Ellbogen 
Co. 

q The Psi Delta Omega Horological Fra- 
ternity of Bradley University, Peoria, IIl., 
held its annual picnic on Sunday, Aug. 24, 
at the Pleasant Valley Park. The picnic 
commenced at 1:30 p.m. and continued 
until early evening. There was a large at- 
tendance and it was a fine get-together for 
many of the Fraternity brothers’ families, 
and many guests. The entertainment com- 
mittee did a fine job, and everyone re- 
ported having a great time. 

q Mr. and Mrs. Charles D. Ellbogen flew 
home from Europe recently. Mr. Ellbogen, 
president of Stein & Ellbogen Co., said he 
was glad to be home. 

q At the first Fall meeting of the Chicago 
Chapter, American Gem Society, at their 
headquarters in the Pittsfield Building on 
September 17 the Study Group Instruc- 
tion regular feature was omitted in order 
that members could meet and hear talks 
by Richard Liddicoat and Warden Cook 
from Headquarters. Mr. Liddicoat and Mr. 
Cook were in Chicago in September to 
conduct the “Residence Course” and also 
the “Short Course.” H. Paul Juergens, 
chairman Chicago chapter presided. 

q Hillary Nan Nusinow was born on July 
23. She is the daughter of Mr. and Mrs. 
Bernie Nusinow. Mr. Nusinow designed all 
the hats at the Jewelry Fashion Show last 
August. Mrs. Nusinow is the former Betty 
Fae Chayken, daughter of Hammond’s 
leading jeweler, Irv. Chayken. 

q The Illinois Watchmakers Association 
started off their Fall schedule of meetings 
in the Embassy room of the Morrison Hotel 
in Chicago on Friday night, September 19 
with a most interesting meeting and large 
attendance. The feature of the evening 
program was a lecture by Frank D. Urie, 
president of the Horological Institute of 
America and superintendent of inspection 
at the Elgin National Watch Company 
factory, and the presentation of this com- 
pany’s sound picture, “Time.” 

q Mr. and Mrs. Harry C. Davis announce 
the birth of a son, Thomas Charles. Mr. 
Davis is in the watch and clock department 
of Stein & Ellbogen Co. 

q The first monthly dinner meeting of the 
Chicago Credit Jewelers Association fol- 
lowing summer recess was held at the 
Standard Club on Wednesday night Sep- 


tember 10 with full attendance of mem- 
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bers and of guests from the trade in Chica. 
go, New York and elsewhere. This was jp. 
stallation night for officers elected last 
June and retiring president Phil Martin 
and president-elect Joseph Hirtenstein sat 
on the side line while Abel Berland, of 
Civic Service Department of Anti-Defama. 
tion League, always a most welcome visitor 
at C. C. J. A., meetings installed the off. 
cers with fitting tribute to each as pre. 
sented. 

The speaker of the evening was William 
Wagner, New York, executive secretary of 
the National Association of Credit Jewel. 
ers. Mr. Wagner briefly recited accomp.- 
lishments of the association over the past 
five years and told of the benefits derived 
for the entire trade through these efforts. 
He then discussed conditions confronting 
the trade including excise tax, the repeal 
of which seems a long time off, and urged 
members to solve their problems without 
recourse to new laws. One example men- 
tioned is the house to house canvassing, 
which in his opinion is legitimate and 
honorable and should be combatted by 
jewelers sending out house canvassers to 
tell of their merchandise and the advan- 
tage of buying from local dealers. Only 
in this manner can free enterprise about 
which we boast so much be maintained. 

President Joseph Hirtenstein expressed 
his appreciation for the honor bestowed, 
pledged his best efforts to continue and 
promote the work of the association which 
has been so ably founded by his prede- 
cessors. Executive secretary Ben Sacks 
called attention to violations of the code 
and urged members to call on his office and 
together they will be able to adjust many 
matters of difference among members. 

Officers for the year are: President, 
Joseph Hirtenstein, Federal Jewelers; 
honorary president, Phil Martin, Martin 
Jewelers; treasurer, Peter Schurheck, 
Royal Jewelers; secretary, Darwin Wood, 
Wood Jewelry Co. Board of directors: 
John Baumrucker, Jones & Baumrucker 
Co.; Al Braum, Jewel Credit Jewelers; 
Harold Cohen, Shaw Bros. Jewelry Co.; 
Harry Iglow, Wolf’s Jewelry Co.; Lewis 
Litt, Litt Jewelers; Ira Marks, Marks 
Bros., Inc.; Victor Siegel, Scott’s Jewelry. 


Diamonds Valued at $2,500,000 
Are Returned to the Netherlands 

A United States troop convoy recently 
returned to the Netherlands 17,000 carats 
of cut diamonds valued at $2,500,000, taken 
by the Nazis from Dutch merchants dur- 
ing the occupation. They were seized by 
the Nazis in 1942, when all Dutch diamond 
merchants were ordered to turn in their 
stocks. 

The heavily armed convoy took the gems 
to Beek, a frontier town near Nijmegen, 
to deliver them to the Dutch Economics 
Minister. 

The diamonds were packed in 15 wooden 
cases. Among the stone is a red diamond 
valued at $45,000. 
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Norfolk-Portsmouth RJA Members 
Attend Annual Dinner Meeting 


Over 100 jewelers, their wives and em- 
ployees spent an enjoyable evening at the 
annual dinner meeting of the Norfolk and 
Portsmouth Retail Jewelers Association 
held on Tuesday evening, September 9, 
1947, at the Thalia Acres, a country club 
ten miles from Norfolk. 

Guest speakers at the gathering included 
w. A. Harrell, City Manager, The Rev. P. 
Rowland Wagner, and A. King of King 
Diamond Cutters who delivered an en- 
lightening address on “Brilliance Behind 
a Diamond.” Mr. King, who is 45 years 
of age, spent seven years in the Union of 
South Africa as a diamond cutter and 
buyer of rough diamonds. The son of a 
well-known diamond cutter and merchant, 
Mr. King received his degree from the 
University of Pennsylvania in 1923 and was 
weaned into his father’s business right 
after graduating. 

A film titled “Guardians of Precision” 
was shown at the meeting through the 
courtesy of Gruen Watch Co. Two dozen 
door prizes, presented to the organization 
by wholesale houses doing business with 
members of the association, were awarded 
to possessors of the lucky tickets. Carl P. 
Harmon, secretary-treasurer of the organ- 
ization was in charge of arrangements and 
securing door prices for the affair. 





New Registered Jewelers of AGS 


The American Gem Society announces 
the following awards of the title of Regis- 
tered Jeweler, A.G.S.: Jack Enright, En- 
right’s, Inc., Philadelphia, Pa.; Albert 


























Noller, Philadelphia, Pa.; James W. Mc- 
Cary, McCary’s Jewelers, 410 Milan St., 
Shreveport, La.; John W. Lloyd, Lloyd 
Jewelry, 12 E. Third St., La Junta, Colo.; 
Floyd A. Denman, Stuttgart, Ark.; John C. 
Dow, Dow & Stubling, Portland, Maine; 
Paul W. Brown, Keller & George, Char- 
lottesville, Va.; Willene O’Neal, Elebash 
Jewelry Co., Columbus, Ga.; W. L. Wood, 
Moon Jewelry Co., Tallahasse, Florida; 
T. W. Gowdy, Le Grand Jewelry Co., Jack- 
son, Miss.; Thomas H. McDonough, Fried- 
lander & Sons, Everett, Wash.; Mrs. 
Blanche V. Jackson, Jackson’s Jewelry, 
Portland, Oregon; Mrs. W. W. Putnam, 
W. W. Putnam, Tallahasse, Fla.; L. S. Nel- 
son, Henry Birks & Sons, Ltd., Edmonton, 
Alberta, Canada; Cecil V. H. Young, 
Henry Birks & Sons, Ltd., Montreal, P.Q., 
Canada; Gordon Brown of Robert Brown, 


Ltd., Sudbury, Ontario, Canada; Cyril 
Howard, T. Eaton Co., Toronto, Ontario, 
Canada. 


This makes a total of 412 active Regis- 
tered Jewelers of the American Gem So- 
ciety throughout the United States and 
Canada. 





Jeweler Retires After 50 Years 


After 50 years in the trade, Frank G. 
Wengler has retired from the jewelry 


business. On August 31, 1947, Mr. Weng- 


ler sold his store located at 50 West State 
St., Sharon, Pa., to Frank F. Wengler, his 
son, George C. Ward, his son-in-law, and 











‘STOP | 
SILVER TARNISH 


will protect beautiful silver from tarnish 
for many weeks. 


TEST IT YOURSELF 


and be convinced. Your customers 
need it too. Pro-Tex-Sil will bring 
repeat business into your store. 


FREE SAMPLE 
on request if you use your letter- 
head. 


WELMAID MANUFACTURING CORP'N 
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1737 WN. Campbell, Dept. 210 
Chicago 47 
REPAIRING 


WRISTWATCH and CARMEN 
EXPANSION BRACELETS 


Prices from 50¢ 


Finest Watch Crystal Fitting 
Jewelry Repairing and Ring Sizing 


ALL WORK GUARANTEED 
Send for Our Price List 


M. MARTIN 
5 S. Wabash Ave. 
CHICAGO 3, ILL. 


Rm. 604 














Charles E. Farnicorn, a faithful employee | 


for 28 years. 


The new owners will operate under the | 


Reliable | 


name “Wengler’s” Sharon’s 
Jeweler, at the present address. 











RECENT REMODELINGS AND REMOVALS 





“THE PATHWAY TO SUCCESS” 





WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 


BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 


Dept. C Peoria, tll. 











Stanley Jewelers, Broughton and Drayton Sts., Savannah, Ga. 
Wills Jewelry Store, 2 North Palafox St., Pensacola, Fla. 


New Location. 
Remodeled. 


Powers Jeweler, 314 Main St., Rockport, Ind. New Location. | 
Camden Jewelry and Watch Repair Shop, Main and Maple Sts., Camden, Mich. New | 


Location. 


Wirecraft Pearl Jewelry Co., 72-74 North Broadway, Yonkers, N. Y. 


Remodeled. 


Ladd Jewelry Store, 210 East Main St., Van Wert, Ohio. New Location. 

Phillips Jewelry Co., 305 Alamo Plaza, San Antonio, Texas. New Location. 
Bernall & Gruning Jewelry Co., 146 Baronne St., New Orleans, La. New Location. 
Olsen & Ebann, 216 North Main St., Kokomo, Ind. Remodeled. 

Talbott’s Jewelry Store, Pioneer Building, Fifth St., Elko, Nev. New Location. 
C. E. Dobbins Jewelry Store, 906 Washington, Portland, Ore. New Location. 
Kangas Jewelry, 22 East Chapman St., Ely, Minn. New Location. 

Cole & Erwin Jewelry Store, 123 State St., Detroit, Mich. Remodeled. 

Rost Jewelry Co., 25 N. Illinois St., Indianapolis, Ind. Remodeled. 

Ray’s Jewelry Store, Main St., Ames, Iowa. Remodeled. 

Townsend’s Jewelry Store, Lampton Building, Jackson, Miss. Remodeled. 
Meacham Jewelry, 211 North Main St., Kingfisher, Il]. New Location. 
Salisbury’s Jewelry Store, 1917 Main, Parsons, Kan. New Location. 

Oetter’s Jewelry Store, Theatre Building, Neligh, Neb. New Location. 

Holt’s Jewelry Store, 109 South Nottawa, Sturgis, Mich. New Location. 
Diggins’ Jewelry Store, 111 East Chicago, Sturgis, Mich. New Location. 
Laufman Jewelry Co., 810 Preston Ave., Houston, Texas. Remodeled. 

Grenoble Brothers Jewelry Store, 213 Market St., Lewisburg, Pa. Remodeled. 
A, Hirsh & Son Jewelry Store, 19 S. First St., San Jose, Calif. Remodeled. 

F. D. Fogg & Co., Jewelers, 124 W. Central, Albuquerque, N. M. New location. 
Kramer’s Jewelry Store, 136-38 Fayetteville St., Raleigh, N. C. Remodeled. 
Groper’s Jewelry Store, 1503 Webster St., Alameda, Calif. Remodeled. 
Kirschbaum’s Jewelry, 60 N. First St., Duquesne, Pa. New location. 

Hayden’s Jewelry Store, East Market St., Kingsport, Tenn. Remodeled. 

Post Credit Jewelers, 1130 State St., Erie, Pa. Remodeled. 
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Sucompaabl 


than ordinary work 
BECKER-HECKMAN COMPANY 





29 East Madison Street, Chicago 3, Illinois 











fice WATCH CO. 





5 S.WABASH AVE. CHICAGOILL. 


USED WATCH 
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MATERIALS z 
o 
USED MOVEMENTS 1 y. o 
Geed Ceondities =a 
Gad ‘Goh 
O-Size a, 
Waltham 4 
74, $3.00—16), $4.00 THE PRICE OF = 
in, Walthas, NEW MATERIALS = 
7J, 15J, $3.00 © 
8 Size O.F. Wheels, pinions, ¢> 
in, Waltham pallet forks, efc. 
5J for all watches. 
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PROMPT SERVICE ALWAYS 


GERWE-BROWN CO. 


Wholesale Jewelers 


CINCINNATI 
NEW ORLEANS 














We SPECIALIZE... 


in special eodee mosly. ied us your 
specifications. W. Yf onbusil a design 
without obligation. 





SCHUMER BROTHERS CO. 
Wha a fu ring Jewelers 


5 EAST THIRD STREET - CINCINNATI, OHIO 












DIAMOND-CUTTING 


EXPERT WORK 
FAST SERVICE 


LITWIN & SONS 
114 West 6th Street. Cincianat:, Ohio 








KLEIN BROTHERS 
COMPANY 


WHOLESALE JEWELERS 


ENQUIRER BLDG. CINCINNATI, O. 











Harry Greenwold Co. 


The House of Quality and Service 
18 WEST 7th STREET, CINCINNATI, OHIO 


VIRGIN Diamonds 


CELLINICRAFT Jewelry 


HAMILTON WATCHES (Zones 7 and 8) 


Lines of quality and style that give you pro- | 


a Tad cM -)c-bip Mn Ao] ol Md Telelaslesl il- Me.) ? MELT 
to your customers with confidence. 
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q Mrs. Freda Wagner of E. Wagner Sons 
Co., jewelers, Northside and Peoples Corn- 
er, recently returned from an enjoyable 
vacation in Florida. 

q Carl Wagner of E. Wagner Sons Co., 
and family spent their vacation recently at 
Lake Erie and the Gift Show in Chicago. 
q Richard Aukenthaler and family spent 
their vacation at Yellowstone. 

q George E. Brown with Gerwe Brown Co. 
spent his vacation at Lake Erie with the 
family after making a business trip to the 
East. 

q Hubert Esperger of Esperger Bros., Vine 
St. jewelers, spent his vacation recently in 
Michigan fishing. 

q Ben Von Wahlde spent his vacation at 
Sandusky with his daughter. 

q Walter Stenger with Frank Herschede 
Co. recently returned from a_ pleasant 
vacation. 

q Cliff Bennett with Frank Herschede Co. 
recently returned from a relaxing vacation 
at Atlantic City. 

q Fred Hegner of Newstedts, and family 
spent their vacation recently im Buffalo. 
N. Y., visiting his daughter. 

q Ed Spitznagel of Newstejts just returned 
from a pleasant vacation. 

q John A. Gerwe recently t¢tusmed ‘vom 
the Dallas Gift Show, held imn~the Baker 
Hotel, Dallas, Texas, where he met sales- 
men Julius Courtois and Garbriel Marshall 
who assisted at the Gerwe Brown booth. 
q Phil Haas, Sixth St. jeweler, has re- 
turned from vacationing in Chicago. 

q Doyle J. Gooch recently opened his new 
store at 739 Elm St., Ludlow, Ky. 

q Friends of George Hook will be pleased 
to know that after a long and strenuous 
illness he will be back on the job again 
soon. 

q Arthur Hirschfield of D. Jacobs Co., and 
family spent his vacation at Rockford, III. 
q Friends of the trade extend their con- 
gratulations to Gus Kuhnheim of D. Jacobs 
Co. on his recent marriage. 

q Louis Hummel and family spent their 
vacation at Georgian Bay. 

q Al Wehry of Kline Bros. is in town after 
a successful business trip. 

q Roy Koehne, Alfred Siefert Co., is home 
after a successful business trip. 

q The Northern Ohio Guild of the Amer- 
ican Gem Society held their first Fall meet- 
ing on Tuesday evening, September 23 at 
the Hatch Building, Western Reserve Uni- 
versity. Dr. Henry F. Donner delivered 
an interesting address on “Physical and 
Optical Properties Used in Identifying 
Gems.” 


« 





Release Figures on Jewelry Sales 
For First Seven Months of 1947 


Based on telegraphic reports from 186 
representative jewelry manufacturers, busi- 
ness for the first seven months of 1947 
was off 24 per cent compared with the 
same period in 1946, according to the Cen- 
sus Bureau. 

Jewelry manufacture was one of eight 
(out of 34) general trade fields which 


CINE 





AT] 


showed a decrease in wholesale shipments. 
Only in the distillery business was the per- 
centage higher. 

Jewel sales by manufacturers (book 
cost) through July, 1947, approximated 
$21,600,000, Census statistics indicated, 
July sales were estimated at about $4. 
000,000, a decrease of 12 per cent over 
June and 30 per cent under July, 1946, 
sales. 

On the other hand, manufacturers’ jp. 
ventories at the end of July, 1947, reached 
a figure of $7,500,000, representing a ] 
per cent increase for the month. 

At the same time, Census revealed that 
collection percentages had dropped from 
76 per cent as of July, 1946, to 66 per cent 
in June, 1947, decreasing another four 
points to 62 per cent for July. Vacation 
periods accounted for part of the drop, 
Census said. 





JSA Bulletin Is Instrumental 
In Arrest of Serra, the Swindler 

The facts relating to the arrest of Vin. 
cent Serra who swindled approximately 13 
jewelers out of more than $20,000 worth of 
merchandise were recently released by the 
Jewelers’ Security Alliance. 

The arrest of this particular thief was 
brought about through the instrumentality 
of the bulletin issued by the Alliance. The 
JSA received a letter from J. Glen Chil- 
dress of the Lewis Jewelry Store in Dyers- 
burg, Tenn., in which he stated that the 
bulletin showing the picture and descrip- 
tion of Serra was the tip-off for the local 
police and the FBI agent arresting the 
swindler. 

The Alliance commended Mr. Childress 
for his alertness. As soon as Mr. Childress 
saw the JSA circular he recalled that this 
thief had been in his store two or three 
days prior and notified the Police and 
showed them the bulletin sent out by the 
Alliance containing the photograph and 
description of the swindler, Vincent Serra. 





Announce Change of Personnel 

Detor Jewelers, Ltd., prominent retailers 
in Honolulu, Hawaii, announce the resig: 
nation of A. E. Starcher as Executive Vice 
President and Director and the election of 
James J. Detor as Treasurer and Robert 
H. Evans as Secretary. George Michopulos 
who has headed the store for many years, 
continues as President. 








DISTINCTIVE 
JEWELRY 
WATCHES 


DIAMONDS 


THE D. JACOBS SONS CO. 


Wholesale Jewelers 


811-13 RACE STREET 
CINCINNATI 2, OHIO 
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Wells Findings Co., Providence, 
Undergoing Renovation Program 


Among the Rhode Island manufacturing 
jewelers who are improving their property 
is W. A. H. Wells of the Wells Findings 
Co., 263 Aborn St., Providence. 

Mr. Wells has renovated his show rooms 
so that customers can now study the com- 


pany’s varied lines in the most comfortable 


surroundings. 
The entrance to the office is flanked by 


a waiting room with salemen’s quarters on 
the left and the show room on the right. 

In the show room are cabinets display- 
ing the many types of findings produced 
by the firm. In the center of the room is 
a large table surrounded by chairs for the 
convenience of the trade. 

An attractive lighting system floods the 
attractively decorated room with diffused 
ilumination, lighting the very corners with 
a soft and restful light. New flooring and 
Venetian blinds in the offices complete the 
redecorative program. 

Mr. Wells has also added a number of 
improvements to his factory. New flooring 
has been installed and diffused lights have 
been placed where needed. Included in the 
new machinery are a cut and carry press, 
two new spring ring machines and two new 
Brown & Sharpe screw machines. 

An improved swivel with the bow and 





barrel cast in one piece, thereby eliminat- 
ing a soldering operation, is being per- 


fected by Mr. Wells. 





C. O. Krebs Sells Jewelry Store 
To A. J. Harris, Veteran Operator 


Charles O. Krebs and his sister, Miss 
Clara Krebs, sold their jewelry store at 212 
W. Third St., Dover, Ohio, to A. J. Harris 
of New Philadelphia, Ohio. 


Mr. Harris, owner of the Harris Jewelry 
store in New Philadelphia, started in the 
jewelry business in 1905. He and his son, 
Ed, who manages the Dover store, held a 
remodeling sale after which the entire store 
was re-equipped and furnished with a com- 
plete new line of stock. The new owner 
will maintain both his stores under the 
name of the Harris Jewelry stores. 


Mr. Krebs, and later his sister, had been 
associated with the jewelry business over 
a period of 50 years in Dover and had 
been operating at 212 W. Third St., for 
22 years. Mr. Krebs with his retirement 
ends 50 years in the jewelry business in 
which he began as a $l-a-week apprentice 
for four years. He later attended the Par- 
sons Horological Institute at Peoria, IIl., 
and worked in jewelry stores in Wooster, 
Massillon and in Lancaster, Pa., before 
taking over his father’s store in Dover. 
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NEW RETAIL ENTERPRISES 











Rinehart’s Jewelry Store, 1632 Main St., Walnut Creek, Calif. 
McWilliams Jewelry Shop, Central Fourth St., Emporium, Pa. 

Seifert’s Jewelry Store, Main and Broadway, Herington, Kan. 

C. B. Feagans and Son, Main St., Berryville, Va. 

Dick’s Jewelry Store, 818 Main St., Highland, II. 

Martin’s Jewelry Store, 226 Main St., Chico, Calif. 

Zale Jewelry Co., 499 Pearl St., Beaumont, Texas 

Barron’s Jewelry Store, Citrus Theatre Building, Edinburg, Texas 
Bouchard’s Jewelry Store, 53 North Main St., Southington, Conn. 
Athanas Jewelry Store, Phelps Building, Main St., Southbridge, Mass. 
Zale Jewelry Co., 1606 Main St., Dallas, Texas 

Paul’s Jewelry Store, 390 Central Ave., Dover, N. H. 

Peterson’s Associates, 6 Medford St., Arlington, Mass. 

Leonard Jewelry and Optometry Store, 36607 Goddard Road, Romulus, Mich. 
Deem-Shonkwiler Jewelry Store, 13 S. Indiana St., Greencastle, Ind. 
King’s Jewelry and Repair Shop, 106 East Eighth St., Plainview, Texas 
Wilbert’s Jewelry Store, 822 N. 8th St., Sheboygan, Wis. 

Rogers Jewelry Store, 817 Eighth St., Greeley, Colo. 

Wike?'s Jewelry Store, 1131 Mercer St., Princeton, W. Va. 

Stevens Jewelers, 228 East Fremont, Las Vegas, Nev. 

Koester’s Jewelry Store, 706 Main St., Covington, Ohio. 

Gladys Ross’ Jewelry Repair Shop, 415 State Life Building, Indianapolis, Ind. 
Cottrell’s Jewelry Store, 105 East Broadway, Drumright, Okla. 

Curtis Jewelers, 310 W. Church St., Orlando, Fla. 

Evans Jewelry Store, Tom Burton Building, Elgin, Ore. 

Strotman’s Jewelry Store, Eighth and Main St., Emlenton, Pa. 

Mission Jewelry Co., 1601 Elm St., Dallas, Texas. 

Royal Jewelers, North Main St., Winchester, Ky. 

Coronet Jewelers, 30 Main St., Peabody, Mass. 

Murrell’s Jewelry Store, 123 E. Oak St., Amite City, La. 

Neely’s Jewelers, Fulton and Mariposa Sts., Fresno, Calif. 

Corrigan’s, Inc., Main and McKinney, Houston, Texas. 

Smith Patterson Jewelry Store, Washington and Avon Sts., Boston, Mass. 
A. Hirsh & Son, 19 S. First St., San Jose, Calif. 

King Jewelry Store, 84 Broadway, Newburgh, N. Y. 


Topper Jewelers, 311 Main, Porterville, Calif. 


Richmond Jewelry, 207 E. Third, Burkburnett, Texas. 
Shain Jewelry Co., Stanton and Mills St., El Paso, Texas. 
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SPECIAL PACKAGES RHINESTON 


Pkg. #1—Small White Mixture............ $1.50 
Pkg. #2—Large White Misture............ $2.00 
Pkg. #3—Small Colored Mixture.......... $1.50 
Pkg. #4—Large Colored Mixture.......... $2.50 


OVALS & OCTAGONS—Mixed Colo 


MARQUISE SHAPES—Mixed Colors 


ie cil: etbenebseenenedtndecuniel $1.00 @ doten 
PWisecs chccacecdésuséaunanneeiees $1.50 @ dozen 


LARGE ROUNDS 


Wie OR ccudccinctssneetes $1.50 
Cee «BED kcccccccowcsoses $2.00 


Please send check with orders and include 
15¢ for postage 


TOMKINS BROTHERS 
106 Fulton St. New York 7, N. Y. 
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dozen 
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Ticket and Show Card Service for this 
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Winturop R. Bertu, 76, a salesman for pital of that city of a heart attack Mr 
° J. B. Bowden, Inc., 15 Maiden Lane, New Lee went to Houston seven year —s 
China and Glass York, manufacturing jewelers, for the last Oklahoma. He is survived by Pig 
OOOO 12 years, died Aug. 11 in Cleveland while a son and a daughter. " 
on a business trip there. He lived at me — MARIELLA, 55, salesman for Flex. 

Northern Boulevard, Queens, New York. Let Expansion Products, 20 West 4 
MADDOCK & MILLER, INC. Surviving are his widow, a stepson and a New York, passed away suddenly pon 
English China and Earthenware stepdaughter. heart attack on Aug. 22. For the past he 
ee He = > Epwin D. Bickrorp, 81, jeweler of Mid- years he has been associated with the firm 
COALPORT Bone China and Earthenware dlebury, Vt., died Aug. 28. Mr. Bickford calling on the trade in Brooklyn, Queens 
ROVAL CAULDON Bone China and Earthenware was born in Arlington, Mass., and was and Long Island. Mr. Mariella resided ; 
SReSTen “Suu Shins usuwe loyed djuster by the Waltham | Richmond Hill. He is survived by his wif 
129 Fifth Avenue, New York 3, N. Y. | | rp oo" 38 2m Ber a 

em : : Watch Co. for 25 years. Later he owned and two daughters. 
and operated a jewelry store in Chester, Tuomas A. MARLIN, 62, who had been 
JUSTIN THARAUD & SON Vt., for ten years and another in Barton, a jeweler of Whitesboro, Texas, for 95 
INC. Vt., for seven years. He established the years, died there Aug. 12. 

store in Middlebury 1] years ago. Sur- Wittram R. Maxson, who had been ; 
129 Fifth Ave., New York City vivors include his wife and his daughter. the jewelry business for the past 30 an 
meubicn trun Gites Russet W. CAMFIELD, 47, founder and at 50 S. Washington St., Binghamton, New 
MYOTT’S president of the Camfield Mfg. Co., Grand York, died July 30 of a heart attack, He 
English Staffordshire Ware Haven, Mich., died Aug. 8 of a heart attack had been active in the jewelry and watch 
suffered at his home at Spring Lake, Mich. repair business since he was 16 years old. 

Mr. Camfield was also president of Cam- His widow and a daughter survive. 
TEDMAN IMPORTING CO. field Aviation Co. located in Grand Rapids, JosepH O. PoLLack, 73, president of the 
225 Fifth Ave., Room 829 Tele.: CA 5-5324 a | J. O. Pollack Co., 337 W. Madison St, 





New York 10, New Yerk 


ENGLISH BONE CHINA 


Breakfast Sets, Teaware, Smoking Articles, 
Toby Jugs and Lustreware 


Chicago, IIl., which business he founded 
50 years ago, died on August 18. For sey. 
eral years the active management of the 
business has been directed by his son 






































































































RUSSELL W. Ralph. 
CAMFIELD Otto Rink, 86, one of the oldest active 
jewelers in Illinois, died Aug. 13 following 
ay importers of a heart attack at his home in Carlyle, Ill, 
ENGLI yuo CHINA A native of Lebanon, IIl., he came to Car. 
2 lyle in 1880 and established his retail 
oe stig sng WARE jewelry store at its present location 65 
' - years ago. He had been active until the 
ae _ tte = ss « oss time of his death. Surviving are his sister, 
AL. 4-0104 Mich. The manufacturing business is con- a niece and a nephew. 
tinued under the former management. Mr. Harry L. Rosenserc, 64, Rochester, 
Camfield was a native of Springfield, [Il., N. Y., jeweler for more than 40 years, 
and organized the Grand Haven firm in died September 5 after an illness of eight 
ROYAL DOULTON 1937. During the war the company was months. For a number of years his store 
English Bone China and Barthemware | ensaged extensively in war production. was at the Four Corners. More recently 
DOULTON and CO., Ine. Surviving are his widow and a son. it has been in the Granite Building. Sur- 
Successors To Ross M. Fanninec, 55, jeweler of East viving are his wife, a daughter and two 
ei2 Fifth ae ee ee rr Hampton, New York, died Aug. 3 of a sons. 

; * "* | heart attack. Mr. Fanning attended the R. THEODORE STENTZEL, 65, proprietor of 
Philadelphia School of Horology and Op- the jewelry store of C. William Stentzel 
tics. He settled in East Hampton 22 years & Son, 256 Fulton St., Brooklyn, New York, 

PAUL A. STRAUB & CO., Ine. ago as a jeweler and watchmaker. Surviv- which was founded by his father in down- 
19 East 26 Street, New York ing are his widow, a son and a daughter. town Brooklyn more than 50 years ago, died 
Importers of SAMUEL HARBURGER, 75, retail jeweler of Aug. 12. Mr. Stentzel took over the busi- 
China. Glass and Earthenware Philadelphia, Pa., died September 2 after ness 25 years ago on the death of his father, 
‘ y an illness of several months. Mr. Harburger who gave his name to the firm. Surviving 
Dinnerware, Art Goods, Giftwares conducted the Harburger Bros. credit are his widow and a daughter. 
Murrey Hill 38-5460 jewelry concern which he established with Frep L. ScHROEDER, 67, for 40 years a 
his brother, the late Bernard Harburger in prominent jeweler in East St. Louis, Il, 
1902. Surviving are his wife and a inte’ 
WEDGWOOD J) “tress a. tins, 81, who had been 
HomAS M. Hitt, 81, who had been in 
Bone China Dinnerware, Queen's Ware the employ of the jewelry firm of Keller ENRIGHT-LeCARBOULEC, INC. 
Jasper and Black Basalt & George, Charlottesville, Va., for the past CRYSTAL from Sweden 
. , Jrade-Mark WEDGWOOD 33 years, died Aug. 13. He is survived by STEMWARE, BOWLS, VASES, PERFUME 
Josiah Wedgwood & Sons, Inc. hic widowed thane danshners. BOTTLES and SMOKING ACCESSORIES. 
162 Fifth Avenue, New York City Apert KEsSLeR, 62, head of A. Kessler 160 Fifth Avenue New York 10, N. Y. 
& Co., jewelry manufacturers, St. Louis, Tolephone: CHelese 3-S702 and CHelscse 2-268 
Mo., passed away September 6. Surviving 
are a brother, Fred M. Kessler, and a | 
EDWARD BOOTE, INC. sister, Mrs. Carolina Dreher. SWEDISH CRYSTAL 
35 & 37 W. 23rd St., New York, N. Y. Aucust Kost, president of Kost & Baird, Kosta pear 
Tel. Gramercy 5-1605 Inc., 650 Newark Ave., Jersey City, N. J., Bicleone Bohlmarks 
ROYAL CROWN DERBY CHINA =| | died on August 20, 1947. DANISH CERAMICS (Bing and Grondahl) 
WOOD & SONS DINNERWARE Joe Ler, owner of the Joe Lee jewelry D. Stanley Corcoran, Inc. 
GRAFTON BONE CHINA store at 316 Fannin St., Houston, Texas, 7 West 30th Street New York 10, N. Y. 
died Aug. 13 in the Jefferson Davis Hos- PEnnsylvania 6-0577 
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assed away Aug. 29. Death was attributed 
“ a heart ailment. . | 

J, H. Suiran, 84 prominent jeweler of 
Tampa, Fla., and member of the Odd Fel- 
lows for 44 years, died Aug. 13. Survivors 
are his widow and son. 

CHarLes Morse, who for many years op- 
erated a jewelry store in Lancaster, N. H., 


CHARLES MORSE 





and was well-known to New England trade 
as proprietor of Morse Lodge, died on 
August 17. 

Frep VOIGTMANN, 63, for more than 33 
years general maintenance man for the 
Eisenstadt Mfg. Co., St. Louis, Mo., died 
on Aug. 8 from heat exhaustion. Mr. Voigt- 
mann was well known in the jewelry trade, 
and those who were acquainted with him 
esteemed him highly for his integrity and 
trustworthiness and his cheerful willing- 
ness to be of help. 

Gustav F. WIKANDER, 68, prominent 
jeweler of New Haven, Conn., died Aug. 25 
after a long illness. A native of Sweden, he 
went to New Haven in 1920 and bought 
the Gunde interest in the Wells-Gunde 
jewelry firm. In 1927 he assumed control 
of the firm, at which time the Wikander 
name came into existence. 

Lawrence C. Witson, 39, a jeweler of 
Diehlstadt, Mo., died suddenly of a heart 
attack at his home on Aug. 8. For two 
years Mr. Wilson operated a store at 
Charleston, Ill., and then the family moved 
to Diehlstadt ten years ago, but retained 
the store. 


Formally Open New Enlarged Store 


Evans Jewelers, 1032 South Calhoun St, 
Fort Wayne, Ind., has formally opened its 
new enlarged store following extensive 
remodeling and redecorating, Leo Sunshine, 
proprietor, recently announced. 


July Retail Sales Down 14% 


Sales of independent jewelry stores were 
14 per cent lower in July, 1947, than dur- 
ing the same month of 1946, according to 
data compiled by the Bureau of the Cen- 
sus, Department of Commerce. July sales 
were 19 per cent under sales for June, the 
preceding month. 

July, 1947, jewelry store sales, in com- 
parison with the same month of 1946, are 
shown for five cities as follows: Los 
Angeles decreased 18 per cent; Chicago 
seven per cent; St. Louis 24 per cent; 
Portland 29 per cent, and Seattle 22 per 
cent. 

Retail jewelry sales for the first seven 
months of 1947, in comparison with the 
first seven months of 1946, showed a de- 
crease of 12 per cent. 
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STATEMENT OF THE OWNERSHIP, | 


MANAGEMENT, CIRCULATION, ETC., 
REQUIRED BY THE ACTS OF CON- 
GRESS OF AUGUST 24, 1912, AND 
MARCH 3, 1933, OF THE JEWELERS’ 
CIRCULAR-KEYSTONE, published monthly 
at Philadelphia, Pa., for October 1, 1947. 
COUNTY OF NEW YORK} 

STATE OF NEW YORK ,;°** 


Before me, a Notary Public in and for 
the State and County aforesaid, personally 
appeared P. M. Fahrendorf, who, having been 
duly sworn according to law, deposes and 
says that he is the Business Manager of THE 
JEWELERS’ CIRCULAR-KEYSTONE and 
that the following is, to the best of his knowl- 
edge and belief, a true statement of the 
ownership, management (and if a daily paper, 
the circulation), etc., of the aforesaid publi- 
cation for the date shown in the above cap- 
tion, required by the Act of August 24, 1912, 
as amended by the Act of March 3, 1933, 
embodied in section 537, Postal Laws and 
Regulations, printed on the reverse of this 
form, to wit: 


1. That the names and addresses of the 
publisher, editor, managing editor, and busi- 
ness manager are: Publisher, Chilton Com- 
pany, Inc., 100 East 42nd St., New York 17, 
N. Y.; Editor, Fred V. Cole, 100 East 42nd 
St., New York 17, N. Y.; Managing Editor, 
none; Business Manager, P. M. Fahrendorf, 
100 East 42nd St., New York 17, N. Y 


2. That the owner is: (If owned by a 
corporation, 
stated and also immediately thereunder the 
names and addresses of stockholders owning 
or holding one per cent or more of total 
amount of stock. If not owned by a corno- 
ration, the names and addresses of the indi- 
vidual owners must be given. If owned by a 
firm, company, or other unincorporated con- 
cern, its name and address, as well as those 
of each individual member, must be given.) 
Holders of more than one per cent of the 
capital stock outstanding of Chilton Company: 
Estate of C. A. Musselman, 260 Sycamore 
Ave., Merion Station, Pa.—Beneficiaries: 
Mabel M. Musselman, Mary M. Acton, David 
Acton; Charlotte M. Terhune, 160 E. 48th St., 
New York, N. Y.; C. S. Baur, Thomas Jef- 
ferson Apts., B-51, 69-11 Yellowstone Blvd., 
Forest Hills, N. Y.; Mrs. Beulah Fahrendorf, 
59 Drake Road, Scarsdale, N. Y.; Mary M. 
Acton, 260 Sycamore Ave., Merion Station, 
Pa.; Mabel M. Musselman, 260 Sycamore Ave., 
Merion Station, Pa.; Dorothy S. Johnson, 
1115 Fifth Ave., New York, N. Y.; Ann E. 
Tomlinson, c/o Bankers Trust Company, P. O. 
Box 704 Church St. Annex, New York, N. Y.: 
Ethel G. Breen, Trustee u-w of Charles W. 
Anderson, Old Greenwich, Conn.—-Beneficia- 
ries: Robert C. Anderson, Percival E. Ander- 
son, Charles W. Anderson, Jr., Annie L. 
Clark; John Blair Moffett, 1608 Walnut St., 
Philadelphia, Pa.—Agent for J. Howard Pew, 
J. N. Pew, Jr., Mabel P. Myrin, Mary Ethel 
Pew; Elizabeth J. Bailey and Ellwvod B. 
Chapman, Trustees Estate of James Artman, 
Deceased, 930 Real Estate Trust Building, 
Phila., Pa.—Beneficiaries: Franklin Artman, 
Vera Watters, Alvin C. Artman, Elizabeth J. 
Artman, Marion A. Pratt, George H. Pratt, 
by assignment; Edwin Moll, by assignment; 
“fa ys S. Sly, 149-40 35th Ave., Flushing, 

» ie De 


3. That the known bondholders, mortgagees, 


and other security holders owning or holding | 


1 per cent or more of total amount of bonds, 
mortgages, or other securities are: None. 


4. That the two paragraphs next above, 
giving the names of the owners, stockholders, 
and security holders, if any, contain not only 
the list of stockholders and security holders 
as they appear upon the books of the company 
but also, in cases where the stockholder or 
security holder appears upon the books of the 
company as trustee or in any other fiduciary 





its name and address must be | 
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Office and Showroom 


LEVY BROS. CHINA CO. , inc 


Gifts ... Dinnerware ... Service Pietes 


ALL-OVER DESIGNS IN 22K GOLD 


Showroom 


79 Fifth Avenue 225 Fifth Avenue 








DECORATIVE 
ACCESSORIES 
FURNITURE 
GIFT AND ART 
NOVELTIES 


MARY RYAN 


Avenue New York 


Mart 
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Merchandise Chicago 











ASTLETON CHINA 


INCORPORATED L. E. HELLMANN, Presidest 

DE LUXE TABLEWARE 
for the 

FINE CHINA TRADE 

MADE IN AMERICA- MADE OF AMERICA 

212 Fifth Ave., New York, N. Y. 














THEODORE HAVILAND 
FINE CHINA DINNERWARE 
MADE IN AMERICA 
All Decoretions Are Excilasive 
THEODORE HAVILAND CO., INC. 
26 W. 23ra ST. 158@ MERONANDIGE MART 

NEW YORK CITY CHICAGO, ILL. 











relation, the name of the person or corpora- | 
tion for whom such trustee is acting, is given; | 


also that the said two paragraphs contain 
statements embracing affiant’s full knowledge 


and belief as to the circumstances and condi- | 


tions under which stockholders and security 
holders who do not appear upon the books 
of the company as trustees, hold stock and 


securities in a capacity other than that of | 


a bona fide owner; and this affiant has no 


reason to believe that any other person, asso- | 


ciation, or corporation has any interest direct 
or indirect in the said stock, bonds, or other 
securities than as so stated by him. 

P. M. Fahrendorf, 


(Signature of editor, publisher, business 
manager, or owner.) 

Sworn to and subscribed before me this 
19th day of September, 1947. 
[SEAL] Mae A. Gatzenmeier 


(My commission expires March 30, 1948.) 
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COMING UP! Your last chance 


to order 


these Christmas Gift Clocks! 


e The Christmas RUSH will soon be on! Now—we are doing our part in whipping up an 


G-E Clocks, “the clocks most people want most,” unprecedented Christmas demand for these superb 


will be at the top of many Christmas Gift lists. The gift clocks. All signs point to the biggest Christmas 


four-color Christmas ad on the opposite page will electric clock business in years. But . . . 


reach 20,000,000 of your customers! . This is your last chance to stock up for the rush. 
rT , ° ——— : ! 
We think you'll agree that this ad is a terrific sell- We urge you, in all sincerity, to ORDER NOW! 
ing ad. Furthermore, it appeals to your best custom- RIGHT NOW—from your distributor. 
ers. The people with money to buy what they want. TODAY! Appliance and Merchandise Department, 


And what a choice! Prices from $4.95 to $535.00. General Electric Company, Bridgeport 2, Conn. 





This hard-selling Christmas gift ad appears in full color in the great- 
est advertising promotion ever put behind electric clocks! 


PUBLICATION CIRCULATION ISSUE 
LIFE 5,200,000 Dec. 8 
SATURDAY EVENING POST 3,848,031 Nov. 29 
COLLIER’S 2,807,361 Dec. 13 
LOOK 2,382,422 Dec. 9 
COSMOPOLITAN 2,210,181 Dec. 
HOUSE BEAUTIFUL 382,402 Dec. 
HOUSE & GARDEN 233,729 Dec. 
NEW YORKER 296,561 Dec. 
HOLIDAY 525,386 Dec. 


NEW YORK TIMES MAGAZINE 1,002,765 Dec. 











For Good Business’ Sake, Order ‘‘The Clocks Most People Want Most!’ 


GENERAL @ ELECTRIC 


898 THE JEWELERS’ CIRCULAR-KEYSTONE 
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CANDLELIGHT — An exquisitely styled occa- 
sional clock in the finest General Electric tradi- 
tion. Leautifully cased in sparkling black glass, 
ground and polished to shimmering elegance. 
A stunning clock. $19.50, plus retail tax. 








this Chaiitias Give the loca 
cople waict mot 


General Electric ‘“Gift Clocks’’— from $535.00 to $4.95 


A clock for every purse and purpose! 


Each General Electric Clock shown 
here is a perfect gift clock . . . an endur- 
ing source of happiness . . . a chron- 3. Accurate—electrically checked by 
icler of time and the giver. 

Fach and every one cf these superb 
clocks has those waxted-and-waited-for 


General Electric features: 


1. No winding—runs electrically. 





MORNING GLORY—This new 
General Electric Alarm Clock’s 
flawlessly cast metal case has a 
soft, satiny butler silver f.:nish 
and gold-colored fluted brass 
feet. Its bell alarm is melodious, 
positive! $17.95, plus retail tax. 


See 









GAY HOUR—A beautiful alarm 


tock. 


your Power Company to correspond 
with official Arlington time. 


port 2, Conn. 


clock with the General Electric 
feature —“‘Select-A-Larm,” or 
personal volume control, Alarm 
can be set to ring “soft,” ““me- 
dium,” “loud”’—or any volume 
in between. $7.95, plusretail tax. 


CANDLELIGHT—The same clock, but 
different case. Your choice of velvety, glow- 
ing, brown East India lambskin, or pigskin, 
bordered by white saddle-stitching. A superb 
gift! $19.50, plus retail tax. 


2. Noiseless—no distracting tick- 
r 


|. Dependable—on time, all the time. 
General Electric Company, Bridge- 











Mm. 
with a 






HERALDER—A fine low-cost 
gift item is The Heralder, with 
““Select-A-Larm” feature! A 
popular alarm clock; only $4.95, 
plus retail tax. With luminous 
hands and hour dots, $5.95, 
plus retail tax. 











THE ADAMS—A magnificent reproduc- 
tion of an old grandfather clock—even to 
weights and pendulum. The mahogany 
case is authentically styled. There is a 
specidl “moon dial,” and Westminster 
chimes sound each quarter hour on 5 
tubular bells. $535.00, plus retail tax. 


RIDGEFIELD—A beautiful mantel strike 
clock. This Colonial reproduction brings 
a note of graciousness into every room. 
Faithfully accurate in design, it strikes 
both the hour and half-hour on a deep- 
toned spiral gong. $32.00, plus retail tax. 


RHAPSODY— Elegant in form, this new 
General Electric mantel chime clock has 
a diagonally grained mahogany case burn- 
ished to a rich, satiny sheen. Full W st- 
minster chimes, in all their subtle beauty 
of tone, strixe the quarter hours. $55.00, 
plus retail tax. 


Why wind a clock today? Get a General Electric Clock and FORGET IT. 
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How to Make a Stem 


Beginning a new series of articles on wateh repair, this one 


on the replacement of a worn or missing stem. Here, the metal 


used and first steps in cutting down the eylinder is discussed. 


by HENRY B. FRIED 


Executive Secretary 
The Horological Society of N. Y. 


(Drawings by the author.) 


NEW stem may have to be made when a replace- 

ment cannot be secured or because the movement 

has worn so that the stem no longer remains secure in 
the movement. : 

As shown in Fig. 1, the stem bearing hole has worn 

so that the stem has excessive side shake in this hole, 

causing the stem to wobble and the winding wheels to 





Fig. 1. Oversize stem must be made to replace one 
with side shake caused by worn stem bearing hole. 


strip. Also the detent pin is not given a chance to reach 
completely into the slot in the stem. This results in the 
stem frequently pulling out. In such a case an oversize 
stem with parts to fit snugly must be made. 

Before going further with the making of a stem, a 
close study of the stem, its parts and nomenclature should 
be made. Fig. 2 shows a typical stem with accepted 
nomenclature. 

In the making of a stem it is best to proceed with the 
assumption that the sample is missing. In this way the 
new stem will be made to fit the movement, winding 
pinion, clutch wheel and detent, custom-built to fit snugly 
into the worn parts of the movement. No measurements 
are needed since these are supplied by the movement and 
parts. These parts become the gauges for the individual 
sections of the stem. 


400 


METAL USED 


The material used in making a new stem must be tough 
enough to do its job of turning the winding and setting 
mechanism. It must not wear out or cause wear to the 
parts with which it comes into contact. Furthermore it 
must be able to be machined, filed and finished. An ideal 
metal for this purpose is drill rod, a high-carbon steel 
similar to the material of which staffs, knitting needles 
or dental burrs are made. 

To prepare this metal for the making of a stem, it 
should first be hardened by heating it to a red heat and 


THREADS (CROWN) 













DETENT SLOT 


WINDING PINION 

SHOULDER 

a PLATE BEARING 
HUBS 








SQUARE (FOR CLUTCH WHEEL) 


. PIN (PIVOT HOLE BELOW 
coma CLUTCH WHEEL) 


Fig. 2. Typical stem with acceptable nomenclature. 


quickly plunging it into water. Then it is polished so 
that when it is annealed (softened) the color will show 
up better. The hardened metal is softened so that it may 
be machined on the lathe and filed, yet have the tough- 
ness specified. This is done by heating the polished, 
hardened metal over an alcohol lamp flame, moving the 
rod back and forth over the flame so that the heat is 
evenly distributed. 
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"PROFIT-WITHOUT-SALES" PLAN CONTINUES TO PRODUCE RESULTS 


A WatchMaster user gave us the above 
figures, adding that his shop was a new one 
in the midst of competition. Many others tell 
us of excellent results from publicizing the 
WatchMaster in their communities. 


The advertising material made available to 
users for this purpose is just one element in 
our policy to help the WatchMaster pay for 
itself out of the ‘extra’ profits it makes. 


If you are a user, write for our 
ADVERTISING CATALOGUE 





If not a user, write for our 


2-WAY PROFIT PLAN 


Amertean Time Products. Ine. 


S8HO FIFTH AVENTE _- B. ,_ORK., ae a 


Distributors of Western-Electric Watch-rate Recorders 
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In a little while, the color of the polished surface will 
begin to change color. At first it will assume the color 
of straw. The metal should be manipulated over the 
flame so that this color is even and affects as much of the 
metal rod as possible. After the straw color appears, 
the metal, becoming hotter will turn to a deeper richer 
color resembling the color of red wine. As it acquires a 
little more heat this wine color will quickly change to a 
blue. As this blue reaches the shade of a dark blue watch 
hand, the rod is again quickly plunged into water so that 
the heat does not go beyond this point and the blue color 
is retained. If the stem is made from metal of this color, 
temper, and toughness, no further tempering will be 
needed. Tempering the stem after it is made sometimes 
warps the stems at the detent slot. 

The piece of metal selected should be of sufficient 
length and thickness to permit subsequent reductions. 
It should also be long enough to be held in the lathe 
chuck. 

To prepare the movement to have it serve its place in 
the stem making, the entire setting and winding mecha- 
nism is removed. This includes the detent, clutch lever, 
set bridge and spring, winding pinion and clutch wheel, 
hour wheel and minute wheel and setting wheel. It is 
always a good policy to remove the balance and other 
delicate parts of the watch to guard against accidents to 


them. 





Fig. 3. The tempered steel cylinder is turned 
down on the lathe to smooth even surface so as 
to fit snugly in movement, filling bearing hole. 


The blued rod of steel is then placed in the lathe chuck 
and lathe. It is turned to a smooth, even cylindrical sur- 
face so that it will fit into the movement snugly with its 
end resting against the bottom recess cut for the clutch 
wheel and resting upon the hole into which enters the 
pilot pin. Fig. 3 shows this. Compare this with Fig. 1 
where the old stem did not fill the top bearing hole. In 
Fig. 3, the new rod fills this completely. 

Generally, the thickest part of any stem is the hub. 
Therefore if the rest of the metal were turned to the same 
thickness as shown in Fig. 3, it would facilitate the subse- 
quent operations. 

The next operation is to cut the pivot of the lower part 
of this rod. This is to become the pilot pin. The pilot 
pin must be made so that it will have no side shake in the 
pilot pin hole below the clutch wheel recess. The im- 
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portance of this lies in the fact that it serves as a Pivot 
just as any wheel arbor. Too much side shake wil] cause 
the winding wheels to strip. The pilot pin must also be 
long enough so that when the stem is subsequently made 
and is pulled out into the setting position, this Pin will 
not fall out of its pivot hole, enough being left in the hole 
to brace the stem. Therefore it is best to cut a longer pin 





Fig. 4. Care must be taken in cutting pilot pin 
so that when stem is pulled out into the setting 
position enough of pin is in hole to give support. 


than needed. The result will be that the cylinder cut in 
the first operation will not be able to go down into the 
position shown in Fig. 4. However by subsequent careful 
shortening, the longest effectual length is assured as shown 
in Fig. 4. 


























Fig. 5. With stem still in lathe, a sharp graver 
is used to cut a groove in stem to indicate how 
far back winding pinion shoulder must be cut. 


As in the making of other parts, components which 
they accommodate first must be provided for in their 
logical order. The making of a stem is no exception. 
The stem must first enter the movement so the bearing 
hub and pilot pin were first provided. The first wheel 
which fits onto the stem is the winding pinion. Therefore 

(Please turn to page 406) 
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SENTINEL ~ 


Reg U S Pat 


CLOCKS AND WATCHES 
Cash in on 40 million readers every month who “Guad Your Sz. ’ , ST 99 






get the Sentinel story from America’s largest 
circulation magazines! Build business with a line 






















that sells and stays sold, thanks to advanced SULTAN oo 
styling, moderate price and precision manulac- pe 
ture. Sentinels ““Guard Your Precious ‘Time”— aden: Genteah Galen 

Alarm Clock with single 


and your business as well. wind for both alarm and f 
time. Watch-type escape- 
ment, pleasant bell alarm. 
Metal case, durable baked 
enamel finish, nickel trim. 


Unusuallyclear dial. $3.25. 







AUTOCRAT (=: gt” ee 
PW-12. The popular Tha eet we # “3 4 
Sentinel Pocket Watch. A r 
chromium-plated winner 
with outside black enamel 
numeral dial. Sturdy and 
reliable. Has modern, red, 
dial-type second indica- 
tor. $2.50. 





amma — = 8 me os . 
~ a on “ab . Oe aoe “ s 
co Ro : oe See 
>, . 


Re ee see = SA-14, The graceful Sen- 

tinel miniature self-start- CAMEO 
ing electric Alarm Clock WW-123.Thetruly beautiful 
with the 1-2-3alarm. Metal Sentinel Wrist Watch. Case 
case, silver plated ordur- 10 kt. rolled gold, stainless 
S 7 able baked enamel finish, steel back. Raised numeral 
= a M UJ RAL easilyreadnumerals.Only dial. Pigskin strap. Clear 
Ses 44%,” high. $4.95. view crystal. $7.95. 
as SK-135. The Sentinel 
modern design electric 
self-starting Kitchen 
Clock. Metal case, dur- 
able baked. enamel fin- 
ish. Easy to see, easy to 
keep clean; 5144” white 
dial, convex glass, 
convenient bottom set. 
$4.95. 









Retail prices exclusive of taxes. 





THE E. INGRAHAM COMPANY : Established 1831 - BRISTOL, CONN. 


In CANADA —THE INGRAHAM CANADIAN CLOCK CO., LTD., TORONTO 
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WHERE CAN I! GET—? 


TEEL DIFFERENCE—What is the difference between 
crucible steel, cast steel and tool steel? All of these 
are mentioned in articles on watch work. (Question No. 


9975) R. T. L. 
Answer—The terms named all mean the same thing— 
which is plain high-carbon steel, differentiated from two 
other broad classes of steel, “alloy” steels and “mild” 
steels. Essentially, high-carbon steel is composed of 
commercially pure iron and between one and two per 
cent carbon. This is the steel tha! may be hardened 
and tempered by making it red-hot and then suddenly 
cooling it. In making it, it is melted in large crucibles 
and then cast in molds to form ingots or bars from 
which it is then made into rods, plates, sheets, etc., for 
sale to the manufacturer of watch parts, tools, cutlery, 


etc. 
“Mild” steels are not hardenable and are used for 


structural beams, ship and boiler plates, railroad rails. 
This steel is made by the “open hearth,” or Bessemer 


process. 
“Alloy” steels contain nickel, tungsten, vanadium, 


chromium, etc., for special purposes; for example, chrom- 
ium alloys do not rust and are therefore called “stain- 


less steel.” 


RESTING DRILL—In drilling holes in staffs for re- 


pivoting, is it correct to rest the drill or pinvise hold 


ing it on the T-rest? (Question No. 5976) P. E. 


Answer—No; it is better to learn to hold vise and 
drill free-hand and rest the lower edge of your hand on 
the lathe-bed. This will give you, with plenty of practice 
of course. that delicate “feel” or sense of touch that 
enables keeping the drill straight in line with the hole, 
avoiding much breakage of drills, besides producing true 
holes. A T-rest, intervening between drill and finger- 
hold, instead of aiding in guiding the drill, really inter- 
feres with a natural tendency of the drill to “find” and 


keep its correct position. 
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WORKSHOP 

QUESTIONS 
AND 

ANSWERS 





ATER-TIGHT CASE—What makes of watch cases 


are absolutely water-tight? (Question No. 5977) 
a 2 


Answer—Strictly speaking, none of them are abso. 
lutely water-tight. Like the term “burglar-proof” applied 
to safes or vaults. The claims implied should be con- 
sidered only “relatively.” Given enough time to work 
without interruption, burglars can open any vault or safe. 
Given sufficient pressure, water will enter any watch 
case, however constructed. Relative qualities of “water- 
proof” cases would mean how much pressure and time 
would allow water to enter different cases, just as the 
qualities of vaults are judged by the greater or lesser 
lengths of time in which burglars could break into them. 
It is in this sense that we say there is no such thing as 
an absolutely water-tight watch case. 

Gy OF TENING BELL—Can you help us on this? Have 

a job to put in order an old grandfather clock, strikes 
hours and half-hours, on a cast metal bell, cup-shaped, 


and iron hammer-head. The customer wants the sound 
of bell not as loud as it now strikes. How can this be 


done? (Question No. 5978) I. G. 


Answer—tThe loudness of striking on a bell of this 
type can be regulated by the length of stroke of the 
hammer—by the distance the hammer moves before it 
falls against the bell. This may be altered by shortening 
the tail of the hammer, which is moved by pins in a 
wheel in the striking-train of the clock. This should be 
done, of course, cautiously a little at a time, trying the 
strike each time; it is easy to overdo the change. Usually, 
the hammer-tail is not too hard to cut with a fine-cut file. 


EWELED POISING TOOLS—In magazine ads lately 
I see poising tools with ruby jaws, maybe now, be- 
cause the war is over. But during the war, I bought 
a tool with steel jaws; couldn’t find any with stone jaws. 
Do you recommend ruby jaws; I mean, should I junk 


THE JEWELERS’ CIRCULAR-KEYSTONE 





ALL VIC ...the first and favorite electric clock 


The most complete line of electric clocks on the market kitchen clocks, kitchen timers, occasional clocks, strike 
‘ts shown as illustrated in full-color advertisements clocks, radio timers, cyclometers, and new awakening 
appearing in December issues of Life, The Saturday devices . . . can be ordered now from your distributor. 
Evening Post, and Ladies’ Home Journal. Alarm clocks, | Telechron’s powerful advertising will swell your profits. 
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my steel tool, to use the other one? (Question No. 5979) 
5i en 


Answer—In this matter, we would say that the answer 
depends upon the quality of your steel-jaw poising tool. 
If the jaws are hard, and run parallel to each other at 
all working distances, and are ground on the edges to a 
good clearance away from the pivots as these lie on the 
jaws, and polished perfectly straight, without indenta- 
tions or curves, then we think you would be foolish to 
throw money away to make a change. As good work can 
be done on a steel-jawed poising tool as on a stone-jawed 
one if the steel one is well made. 


FREPLACING DIAL FIGURES—I was advised by an 
old clockmaker, on filling black into figures engraved 
on a silver clock dial, to use black lathe-cement melted 
in, then flushed flat. But when I lacquer the dial to pre- 
vent tarnish, this dissolves some of the cement, and 
drags darkened lacquer over the silver. Is there any 


trick to overcome this? (Question No. 5980) E. W. S. 


Answer—With all old enamel cleaned out of the en- 
graving, refinish the dial as desired; then lacquer it, and 
allow plenty of time for the lacquer to harden. Buy a 
black wax-crayon pencil, a Blaisdell pencil is good, at a 
stationery store. Rub this across the engraved numerals 
and divisions on the dial, until filled. With a piece of 
clean cloth over a block of wood, rub off all surplus wax 
from the dial. Finish by using, in same way, with light 
pressure, pieces of hard non-porous paper, like tissue 
watch-paper, or “Corrasable” typewriter paper. This will 
produce intensely black figures, clean-cut, on the lac- 
quered silver surface which will not tarnish. 


RUING BALANCE—Is there a right and wrong way 


of truing balances, in the matter of gauging from 
the top, or the bottom, of the balance-rim? (Question 


No. 5981) W. M. A. 


Answer—Better apply the index and true up to the 
bottom face of the rim. As argument is sometimes made 
for truing to the top face, by saying “that is the face 
seen as looked at in the watch, and should run true in 
the flat, for good appearance.” Doesn’t this imply a 
balance with rim thicker on one side than on the other 
side (across the center); and if so, shouldn’t we re- 
place such a balance with one of uniform rim-thickness? 
Certainly so, in any watch of respectable quality, in which 
the balance-rim should be uniformly thick (from top 
to bottom) all around. Another advantage in truing 
to the bottom of rim is, if the index-point should acci- 
dentally touch the rim as the balance is turned in testing, 
this would more or less mar the polished top that is on 
a fine balance, and this would be visible in looking at 
the assembled movement. 


ATCHMAKING SCHOOL—TI have not been able to 
learn of any watchmakers’ schools here (Canada), 
and wonder if you could tell me if there are any, and 
the address of it? There used to be Playtner’s school in 
Toronto, but I learned definitely that that one exists no 


longer. (Question No. 5982) °C. W. S. 


Answer—According to our information, the best ac- 
credited school for watchmakers, in Eastern Canada, is 
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the horological department of Ecole Centrale des Arts 
et Metiers, address: 1265 rue St. Denis, Montreal, Que 
The Director is M. Benoit Laberge, I.C. 


EMOVING PLATE—I have done electroplating, and 
have everything, also for stripping gold from some 
filled rings and jewelry—solution, anode, current trang. 
former, etc. But I don’t know the electrical hook-up for 
getting gold off of goods, and wish advice on this. 


(Question No. 5983) L. S. 
Answer—Stripping gold off of filled or plated articles, 


requires wiring just the reverse of the circuit for electro. 
plating. Connect the article to be stripped as you usually 
connect the anode; and connect a piece of copper or 
brass up as the anode for this operation. The electro. 
lytic action may form a dark scum sometimes on the 
gold surface; then scratch-brush this off, and resume the 
stripping process. 


Spee’ ING LACQUER—We have a bottle of transpar. 

ent lacquer (DuPont), that has somehow gotten very 
thick, so that it doesn’t spread evenly over the work 
when brushed on. Is there any way of fixing this, not 
to have to buy fresh lacquer? (Question No. 5984) 
F. W. A. 


Answer—From any paint-store or jewelry supply 
house, you can buy a ready-prepared “lacquer-thinner,” 
and add some of this to your thickened lacquer. If the 
latter is clean, only thickened by evaporation, the re- 
sult will be lacquer as good as fresh lacquer, at con- 
siderably less cost. 





HOW TO MAKE A STEM 
(From page 402) 


the stem must be made to accommodate this wheel up to 
the point in the movement provided for it. 


Sometime the hole in the winding pinion is of the same 
diameter as the stem hub. If this is the case, the follow- 
ing operation may be passed over. However most often 
the hole in the winding pinion is smaller and a cylindrical 
portion of the stem must be provided for this wheel. 


The milled recess in the plate shows where this winding 
pinion is accommodated. Fig. 5 shows the stem as it is 
made up to now. The stem is still held in the lathe. A 
sharp graver with its point touching the stem as it 
emerges into the winding pinion recess will cut a slight 
marking groove if the lathe is turned slowly. This groove 
will indicate how far back the winding pinion shoulder 
must be cut. 


The movement is then removed from the stem in the 
lathe. With the winding pinion hole as the gauge, a 
shoulder is cut to fit snugly into the hole of this pinion. 
This shoulder must reach from the pilot pin back to the 
groove just cut and shown in Fig. 5. Figure 6 shows 
how this new shoulder must look after it is cut to accom- 
modate the winding pinion. This shoulder must be cut 
smoothly and fit with very close tolerances. To make 
this shoulder thinner will permit the winding pinion to 
wobble on the stem and cause rapid wear to itself and 


to the clutch wheel. 
(To be continued) 
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Sq much beter. 


“Our experience with our new National Cash 
Register System has proved the wisdom of 
using a system designed expressly to 

serve a given business and its needs. 

‘'Take our jewelry store, for example. 

‘No longer are we bothered by the 
problem of getting records to account for 
all goods sold. For each customer must now 
receive either a printed receipt or a sales 
slip certified by the register. This assures us 
of accurate records — and protects our 
customers and our salespeople as well. 

‘Our new National “Cash Register System 
gives us the total sales in each department. 
Thus, we can take quicker and more 
accurate inventories. And we are aware of 
shortages in time to do something 
about them. ”’ 

Your local National representative will be 
happy to show you what the right, 
modern National Cash Register System can 
do for you. Call him in, or write to The 
National Cash Register Company, Dayton 9, 
Ohio. Offices in principal cities. 


YN eres 





See the National Cash Register for Jewelry Stores 
This National Cash Register is designed for use in jewelry stores. @ ——— 


It will enable you to know how your profit-building specialty - 
items are selling. It records sales made in each of five depart- G 
ments and provides individual cash drawers and totals for each | 
of four salespeople. It also shows a total of money paid out. §F 
In addition, the register prints a receipt, or certifies a sales slip, = 
On every transaction. Specially designed models for time- cts 


payments sales are available for stores using this plan. THE NATIONAL CA SH REGISTER COMPANY 


FOR OCTOBER, 1947 A407 















Manufacturers News. 





Taina 








HANDY & HARMAN AND THOMAS J. DEE & CO. JOIN FORCES 





G. H. NIEMEYER 


G. H. Niemeyer, President of Handy & 
Harman, and Harry E. Radix, President 
and Thomas G. McMahon, Secretary-Trea- 
surer of Thomas J. Dee & Co., have jointly 
announced that their two concerns have 
joined forces. The affiliation brings to- 
gether two long established and successful 
companies which have had close and 
friendly business relationships for many 
years. 

Handy & Harman (founded in 1867) and 
a leading refiner and producer of silver 
and gold alloys, has its principal plant in 
Bridgeport, Conn., with others in Toronto, 
New York, Providence and Los Angeles. 

Activities of Thomas J. Dee & Co. in- 
clude the making of precious metal prod- 
ucts for the dental profession, jewelry 
trade and chemical and other industries, 
with its plant in Chicago. 

The company was founded in 1889 by 
Thomas J. Dee whose interests were ac- 
quired in 1920 by Harry E. Radix and 
Thomas G. McMahon, at which time Mr. 
Dee retired. Mr. Radix becoming presi- 
dent and Mr. McMahon, secretary-trea- 
surer, in which capacities they have con- 
tinued ever since. 

The Dee organization will become the 
Dee division of Handy & Harman, and will 
continue to function under the same ex- 
executives and personnel with both Mr. 


THOMAS G. McMAHON 








HARRY E. RADIX 


Radix and Mr. McMahon becoming Vice 
Presidents of Handy & Harman. 


Harry and Tom, as they are known to 
so many, have been very active in trade 
associations. Mr. Radix is a Past Presi- 
dent of the Chicago Jewelers’ Association 
and a Past Chanticleer of the Golden 
Roosters. 


Mr. McMahon is also a Past President 
of the Chicago Jewelers’ Association, a 
Past Chanticleer of the Golden Roosters 
and one of the organizers and first Presi- 
dent of both the Jewelers’ Club of Chi- 
cago and the Chiselers’ Club, a club made 
up of outstanding individuals in the den- 
tal profession and trade. Both men have 
served on many committees in both the 
jewelry and dental fields. 


The Dee Division will maintain its pres- 
ent downtown Chicago office in the Pitts- 
field Building, 55 East Washington St. 
Handy & Harman’s Chicago office will 
move from 20 North Wacker Drive to the 
Dee Division plant at 1900 West Kinzie St. 


This joining of forces will provide ex-. 


tended local facilities in the Chicago and 
midwest area for Handy & Harman, while 
the operations of the Dee Division will 
benefit from the wide experience of Handy 
& Harman and the added technical and 
metallurgical facilities of its staff, 





"Micro 16" Camera Photo Contest 
For Retail Store Personnel 


A photographic contest sponsored by the 
Wm. R. Whittaker Co., Ltd., Los Angeles, 
manufacturers of the “Micro 16” camera 
is open to the owners, managers, and clerks 
of any retail store throughout the country. 
Everyone in either a photographic depart- 
ment or a photographic store anywhere in 
the United States, including jewelry stores, 
and gift shops is eligible to enter. 

Prizes totaling $5,000 will be awarded, 
including an air trip to Mexico City for 
two people with all expenses paid, and 
42 prizes in cash. The awards will be 
made for the best picture taken with a 
“Micro 16” camera, in either black and 
white or color. The contest closes Novem- 
ber 15, 1947, and all entries must be post- 
marked before midnight of that date. 

For complete rules of the contest and 
entry blanks write to the Dealer Contest 
Editor, Wm. R. Whittaker Co., Ltd., 915 
North Citrus Ave., Los Angeles 38, Calif. 
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Cory Advertising in Coming Year 
To Stress Exclusive Features 


Cory Corporation has fired the opening 
gun in its new advertising campaign with 
a double page, 2-color spread in the Sep- 
tember 20th issue of Collier’s. Departing 
from its previous “glamour” type of ad- 
vertising, Cory’s new campaign is built 
on down-to-earth, hard-hitting selling copy 
whose theme is the advantages of the new 
Cory rubberless brewer and Cory Flame- 
Tested-Glass. 

The campaign was originally scheduled 
to break in January, 1948, but has been 
moved up to September, 1947, despite the 
fact that all Cory products are still on 
allocation, in order to let retailers know 
the company’s intention to aggressively 
promote the rubberless model and Cory 
flame-tested glass. It is believed that with 
a knowledge of Cory’s promotion plans re- 
tailers will be quick to appreciate the im- 
portance of these two features upon the 
future sales of glass coffee makers. _ 


| 
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Community Plate Announces 
Biggest Ad Campaign Ever 


The largest year-end advertising cam. 
paign in the history of Oneida, Ltd., mann. 
facturers of Community Silverplate, was 
announced by Harley H. Noyes, vice pregj- 
dent and Director of Advertising, as one 
of the highlights of a meeting of the ep. 
tire Community sales staff at Oneida dur. 
ing the third week in August. The cam. 
paign will include 29 full-page insertions 
in ten of the largest national consumer 
magazines during September, October, No- 
vember and December, which means that. 
approximately every three days a Com. 
munity ad will reach the newsstands dur. 
ing that period. 

Talks by President P. B. Noyes and 
General Manager M. E. Robertson opened 
the sales convention which was conducted 
under the direction of D.-E. Sanderson, 
Director of Sales, and P. T. Noyes, As. 
sistant Director of Sales. 

The new Community flatware pattern, 
Morning Star, and the new hollowware 
Ascot, are meeting with tre 
mendous success in retail stores all over 
the country, according to Mr. Sanderson, 
and merchandising plans for the fall and 
holiday season were discussed. 

Other features of the meetings included 
a tour of the hollowware factory under 
the direction of H. T. Schubert, Manager 
of the Hollowware Division, a dinner at 
Cordial Manor, a dance at the Mansion, 
and golf and a clambake on the Oneida 
Community Golf Course. 





New Display Fixture 
For "Flex-Let" Ladies’ Bands 


FLex-Ley 





A new display fixture for “Flex-Let” la- 
dies’ expansion bands is being introduced 
this month by the makers of “Flex-Let” 
expansion products. 

Simulating the appearance that the band 
creates when worn upon the wrist, the dis- 
play dramatizes the slim sleekness of the 
band in conjunction with a_ typical 
woman’s watch. 

The display comprises a maroon plas- 
tic base with plush insert and transparent 
acetate sheet curved to the contour of the 
wrist. Reproduced directly on the acetate 
is the case and dial of a watch. Invisible 
hooks hold the band tightly against the 
watch ends. 

Designed for use on counters or in win- 
dows the display, “Flex-Let” believes, will 
stimulate ladies’ band sales for all jewelers 
handling the line. 
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HE jewelry store that presents an at- 
{ cw appearance to the public... 
that looks smart, modern and inviting both 
outside and inside ...1s the one that draws 
the most business and makes the most 
money. [his is a proven fact. 

So, make sure that “passers-by don’t 
pass you by.” Remodel your jewelry store 
now with Pittsburgh Glass and Pittco 
Store Front Metal. These are the out- 
standing leaders among store moderniza- 
tion products. They are more widely and 
successfully used than any others. If you 
wish, you can arrange for convenient terms 
through the Pittsburgh Time Payment 
Plan. Consult an architect for a well- 
planned, economical design. 

Meanwhile, fill in and return the coupon, 
below, for your FREE copy of our interest- 
ing booklet, containing factual informa- 
tion and illustrations of many Pittsburgh 
Glass and Pittco Store Front Metal in- 
stallations. 

YOUR STORE, too, can have the same kind of eye- 
appeal that was given this jewelry store in Buffalo, 
New York. Remodeling with “Pittsburgh” products 


helps improve your business, and at a cost that is 
usually repaid quickly in increased sales and profits. 


"PITTSBURGH" 


STORE FRONTS 
AND INTERIORS 





G 
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Pittsburgh Plate Glass Company 

2324-7 Grant Building, Pittsburgh 19, Pa. 

Please send me a FREE copy of your illustrated brochure, “How Eye- 
Appeal—Inside and Out—-Increases Retail Sales. 
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"pirTsBuRGH' stench for Zuality Glass dnd Paint 
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Gruen Ads Boost the Jeweler 





In an-effort to create wider acceptance 
for all jewelry as the ideal gift and in 
harmony with the policy of the Jewelry In- 
dustry Council, the slogan, “For Cherished 
Gifts Consult Your Jeweler,” will hence- 
forth be carried as an integral part of the 
signature of each ad of The Gruen Watch 
Co., it is announced. A typical example 
is shown in the above miniature reproduc- 
tion of one of the company’s full page ad- 
vertisements. 

Publicizing of the slogan started with 
the first ad in Gruen’s fall magazine cam- 
paign which appeared on September 10. 
Between then and December 14, the slogan 
will have been used in 92 full-page inser- 
tions, mostly in color, in the more im- 
portant national magazines and in news- 
paper rotogravure pages in all the major 
markets. 


Benj. Allen Catalog Ready Soon 


After an interruption for the past few 
years during which only the “Allen 
Monthly” was sent to the trade, Benj. 
Allen & Co., Chicago, are again publish- 
ing their complete catalog of jewelry mer- 
chandise which has continuously served 
jewelers since 1875. The 1948 catalog, 
which is a comprehensive listing of all 
types of jewelers’ merchandise, with. com- 
plete price lists and_ illustrations of 
diamonds, watches, jewelry, silverware, 
clocks, novelties, material, and optical 
goods, will soon be ready for distribution. 
It will be distributed to legitimate retail 
jewelers only. 





Louis Stern Co. to Promote 
“Dainty Maid" Baby Jewelry 


Announcement of a national advertising 
campaign featuring its cabinet display for 
“Dainty Maid” baby jewelry has been 
made by the manufacturers of the line— 
the Louis Stern Co., Providence. 

The new cabinet is constructed of highly 
finished gum wood, with curved glass win- 
dow for display. Over-all dimensions are 
14144 by 8 by 7 inches. With the cabinet 
is supplied an assortment of one dozen 
baby jewelry items in 10-kt. gold and 1/20 
10-kt. gold-filled, and one dozen 10-kt. 
rings, making it a small but complete baby 
jewelry department. Distribution is through 
wholesalers. 
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Columbia Diamond Ring Contest 
Offers $25,000 in Prizes 


General Foods Corp. has selected “Co- 
lumbia” diamond rings as the only prizes 
to be awarded in their extensive nation- 
wide contest, which is to be conducted 
over the radio and in newspapers reach- 
ing every locality in the country. 

A total of $25,000 worth of “Columbia” 
diamond rings will be given. First prize 
will be a ring valued at $2,500 and 99 
others with a retail value of $225 each 
will be presented to winning contestants 
in the competition, which begins October 
20, and extends through November 22. 

All commercial ‘time on “The Second 
Mrs. Burton” program, from October 20 
through November 22 (CBS network, Mon- 
day through Friday, 2:00-2:15 P.M. EST) 
will be devoted to the contest. In addi- 
tion, 145 full-page ads will appear during 
the run of the contést in 47 leading news- 
papers throughout the country. 

This is only one of many extensive pro- 
motions being planned by Columbia Dia- 
mond Rings in their national advertising 
campaign. General Foods have recognized 
the wide consumer acceptance of the line 
by selecting “Columbia” for one of their 
greatest radio and newspaper promotions. 

“Columbia” dealers all over the coun- 
try, the company suggests, can profit lo- 
cally from this nation-wide advertising pro- 
gram by advertising in local newspapers to 
identify themselves with this contest. 





Must Have Been a "Light'' Cake 





A sumptuous cake, in the form of an ‘‘out- 
size’ Ronson Crown Lighter, tops the fes- 
tivities at Mutual's party for the lighter 
manufacturer on the first anniversary of its 
sponsorship of Twenty Questions. Alexander 
Harris, president of the company, is seen 
pressing it lit, while Bob Swezey, MBS vice- 
president and James Cecil, head of Cecil 
& Presbroy, who handle the Ronson account, 
look on. 





Noble Opens Providence Office 
F. H. Noble & Co., Chicago, manufac- 


turers of jewelers’ findings, jewelry boxes, 
trophies, cups and medals, announces the 
opening of a sales office in the Industrial 
Trust Bldg., Providence, R. I., for the con- 
venience of customers in that area. 

No stock will be carried, but a com- 
plete line of samples will be maintained, 
from which customers may order. 

The office will be in charge of F. H. 
*Dillingham who for the past ten years has 
been manager of the company’s New York 
office, and for the 20 years previously had 
represented Noble in the Midwest and ‘on 
the Pacific Coast. 





Telechron Announces Promotions 





H. E. BLACKBURN 


A. F. FISHER 


A. F. Fisher, formerly Vice-president in 
charge of manufacturing and engineering, 
has been appointed executive vice-president 
of Telechron, Inc., Ashland, Mass. 

The new post of executive vice-president 
has been created because of the large ex- 
pansion program which is under way at 
Telechron. Manufacturing facilities have 
more than trebled during the postwar 
period, the newest unit to go into operation 
being the plant recently completed at 
Worcester, Mass. Telechron now has six 
plants in operation—two in Ashland, one 
in Lowell, and three in Worcester, Mass. 

The company also announces that Harold 
E. Blackburn has been appointed field 
sales manager, a newly created post made 
necessary by Telechron’s greatly expanded 
sales program which includes an increased 
number of branch offices and many addi- 
tions to the sales force. 

In his new position, Mr. Blackburn, 
who has been with Telechron in various 
sales capacities for over 18 years, will be 
directly in charge of the operation of Tele- 
chron’s field sales force, comprising branch 
office activities in principal cities through- 
out the country. 


Advertising Aids for 
Harvel Watch Dealers 
The Harvel Watch Co., Rockefeller Cen- 


ter, New York, has released to jewelers 
ther new 1947-48 dealer mat brochure, of- 
fering the Harvel dealer a variety of sales- 
producing mats free of charge. 

Included in the brochure is a reproduc- 
tion of the consumer magazine schedule, 
showing the dates of issue of Harvel ads 
appearing in the several leading magazines 
used by the company to aid dealers in ty- 
ing-in with the national campaign, and as 
a further hook-up, the items displayed in 
the various mats are the same as those 
which are featured in the national adver- 
tising, 





New Catalog of Bands by Marvel 


An attractive new catalog showing the 
complete line of expansion bracelets made 
by the Marvel Jewelry Mfg. Co., Provi- 
dence, has just been issued by that firm. 

Shown in the catalog is an extensive 
line of ornamental bracelets with locket 
and centers as well as a considerable va- 
riety of watch bracelets. All of the locket 
items are in 1/20 12 kt. gold filled. The 


watch bands are available in both 1/20 12 
kt. gold filled and in the case of the “Lin- 
King” men’s bands in sterling silver also. 


The line is being nationally advertised 
in six important consumer publications. 
Copy of the catalog may be had by ad- 
dressing the Marvel Jewelry Mfg. Co. 
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| Metals of Guaranteed Purity 


GOLD * SILVER * PLATINUM * PALLADIUM 
IRIDIUM * RUTHENIUM * RHODIUM * OSMIUM 


\\\ We solicit yout SS wees o« 


Filings—Scrap Gold and 
Platinum—Metals 


\\ Your Old Gold Shipments 
WILL RECEIVE 


Special Ittention 
Kastenhuber & Lehrfeld, Inc. | 


21 West 46th Street Tel. BRyant 9-1060 New York 19, N. Y. 


ae with PRIDE 


FULTON 


FIT-TITE MOULDED GLASS 


Watch (nystals 


CYLINDRICALS ¢ FANCY FLAT TOPS 
GABLE TOPS « ROUND BALLS * ROUND FLAT TOPS 
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..e precision crafted, highly polished moulded glass 
watch crystals for all popular makes of men's and 
ladies’ watches... those originally fitted with and 
Write for the new FULTON ~~ those capable of being modernized with moulded 


Moulded Glass Watch Crystal : 
° r 
Cette, 2 glass crystals. Completely finished and ready fo 


dustproof fit without further grinding. An opportu- 
nity to profit from the vast, new market in moulded 
glass with the finest quality moulded glass crystals 
you — or your customers — can buy. 


Cabinet Assortments or refills. 
Your material jobber will supply you. 









WATCH CRYSTAL CORP 121 FULTON STREET, NEW YORK 7, N.Y * ESTABLISHED 1931 
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Oneida to Run Big Campaign 
On 1881 (R) Rogers (R) Plate 





This 1881 (R) Rogers (R) ad in double 

page space, and in four colors will appear 

in Life Magazine of November 17. It is 

believed to be the largest full color adver- 

tisement ever published for a line of medium 
priced silverplate. 


1881 (R) Rogers (R) silverplate will 
appear in Life Magazine, November 17 
issue, in the largest four-color, double-page 
advertisement ever to feature medium price 
silverplate, it was announced by Harley H. 
Noyes, Vice-president and Director of Ad- 
vertising, at the fall sales meeting of 
Oneida, Ltd.’s Wm. A. Rogers Division. 

Full-color pages, including many on 
covers, are also scheduled for eight other 
national magazines, and special window 
and counter displays plus free newspaper 
and radio scripts will give retail stores the 
full benefit of the nation-wide selling im- 
pact of the campaign. 

Oneida’s Heirloom Sterling, which is 
also sold by the same division, will like- 
wise continue its big scale campaign of 
full pages in color in eight leading maga- 
zines. Ads will continue to feature the 
“Hostess” theme. 

Richard A. Bloom, Director of Sales of 
the Wm. A. Rogers Division, presided at 
the meeting which was attended by 
Oneida Limited executives and sales repre- 
sentatives. 





Ansonia Clock Co. Announces 
New Line of Electric Clocks 


The Ansonia Clock Co., 103 Lafayette 
St., New York, has introduced an entirely 
new line of electric clocks, most of them 
designed by Theodore Schisgall, who has 
rejoined the organization after spending 
some years abroad. The collection includes 
42 different designs for desk, boudoir, 
table, or wall, developed in such materials 
as onyx, leather, wood, lucite, catalin, and 
mother-of-pearl. Some are hand-painted or 
hand-engraved, and a distinctive feature 
is the “lenset” dial, which permits the 
hands to be set by turning the bezel. 

Ansonia has turned the line over to the 
Colony Products Corp., 230 Fifth Avenue, 
New York, for national distribution, with 
Milton Wodiska as eastern representative 
and Robert Kaiser, Chicago representative. 
Mr. Schisgall is in charge of sales for the 
company. 





New Salesman for Ollendorf 


Jerry M. Kellam, formerly of Wahl-Ever- 
sharp, has joined the Ollendorff Watch Co., 
Inc., and is showing the Gotham watch 
line in the states of Arkansas, Kentucky, 
Louisiana, Mississippi, Oklahoma, Ten- 
nessee and Texas. Mr. Kellam, who is 
well-known to the Southern trade, joined 


the Gotham organization September 1, 
1947. 
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Catalog Shows Complete Line 
Of Iridium-Platinum Mountings 


A useful catalog with illustrations and 
details of every item in the complete line 
of iridium platinum ring mountings made 
by John Giovannetti, manufacturing jewel- 
er at 115 West 45th St., has just been is- 
sued by that company. 

Shown in the book are more than 27 
separate styles. One hundred twelve of 
the items consist of 56 matching engage- 
ment and wedding ring pairs in a wide 
variety of styles and types to take stones 
of the more popular sizes. Ninety-six con- 
sist of individual ring mountings ranging 
from the severely tailored single stone set- 
ting to highly elaborate designs in engage- 
ment rings, cocktail rings and wedding 
bands. 

The catalog, Mr. Giovannetti believes, 
will be of very considerable aid to retail 
jewelers in placing orders as needed by 
direct mail without the need of preliminary 
correspondence or waiting for a salesman 


to call. 





New Machine by New Hermes 
Engraves Inside of Ring 





Displayed for the first time at the recent 
jewelry shows, was a revolutionary new 
ring engraver by New Hermes, which en- 
graves every kind of ring—on the inside. 
With the new machine, it is stated, jewel- 
ers are now able to handle the problem 
of engraving the inside of a ring with speed 
and precision and at little labor cost. Oper- 
ation of the device is so simple that any- 
one can learn to use it in a matter of 
minutes. 

New Hermes, Inc., 13-19 University 
Place, New York 3, N. Y., state that the 
new machine, Model “R,” is now in pro- 
duction and that orders are being taken 
for early delivery. 
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J-B Offers Another Selling Aid 


Continuing its policy of helping the re- 
tail jeweler, Jacoby-Bender, Inc., New 
York, manufacturer of J-B watch band at- 
tachments has just made available a new 
counter display. This new selling aid, dis- 
tributed through J-B wholesalers comes in 
gold and maroon with a glass case to pro- 
tect the watch bands from dust. 

The fixture provides ample room for 
holding 18 watch bands, of which any 6 
may be exhibited at one time. The display 
is 13% inches long and 19 inches high. 





Proctor Toaster Offers 
Kit of Promotional Aids 





To help bring consumers inside retaj). 
ers’ stores, Proctor Electric Co. is offer. 
ing its dealers the display material pic. 
tured above, which it has created to do 
that specific job. 

At the left is the “Color-Guard” counter 
display stand on which the new toaster 
rests; on the right is a three-dimensional 
window display in four colors (a repro- 
duction of the Saturday Evening Post 
double page spread which introduced this 
appliance to consumers throughout the na- 
tion on October 1) on which a cardboard 
replica of the toaster appears, 

Included in the package are a window 
banner, window feature cards, sales train- 
ing material, customer give-away folders 
and suggested mats for cooperative tie-in 
advertising, together with suggested 30- 
second spot radio announcements. 

The entire package is offered without 
charge to dealers who agree to use the ma- 
terial as suggested. 


New Checking Floor Hinge 
For Heavy All-Glass Doors 


Retailers who may be considering the 
installation of the new style heavy all-glass 
doors will be interested in the new com- 
pact, checking floor hinge especially de- 
signed for such doors by Pittsburgh Plate 
Glass Co. 

It is of the basic double acting type, 
but can be converted to a single acting 
hinge with use of a simple stop on the 
transom bar. It also makes possible sup- 
plying of both door and hinge as an in- 
tegrated unit. 

Installation is simple and the need for 
maintenance is virtually eliminated, the 
company states, test models having under- 
gone over 500,000 closings in the labora- 
tory without any signs of failure. The 
Pittco hinge provides for positive door 
speed control and separate checking con- 
trol. The controls may be reached without 
removing door or threshold and it has spe- 
cial services for precision leveling. All 
working parts are permanently sealed in 
oil. 

The hinge is furnished with cement 
case, top pivot assembly, and arm with 
shim plate for attachment to door. Anti- 
friction bearings are used and working 
parts are of hardened and ground tool 
steel. 

Among its engineered advantages are 
graduated pressure areas in the normal 90 
degrees opening arc. Initial area of 15 de- 
grees has greatest spring load to prevent 
opening from wind pressure. At 95 de- 
grees there is a hold-open position with 
graduated pressures built up in the inter- 
vening areas. 
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Mr. JEWELER: 


We will prove it. 


~ Ponded~c 
Graduate Watchmakers 


We will protect you. 
with a $100.00 Bond 


on our graduates 


Today there are entering the trade, graduates of schools 
with various qualities of workmanship. Some jewelers 
have had sad experiences with these poorly trained 
students. 

Due to this existing weakness we want the opportunity 
to prove our superiority in training of good men and 
women who are capable of repairing and rating cus- 
tomers’ watches in all positions to WATCHMASTER 
perfection. 

If, therefore, any graduate of W. P. H. I. that is placed 
with you and recommended by us as capable of meeting 
your requirements does not fulfill your expectations 
after two weeks, we will protect your loss up to $100.00 
with our Cash Bond. 

To date we have not found this necessary as our 
recommended students are capable mechanics. 


Western Pennsylvania 


Horological Institute, inc. 


ACCREDITED BY THE 
NATIONAL COUNCIL 
OF TECHNICAL SCHOOLS 
WASHINGTON, D. C. 


¢ Nationally accredited by the United Horological Association 
of America. 


e Licensed under the private trade school law of Pennsyl- 
vania by the State Board of Vocational Education. 


© Approved School for Veterans Training under the G.I. Bill 
of Rights. 


The World's Largest Watchmaking School 
William O. Smith, President and Technical Director 








1. Tops in teaching watchmaking 
2. Finest school training 
| 3. Capable Proficient Graduates 


4. Most completely equipped school in 
the World. (over 48 Watchmasters) 


Our Watchmaster curriculum compiled under the 
supervision of Charles Purdom, Author of Scientific 
Timing. 


For further information wire or write at once. 


Western Pennsylvania Horological Institute, Inc. 
Dept. J-2 807 Ridge Avenue Pittsburgh !2, Pennsylvania 











The ANSONIA CLOCK ¢0., ine. 


103 Lafayette St. New York City 


‘HE ELECTRIC CLOCKS 
OF STYLE 


Ways Different 


Lenset .. . to set, simply turn the lucite disc forward. 





Self starting . . . precision movement. 


Eye appealing . . . designed fo sell. 


No proverbial second hand . . . instead, a cut jewel 
in matching colors revolves in center of dial. 


Guaranteed for 2 years. 


CKO MONS 





Ansonia Electric Clocks 
in Onyx, gold plated 
frames, Leather, Mother 
of Pearl Catalin and 
Wood. 


NO MOULDED MASS 
PRODUCTION CASES 





A Clock for 
Every Room 


42 Models 


To retail at 


$12 


to 


$95 





NEW YORK SHOW ROOM 
Lobby Floor 


230 FIFTH AVENUE NEW YORK CITY 
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New Becken Catalog Now Ready 





THE 194g 


BECKEN Book § 
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Old ivory on grained saddle tan is the 
color scheme for the cover of “The 1948 
Becken Book” that will reach A. C. Becken 
Co. customers about October 1. This year’s 
catalog is considerably larger than last 
year’s, and is stated to be the most com- 
plete catalog published by this large gen- 
eral jewelry wholesaler since before the 
war. All of the latest silverware patterns, 
electrical appliances and clocks are shown, 
as well as many new styles and items in 
jewelry, diamonds, and mountings. A post- 
card addressed to A. C. Becken Co., P. O. 
Box I, Chicago 90, Ill., will bring one of 
the new catalogs to your desk. 


os 


International Silver Prices 
Still at Old Levels 


More than a year ago—in July, 1946— 
the International Silver Co. announced it 
as a firm policy that prices would not be 
raised in the foreseeable future despite the 
justification for such increases occasioned 
by higher costs of silver, labor and various 
supplies and materials. 

That policy has been strictly adhered to 
and is reafirmed in a formal announce- 
ment by the company, last month, in which 
it is again stated that as International’s 
contribution toward opposing the current 
rising spiral of prices, the current level is 
guaranteed for the remainder of this year 
as a minimum and further stating that it 
is the intention of the company to con- 
tinue this policy as far as possible into the 
future. . 


-———— 


Elgin Announces Changes 
In Sales Organization 


Sid M. Phillips has joined the Elgin 
National Watch Co. as representative for 
the Rocky Mountain district, and Alex W. 
Poulsen, who formerly serviced that dis- 
trict for Elgin, will be transferred to the 
central California district. 

Formerly the owner of his own retail 
jewelry store, Mr. Phillips has been asso- 
ciated with the business for 15 years. He 
has also been a travelling representative 
for several jewelry manufacturers. He will 
make his headquarters in Denver as soon 
as he can obtain living quarters there. 

A graduate of the Elgin Watchmakers 
College, Mr. Poulsen was first employed 
by Elgin in 1939 and has since served as 
a district representative in various states 
of the Rocky Mountain district. Prior to 
joining Elgin, he was associated with the 
retail jewelry business in various capac- 
ities. 
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Dealer Margin Increased 
On Betty Crocker “Tru-Heat" Irons 


Better profit margins for distributors and 
retailers of General Mills Tru-Heat iron 
have been announced by company officials 
coincident with the introduction of a new 
model and a slight increase in the retail 
price. 

To be known as “GM 1B,” the new iron 
looks the same as its streamlined prede- 
cessor, the “GM 1A,” but it features a 
new steel-encased heating element for 
longer life and boasts refinements in switch 
construction, cord assembly, and handle 
cooling as well. 

The new price is $12.50, an increase 
of $1.00 over the former list, and more 
than half of the boost will go to the dealer. 

Roscoe Imhoff, vice president in charge 
of General Mills home appliance depart- 
ment, said recent price rises in steel neces- 
sitated the action. “Actually, we should 
have raised months ago when our competi- 
tion increased their prices,” he said. “We 
tried to hold the price line, but the recent 
rise in steel tipped the scales.” 

Dealers will be permitted to dispose of 
stocks of the first model, “GM 1A”, at the 
old $11.50 price under fair trade agree- 
ments. 


Wm. Mushkin to Direct 
Pierce Watch Sales 


WILLIAM MUSHKIN 





Pierce Watch Co., Inc., 22 West 48th 
St.. New York, announces the appoint- 
ment as sales manager, of William Mush- 
kin, former director of sales for the Per- 
sonna Blade Co., cutlery division. 

Prior to his connection with Personna, 
Mr. Mushkin was associated for several 
years with the Kay Jewelry organization 
in their executive offices in Washington, 
as a member of the merchandising com- 
mittee and a buyer of promotional mer- 
chandise for the E. M. Rosenthal Jewelry 
Co., Kay’s wholesale division. 

Previous to that time, Mr. Mushkin had 
been advertising manager and merchan- 
dising executive for the Rogers Jewelry 
stores of Markson Bros. 





"Lustern"’ Adds New Choker 


A new two-way mesh choker has been 
added to the “Lustern” line of the Louis 
Stern Co., Providence. Outstanding feature 
of the new choker which is of Grecian de- 
sign, is that it can be worn smartly either 
with or without its pendant centerpiece, 
which is two-toned and jewel set. Avail- 
able in yellow or white gold wth earrings 
to match the pendant and the choker are 
made in 1/20 12 kt. gold filled and will 
retail for $38.50 (tax incl.). 

An extensive trade campaign featuring 
the new choker is being planned. 





Pre-Christmas Layaway Display 
Proves Popular with Jewelers 





Indicating the interest that jewelers are 
taking this year in pre-Christmas lay-aways, 
Edwin Freed, jewelry display manufac. 
turer of 1233 Sixth Ave., New York, re. 
ports that the display card pictured above 
proved to be a “best seller” at the recent 
jewelry shows. 

Done in five colors, it stands 18 inches 
high and in a foot wide. Its colors are 
the conventional Christmas green and red, 
plus gold, pink and deep red, with bright 
yellow ribbon bow-tied on Santa’s finger 
and simulated fur on his gloves and hat. 
It is equipped with both easel back and 
wall hanger. 

Price is $2.90 for a single card or $4.90 
for a pair and immediate delivery is prom- 
ised. 


-_—_—_'~—~S«~—-—dS-— 


New Fall Advertising Drive 
For Schick Electric Shavers 


Schick Incorporated, manufacturers of 
the Schick Electric Shaver and Shaverest, 
will run the biggest Fall national magazine 
advertising campaign in its history, ac- 
cording to George H. Wilkens, sales man- 
ager of the company. The ads, all in four 
colors, will appear in the three largest week- 
ly consumer magazines and will feature 
the Schick Super and the Shaverest. 

The emphasis in this campaign will be 
on the performance of the Schick Electric 
Shaver, with a money-back guarantee if 
either the Schick Super or the Schick 
Colonel does not do everything that is 
claimed for them. The first ad is head- 
lined: “Promises Never Whipped A 
Whisker,” with subhead, “Cut through the 
talk and get down to facts! This Schick 
Electric Shaver has to prove—on your own 
face—that it’s the finest shaving instrument 
ever—or you get your money back!” 


_ 


New Reflector Type Mounting 


A new reflector type diamond setting 
has been announced by the Precious 
Metals Specialties Co., Inc., 11 Vincent St., 
Newark, N. J., headed by Emanuel Honig. 

Features of the new mountings which is 
described in a bulletin just issued by the 
company are a double reflector swedged 
and soldered into the base, a single set- 
ting bead so designed to give ample metal 
for raising the bead, a flat and solid side 
shank for easy soldering and an oblong 
base that permits the use of wide shanks 
on even small size of heads. 

The mountings are available in a wide 
range of diamond sizes‘from five to 75 
points. 
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"THE OLD RELIABLE” 
WESGO PLATING OUTFITS 


You can't go “Wrong” on the time-tested Wescos. Twenty 
years of constant improvement have made our present models 
the finest platers designed especially for jewelers use. 


Now more than ever before the Wesgo is an efficient, inex- 
pensive, noiseless, trouble-free and portable instrument for all 









\ AK 


EMPHASIZE YOUR LEADERSHIP 
Y) 





Leading merchandisers know the value 
of featuring the unusual, the finest. 
Such a policy heightens a store’s repu- 
tation; attracts the smart, discerning 
type of patronage that others follow; 
increases all sales. With the music of 
Westminster Chimes, the appeal of un- 
surpassed craftsmanship, the accuracy 
of Telechron time-keeping, Revere 
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electroplating, stripping and coloring processes. 
Available in 5 and 15 ampere capacity. 


For more complete details and descriptive literature, see your 
dealer or write. 


WESTERN GOLD & PLATINUM WORKS 


589 Bryant Street @ San Francisco 7, Calif. 


Clocks vividly spotlight the excellence 
of a store’s selections. Send for cata- 
log showing the notable Revere designs 
that will bring important gift and 
quality purchasers into your store. 


THE REVERE CLOCK COMPANY 
CINCINNATI 6, OHIO 























ANDS TEE, 
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MADE IN U.S.A. 


MAINSPRINGS 

















) READY FOR 
, Wy IN ALL 
/,. ~~ POPULAR NUMBERS 
x 
is) MANTEL CLOCK is the R913. 
; | ORDER NOW! Beautifully styled, caddak pried. 
eal : SUPPLIED THROUGH WHOLESALERS Westminster Chimes. Retails for 
e $42 plus tax. 
| WATCH-MOTOR MAINSPRING CO. » 
fy § MANUFACTURERS * NEW YORK 


FLOOR CLOCK shown is 

“Pilgrim'. Mahogany 

Case, Moon Dial, 80 in. 

high. Westminster Chimes. 
$425 plus tax. 


NEW YORK OFFICE AND SHOWROOM: 37 West 47th Street 
CHICAGO SHOWROOM: 1422 Merchandise Mart 
SAN FRANCISCO SHOWROOM: 705 Merchandise Mart 
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“Wonderweave’ Campaign 
Proves Successful 


October 12 and 13 are the dates set for 
starting the new campaign of “Wonder- 
weave” advertisements which the Jacques 
Kreisler Mfg. Corp. plans to feature in 111 
of the country’s leading newspapers and 
Life magazine. The previous “Wonder- 
weave” campaign which was launched May 
18 has been extremely successfull, the com- 
pany states. So many retailers tied in with 
this promotion that in less than 12 weeks, 
569 dealer ads had been placed with the 
largest total lineage, the company believes, 
that has ever been placed behind any one 
watch band in a comparable period of 
time. , 

In addition to the heavy advertising 
schedule, an eight-page dealer promotion 
book was distributed ‘introducing the new 
band and illustrating the selling and pro- 
motional aids that were being made avail- 
able to retailers. 

The new campaign promises to stimulate 
even heavier advertising on the part of 
the retailer and with this local advertising 
of nationally advertised merchandise, 
Kreisler looks forward to even greater suc- 
cess for the new band. 





New Eastern Representative 
For L & R Manufacturing Co. 


CURTIS L. MICK 





Curtis L. Mick, formerly New York 
branch manager for Swartchild & Co., has 
just been appointed Eastern Sales Repre- 
sentative for the L & R Manufacturing 
Co., Arlington, N. J., producers of watch 
cleaning machines and solutions and allied 
accessories, 

With his wide experience in the watch 
materials field, the company is confident 
that Mr. Mick will be able to render con- 
siderable assistance to his jobber cus- 
tomers in their merchandising L & R prod- 
ucts to the watchmaker and jeweler. 





Mat Service for Retailers 
Features Bonded Protection 


J. Engel & Co., Baltimore prominent 
wholesale jewelry firm, who recently an- 
nounced (JC-K for August) that every one 
of the company’s “Princess” line of 
diamond rings would be bonded against 
burglary, theft or proven loss by the owner, 
are not stoppine with merely supplying 
that bond, but have gone a step further 
and are furnishing to their retail dealers an 
extensive ad mat service to aid the jeweler 
in merchandising this arrangement to their 
customers. 

The advertisements which are available 
in a considerable range of size from one 
to three-columns in width, are attractively 
designed and illustrated and stress the 
beauty and quality of the rings as well 
as the special insurance protection enjoyed 
by the consumer. 
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Parker Pen Offers Helping Hand 
To Well-Intentioned Infringers 


Several months of intensive checking up 
in Europe and Asia have established be- 
yond doubt according to the Parker Pen 
Co., that their “51” pen, advertised as 
“the world’s most wanted pen,” is also the 
world’s most imitated. As a result, the 
company has taken a most unusual step 
to stop, in a painless manner, patent in- 
fringements which Parker says have 
reached “plague-like” proportions. 

In an advertisement published last 
month in several foreign centers, Parker 
Pen offers to “lend a helping hand” to aid 
patent infringers to produce honest mer- 
chandise. Imitations are given their choice 
of facing prosecution to protect the public 
against fraud or accepting the offer of aid 
in producing products suited to their skills, 
available material and mechanical equip- 
ment. 

The Janesville company says it will con- 
tribute freely of its knowledge in research 
and engineering to help small foreign man- 
ufacturers make the kind of pen they “are 
fitted” to produce. Infringers, the company 
is inclined to believe, are not usually dis- 
honest men, but unsuccessful small manu- 
facturers. 

“Rather than harass these small and un- 
important manufacturers simply to main- 
tain an interest in certain legal rights, the 
advertisement explains, “Parker would 
prefer and herewith offers to aid them in 
designing a type and structure of foun- 
tain pen which they are capable of man- 
ufacturing soundly; to furnish them foun- 
tain pen designs suited to their skills, 
available material and mechanical equip- 
ment. 

“Moreover, if they are financially respon- 
sible, we can put them in touch with sup- 
pliers of parts, components and material 
they themselves might not be able to make. 

“We freely offer a helping hand so that 
they may become sound producers of worth 
while, practical, honest merchandise able 
to stand on its own. 

“They are clearly incapable of manu- 
facturing a precision-made instrument like 
the Parker ‘51’.” 


ae 


BP&M's General Manager 
Confers with Wholesalers 


Herbert Faithful, general manager of 
Bayer, Pretzfelder & Mills, who creates 
most of the styles of the BP&M line, has 
left New York for an extensive tour 
through the United States to visit whole- 
salers and confer on problems of mer- 
chandising, styling and packaging. Mr. 
Faithful will make Chicago his first stop 
and will then continue on to St. Louis, 
Kansas City, Denver, Salt Lake City, 
Seattle, Portland, San Francisco, Los An- 
geles, San Antonio, Dallas, Houston, New 
Orleans, Birmingham and Atlanta. In ad- 
dition to matters of styling and packaging, 
Mr. Faithful also plans to discuss the ad- 
vertising campaign for 1948, which is be- 
ing planned to celebrate the 100th year of 
service of Bayer, Pretzfelder & Mills. 

This campaign will be unique in that it 
is being aimed to be of specific aid to™ the 
wholesaler as well as the retailer, one of 
its features being that it will not only show 
the new line in a series of full-page ads 
but will also include additional half-pages 
listing the names and addresses of all 
BP&M wholesalers. 

Mr. Faithful is expected to return to 
New York about October 25th. 





Tells How to Build Business 
With Monogramming Service 


Kingsley Stamping Machine Co, has an- 
nounced a new merchandising plan which 
is available without charge to all retailers 
It is based upon the results of long study 
of methods for building a sound system 
merchandising leather goods, writing paper 
Christmas cards, and scores of other items 
by personalizing them with monograms, and 
shows how retailers, large or small, can 
feature profitable monogramming services 
at minimum cost and without experienced 
personnel. It offers cardinal pointers on 
how retailers can quickly add extra busi. 
ness volume by increasing units of sale of 
merchandise already stocked, and ways in 
which many new and profitable fields can, 
be opened on other items by means of a 
monogramming service. All the necessary 
details and problems are covered concisely 
and logically. 

The complete plan may be had upon 
request by writing to Kingsley Stamping 
Machine Co., 1606 N. Cahuenga Blvd, 
Hollywood 28, Calif. 





"Queens" Promote Coronation Rings 





Not just one “Queen” but three helped 
to introduce the new line and the new 
packaging of “Coronation” diamond rings 
(Joseph H. Jacobson & Sons) to the jewel- 
ry trade at the recent ANRJA show at the 
Waldorf. 

Pictured above holding the new Coro- 
nation ring box which is fashioned like a 
miniature royal crown are: (I. to r.) the 
Misses Jinni Boyd, Louise Hyde, Leona 
Fredericks, “Queens” of Miami Beach, 
Tennessee and Florida, respectively, who 
featured the Coronation ring booth through 
the exhibition. 





Hamburger Advertising Moves 
To Larger Quarters 


Fdward Hamburger Advertising Co. has 
moved to new larger quarters at 21 West 
45th St., New York, occupying the entire 
top floor of the building. ; 

The firm handles a number of advertis- 
ing accounts in the jewelry field including 
Harry & Ben Frackman, Inc.; Stonewall 
Products Co., Inc.; Stone & Co.; M. Freud- 
man Co.; Jacques Mandelbaum, Inc.; 
Kornberg Bros. and Nat Zuckerman & Co., 
as well as others in many other lines of 
business. 

In the new quarters the firm will have 
enlarged facilities in both office space and 
personnel. 
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LULNLE NiNgs VOGEL 


Sntroducing the’ "\D) Owrs’” : 


NEWEST CREATION IN 
SYNTHETIC STONE GUARDS 







Dome shaped 
stones set in 14K 
yellow or white 
<8 gold. immediate 
“=i delivery on all 
finger sizes. 












D-1 Spinel (Blue) 
or Ruby .............each $12.50 


D-2 Spinel (Blue) ..Each $20.00 


Ruby a $18.00 
All 

Prices Compare our quality and prices at your leisure. 
Net Rings illustrated, as well as a representative 


line of our individually created wedding rings, 
will be sent for 10 day 
inspection to rated cone 
cerns. 


**Pot. App. For 





39S. STATE ST., CHICAGO 3, ILL. 


*T, M. REG. 
STYLISTS AND MAKERS OF FINE WEDDING RINGS SINCE 1907 























NEW 


MIDGET 









25 watts, 6 volts 


va SOLDERING IRON: 


PIN-POINT PRECISION © LOW-COST OPERATION 


Only 8 inches long . . . weighs less than 2 ounces... 
with 1/8- and 1/4-inch tips! The new G-E Midget 
soldering iron really ‘‘goes places’’ in those complex, 
close-quarter assemblies. Its cool, easy-to-grip handle 
and its featherweight make it as simple to use as a 
pencil—permitting pin-point precision ... giving faster, 
stronger, neater joints. 

This new G-E iron combines big-iron performance 
with midget-iron economy. The famous Calrod* heater 
is built right into its Ironclad-copper tip—giving a 
rapid heat flow, delivering a full 25 watts to the work. 
The Midget soldering iron will do jobs formerly re- 
quiring much heavier, higher wattage irons. Only $5.40, 
list (without transformer). See your local G-E Apparatus 
Distributor today! *Reg. U.S. Pat. Of. 675-167 
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For rapid turnover, repeated profits, 
customer satisfaction, Gilbert alarm 
clocks are the dealer’s best bet. Con- 
sumers instantly recognize and re- 
spond to the value evident in this me. 
famous line. 










Smart style, day-and-night utility, and 
a reputation for long lasting depend- 
ability place Gilbert high in the ranks 
of your fastest sellers, Moderate in 
price, this quick turnover is what 


spells PROFIT to you. 











Distributed 
thru the 
Wholesaler 





GILBERT atom CLOCKS 


manufactured and guaranteed by 


THE WM. L. GILBERT CLOCK CORP. 


CLOCK MAKERS TO THE NATION SINCE 1807 


WINSTED, CONN. *> 
Laconia, N. H. 
141 W. Jackson Blvd. 
Chicago 4, Il. 











551 Fifth Avenue 
New York 17, N. Y. 
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Intensive Promotion Planned 
For Sickles’ "Dream Girl Rings 


A new promotion in its Hollywood star 
series, featuring Virginia Field, co-star of 
Paramount’s production “Dream Girl,” has 
been announced by Edward Sickles, Secre- 
tary and Sales Manager of M. Sickles & 
Sons, Inc., Philadelphia manufacturing 
jewelers. Though “Dream Girl” is still in 
the shooting and cutting stage, arrange- 
ments have already been completed, it was 
stated, for nation-wide tie-in of dealers 
holding “Rhapsody” franchises with the- 
atres scheduled to unreel the new feature. 

Life-size window trims, traveling dis- 
plays, colorful counter cards and news- 
paper mats of Virginia Field—all carrying 
the “Rhapsody-Dream Girl” story are be- 
ing planned for early distribution to deal- 
ers. To highlight the campaign, Sickles 
has created a new “Rhapsody Dream Girl” 
diamond engagement and wedding ring set 
in a new gift box, designed for top dis- 
play value. The line will retail from $25 
up. 
The new promotion follows the com- 
pany’s similar intensive Olga San Juan 
“Variety Girl” campaign and is being 
readied for announcement in the jewelry 
trade press by Leonard F. Fellman and 
Associates, Philadelphia advertising agency. 





Brazilian Trade Instructors 
Visit Wallace Silver Factory 


The silver manufacturing industry was 
represented by Wallace Silversmiths, Wal- 
lingford, Conn., in the list of 50 industrial 
plants selected by the International Divi- 
sion of the Development Commission of 
the State of Connecticut to be visited by 
forty Brazilian Trade School instructors 
who are participating in a year’s program 
of instruction in American technical teach- 
ing methods under the supervison of the 
Connecticut State Board of Education. 

The visit to the Wallace plant in July 
was the fourth in the series made possible 
by the Inter-American Educational Founda- 
tion in ceoperation with the Brazilian Gov- 
ernment and the State Department of the 
United States. 

Before making their tour of the plant, 
the Brazilians were luncheon guests of W. 
W. Rich, president of Wallace. Warren L. 
Mottram, industrial relations director of 
Wallace, acted as master of ceremonies. 
Arthur Brooks, plant superintendent, su- 
pervised the program at the plant. 





Kassoy Pays Customers 
Cash Dividend on Purchases 


A unique selling offer which has been 
named a “cooperative dividend” was re- 
cently announced by I. Kassoy, Inc., lead- 
ing dealer in diamond papers, supplies and 
equipment, and is being featured in all of 
that firm’s advertising. 

Under this plan, Kassoy pays to the pur- 
chaser an immediate cash dividend of six 
per cent on the value of all orders received. 
For example, if an order amounts to 
$100 the purchaser is shipped his $100 
worth of merchandise and is billed for that 
amount but simultaneously receives a check 
for $6 as a “dividend.” Even without the 
dmidend, Mr. Kassoy claims, his prices are 
among the lowest obtainable anywhere for 
comparable material and the added induce- 
ment of a cash dividend puts his net cost 
to 9 purchaser, he believes, in a class by 
itself, 
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Swank Opens Office in Baltimore 


Swank, Inc., announces the opening of 
a new office in the Maryland Trust Bldg., 
Baltimore, to facilitate service in the 
southeastern territory. With Albert J. 
Miller, as manager, the territory will be 
covered by John R. Larkin, Jr., Morris H. 
x vice, Mitchell Winthrop, and Fred Rosen- 
stock. 


The new office which is decorated and 


furnished in modern style has sales and 
show room facilities only, and does not 
carry any stock. 





To Promote Engraving 


As Aid in Selling Gifts 





This attractive transparent plastic display 

is part of the selling aids offered by New 

Hermes to retailers who wish to promote 
their engraving departments. 


What is believed to be the first retail 
promotional campaign ever prepared espe- 
cially to sell the engraving of compacts, 
silverware, watches, rings, fountain pens 
and other jewelry items has just been re- 
leased by New Hermes, Inc., manufacturers 
of portable engraving machines. 

Included in the campaign, which is be- 
ing made available without charge to all 
dealers interested in stimulating their en- 
graving departments is a series of news- 
paper ad mats, radio scripts, and attractive 
point-of-sale displays. 


Theme of the entire campaign is the ° 


idea that personalizing a gift by engraving 
gives it added glamour in the eyes of the 
recipent, and that your store is prepared 
to handle engraving work. 

The entire promotional material may be 
had without charge by any retailer by writ- 
ing New Hermes, Inc., 13-19 University 
Place, New York 3. N. Y. 


ee ee 


Belshaw to Represent Schick 


Harry C. Schick, Inc., announces the 
appointment of J. C. Belshaw, 55 East 
Washington St., Chicago, as their repre- 
sentative in the states of Iowa, Nebraska, 
Kansas, Missouri, Oklahoma, Arkansas, 
Texas, and Louisiana west of the Missis- 
sippi river. 

Mr. Belshaw will be in that territory in 
the near future to present the extensive 
line of “Schicksnaps” and gold jewelry. 





West Coast Rep. for Lasko 


Lasko Strap Company, New York, man- 
ufacturers of “Neet” watch straps, has ap- 
pointed Moe Diamond as its west coast 
representative. Mr. Diamond, whose head- 
quarters are at 220 West 5th Street, Los 
Angeles, will represent Lasko in all states 
west of Denver. 





An "Institutional" Mat Service 


A new type of advertising service for the 
retail jeweler has been announced by Um. 
land & Company, advertising, merchandis. 
ing and public relations counsellors, 799 
Mission St., San Francisco. The company 
is headed by Eugene Umland who was 
formerly Advertising Manager of the 
Granat Bros. jewelry store in that city 
in which capacity Mr. Umland obtained an 
intimate knowledge of the advertising 
problems of the retail jeweler. 

Among other things he found that while 
a number of excellent advertising services 
are available featuring specific merchap. 
dise, there appeared to be no ready-made 
service on the market in the nature of jn. 
stitutional advertising to build the store 
as a whole and its reputation—a type of 
publicity which is often wanted. It was 
to fill this need that the new service has 
been created. 

The service which includes display 
cards as well as newspaper ad mats is 
designed to reflect the character of the 
fine high-grade jewelry store and will be 
sold to only one store in each community, 
Full details of the service may be had by 
writing to Umland & Co., 709 Mission St., 


San Francisco. Calif. 





Becken Transfers Stuart Parker 


Stuart Parker, who has been servicing 
A. C. Becken Co. accounts in Chicago and 
suburbs for the past two years, will now 
call on retailers in Northern Illinois and 
Southern Wisconsin. The change was made 
at the request of Mr. Parker, as he is 
eager to call on his many friends in his 
home state of Wisconsin, where he worked 
as a watchmaker in Waupun before join- 
ing the Army Air Force in 1942. 





Deutsch Donates Golf Trophy 
To Cleveland Variety Club 


One hundred enthusiastic golfers vied 
for the Rudolph Deutsch Co. Trophy at 
the first annual golf tournament held by 
the Variety Club of Cleveland, at Beech- 
mont Country Club, on July 21, 1947. 
Winner of the trophy was Bert Lefkowich, 
of the Community Circuit Theatres, with 
the low gross score of 81. Mr. Lefkowich 
will retain the trophy until the next tourna- 
ment, but for permanent ownership a 
player must win the tournament three 
years in succession. 

Samuel Deutsch, president of the Ru- 
dolph Deutsch Co., which donated the 
trophy personally, presented the award to 
the winner. 





Hyatt to Represent Ace Watches 


Samuel C. Hyatt has been appointed 
Mid-West representative by The Ace 
Watch Co., Inc., New York, importers of 
Cort watches. Mr. Hyatt’s territory in- 
cludes Illinois, Iowa, Missouri, Kansas and 


Oklahoma. 


Correction 


Through an unfortunate error it was 
stated last month in these columns that 
the firm of Bayer, Pretzfelder & Mills are 
at 15 Maiden Lane, New York City. Bayer, 
Pretzfelder & Mills were formerly at the 
Maiden Lane address for many years but 
moved to the uptown jewelry section a few 
months ago and their offices are now at 11 
East 48th St. 
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NOTHING TO FEAR 


THE ANNOUNCEMENT elsewhere in this issue that fine 
star rubies and star sapphires are now being produced 
and marketed commercially might seem at first glance 
to pose a serious threat to the future saie and value of 
the natural stones. 


More mature deliberation, however, will we _ believe, 
indicate that such alarm is groundless. All that is neces- 
sary is to go back to the early years of this century 
when the ordinary faceted synthetic rubies and sapphires 
first began to appear on the market and recall the fears 
that were expressed at that time as to what these stones 
would do to the value of the genuine, and then look at 
the market today, with natural rubies and sapphires sell- 
ing for the highest prices in history. 


Why should the star stones react any differently? 


Like the plain synthetics they can be readily detected 
under a loupe or microscope by their curved growth lines 
so there is little danger of one being confused with the 
other by the trade. And past experience has conclusively 
shown that people who can afford the genuine article are 
always willing to pay the higher prices for it, if for noth- 
ing more than the pride and self-satisfaction of knowing 
that their gems are genuine. 

The effect of the new synthetic star stones will, we 
believe, be merely to broaden the jeweler’s potential mar- 
ket by providing him with beautiful jewelry at a price 
which will bring it within the reach of many thousands 
of people who could not afford the fine natural star 
gems, and thus add just that much plus business to his 
present volume. 3 


ACCENTUATE THE POSITIVE 


IT HAS BEEN ENCOURAGING to encounter recently several 
instances of retail jewelers who are doing something posi- 
tive and constructive about the competition from the 
house-to-house peddlers of sterling flatware. 


Complaining to the silverware manufacturers about it 
and trying to persuade them to give up this method of 
selling is, as we have said before, a very natural reaction 
on the part of the retail jeweler, and there is certainly 
no reason why retailers should not exert every effort to 
try to bring about a discontinuance of this method of 
distribution. 


However, as we have also said before, it is also our 
opinion that the only way in which the retail jeweler can 
really hope for results is by doing so much better a job 
of merchandising himself that house-to-house selling no 
longer looks attractive to the manufacturer. Regardless 
of what any jeweler or organization of jewelers may say, 
the manufacturers aren’t going to give it up as long as 
they think it is profitable, but let the jeweler do so good 
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a job that house-to-house selling is no longer worthwhile 
and the manufacturers will drop it like a hot potatoe, 


The jeweler has a good many very important points 
in his favor in this competition. He is known and re. 
spected in his community—he is handling nationally 
advertised and accepted brands and patterns—he has a 
much wider selection from which to choose—his prices 
are lower—he can provide prompt service on adjustments, 
engraving, fill-ins, etc.—and he can offer just as favorable 
credit terms as the house-to-house peddler. 


If he will make the most of his advantages, he can 
make the pickings in his town for the peddler mighty 
lean, just as a few jewelers here and there have already 
done. And if enough jewelers around the country will 
do it, the house-to-house method of distribution will soon 
lose its attraction for the manufacturer. 

Let’s not just talk about it—let’s do something about it. 


TO HELP YOU GET MORE BUSINESS 


THERE IS A WEALTH of useful ideas for the retail jeweler 
in the Christmas promotion idea book which the Jewelry 
Industry Council has just distributed to its members, 
Especially valuable are the excellent suggestions for dis- 
plays and other forms of promotion and advertising 
featuring pre-Christmas lay-away—a kind of merchan- 


‘ dising that past experience has proved decidedly helpful 


by making the purchases of jewelry gifts easy and at- 
tractive, and buttoning up the business well ahead of time 
before the customer is diverted by the displays and 
promotions of other merchants in other fields. 


The book is replete with ideas for window and store 
displays, display cards, direct mail pieces and radio spots, 
selling the thought of ordering Christmas gifts now— 
ideas that every jeweler can use to advantage. 


Providing this and other portfolios of promotional 
ideas from time to time throughout the year is only one 
of the many services rendered to its members by the 
Jewelry Industry Council, which is continuously publiciz- 
ing and promoting all year round, the desirability of 
jewelry and of buying from the jeweler, and so helping 
to build your business. 

If you are not a member and are not receiving the 
helpful stuff that the Council is submitting, by all means 
join and lend your cooperation in carrying on the vigor- 
our campaign that is being waged in your behalf. 

A line to the Jewelry Industry Council, 366 Fifth Ave., 
New York 1, N. Y., will bring you full details as to the 
cost and benefits of a membership. 


Pret Vo Cob 
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